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“Remember business associates 
ith flowers,” the ad says. 

You mean while they’re still 
jive and kicking? 


vvyY 
“Radio advertising costs too 
uch,” says Ed Kobak. 
That is; if you don’t have the 
ight program, the right talent, the 
ight time and the right stations. 


vvy 
Another way to reduce the high 
ost of radio advertising is to get 
our product promoted by num- 
yous sponsors as a prize award in 
ontests and audience participa- 
ions. 
ee ee 


Anson Lowitz says the leading 
brand of night gown has only 4.4% 
pf total sales. 

Aren’t husbands sufficiently sold 
on the importance of the package? 


vvy 
“We feel,” the ad department 
says, “that today a larger segment 
of the population can afford Cad- 
lacs than ever before.” — 
Chrysler employes think they’d 
ike to, anyway. 


ia. + 


The Minneapolis Star and Trib- 
wne have a survey which purports 
0 show more women than men 
lok at pictures of bathing beau- 
ties and other cheesecake. 

No wonder the statisticians say 
the population is getting older. 


9 F 


Gladys the beautiful reception- 
ist says she can’t understand why 
none of the winners in the Hoard’s 
airyman cow judging contest 
were friends of Elsie at the Bor- 
den Company. 


i ie 
Auto manufacturers are still 
bragging about the number of un- 
filed orders on dealers’ books, but 
the trouble is they don’t know 
hw many of them have already 
teen filled by somebody else. 


-: a. a 
“Good men are hard to find!” 
exclaims an employment agency. 
That’s what the gals have been 
‘Saying right along. 


. ie J 

“Nielsen report shows ‘Truth or 
Consequences’ up,” headlines the 
world’s greatest advertising jour- 
nal. 

Of course the report didn’t show 
tup, it merely showed the listen- 
Ing was up. 


= Si 


_ An advertising agency looking 
‘or . layout artist promises “pleas- 
ant surroundings—no night work 
—regular hours.” 

Sure you’re running an adver- 
Using agency? 


> om 
i) more national advertisers, 
ike Frigidaire, were staging top- 
ligt sales conventions to pep up 
the» dealers, maybe fewer of 
the. would be wondering what’s 
Wr. ig with their agencies. 


=~  F 
Tie trouble with advertising 
‘on ests seems to be that too many 
* ‘ie participants have lost their 
“Moteur standing. 
Copy Cus. 


Delivered Price 
System Dead Duck, 
Says Lowell Mason 


Drastic Marketing 
Changes Forecast 
in Wake of Ruling 


CAMBRIDGE, Mass.—The Su- 
preme Court decision in the ce- 
ment case means, in the opinion of 
Lowell B. Mason, Federal Trade 
Commissioner, that: 

1, The multiple basing point 
pricing system is out as a matter 
of law. 

2. Freight absorption is out. 

3. Zone prices are out. 

4. The individual universal de- 
livered price system is out. 


Mr. Mason 
made these cate- 
gorical state- 


ments in a talk 
before the Mar- 
keting Club of 
the Graduate 
School of Busi- 
ness Administra- 
tion here at Har- 
vard University 
May 14. He em- 
phasized that he 
was speaking as 
an individual and not as an FTC 
commissioner, and “I have no 
doubts as to the meaning” of the 
Supreme Court decision. “I call 


Lowell Mason 


While FTC Commissioner 
Lowell Mason was interpret- 
ing the Cement Institute de- 
cision of the Supreme Court 
as a death blow against the 
delivered price system, Mar- 
quette Cement announced that 
“nothing in the Supreme Court 
decision requires it to change 
its sales policies, and the cir- 
cuit court of appeals in Chi- 
cago carried the Supreme 
Court reasoning one step far- 
ther with an adverse decision 
against a group of rigid steel 
conduit manufacturers who 
were appealing an FTC order. 
Stories on Page 47. 


the turn as I see it and my ex- 
pressions are not of what I like or 
dislike.” 


Shrinking Marketing Areas 


The cement decision and others 
which bear on the problem will 
have extremely important effects 
upon marketing, Mr. Mason as- 
serted. Congress, he said, will 
never legalize any price fixing 
system, and hereafter, anyone who 
wants will be able to take factory 
delivery on anything he wants to 
buy. 

Furthermore, Mr. Mason con- 
tended, “mills will refuse to quote 
in many areas where they have 
heretofore been marketing,” there 

(Continued on Page 65) 


ST DRESS 
aS EOS. NAB Okays 


OER 200 WILLION GALLONS 
DEUYERED CvERY GAY VO YOU 


New Research Code 
Tries to Get Blue 
Sky Out of Field 


Standards of Ethics 
and Essential Data 
Sent to Marketers 


on imoerres 
mroneen om omens iat 


Ve tie ANN 


SWITCH—Nothing is said about rivalry 
in the new series of ads sponsored by 
the American Petroleum Institute. The 
new twist deals with the romance of the 
various branches of the industry: ex- 


Standards; 


. Board Sets July 1 Date 


Los ANGELES— The Standards 
of Practice of the National As- 
sociation of Broadcasters goes into 
effect July 1. Application of the 
standards will be subject to con- 
tracts in effect as of last Wednes- 
day, on others no later than May 
19, 1949. 

The NAB board of directors de- 
cided on these dates at a full-day 
discussion meeting Wednesday, 
following the two-day manage- 
ment section part of the annual 
NAB convention here. Except for 
minor revisions and deletions, the 
code adopted is essentially as that 
proposed (AA, April 5). 


ploration, production, transportation, New YorK—lIn an effort to get 


refining and distribution. Sullivan, Stauf- 
fer, Colwell & Bayles directs the ac- 


the “blue sky” out of market re- | 
search, and to establish a code of | 


|tion of a_ provision 


count. (Story on Page 6.) professional ethics and practices, 


AVAILABLE MARKET 
DATA 
The second section of this 
issue contains 48 pages of 
market data material avail- 
able to advertisers and agen- 
cies. Don’t miss it! 


a seven-man committee headed by | 
Donald E. West, research director | 
of McCall’s and president of the | 
New York chapter of the Ameri-| 


can Marketing Association, | 


Pepsi-Cola Drops 
Newell-Emmett 


last | 
week sent a proposed code to the} 
AMA, the Market Research Coun- | 
cil and the American Association | 
+ for Public Opinion Research. 
or iow ompany The recommended code will 
probably be discussed at the AMA | 
New York — After nine years| annual meeting in Washington, 
with Newell-Emmett Company— June 14 and 15, and the other 
practically since Walter S. Mack | organizations are expected to take 
took over the company’s manage-| prompt action on it. 
ment—Pepsi-Cola Company last; The West group began early in 
week named the Biow Company 1947 to explore the possibility of 
to direct its advertising. |establishing general standards for 
The shift did not affect Ever-| market research, but decided that 
vess advertising, which will re-| codification of research methods 


One change of special impor- 
tance to advertisers is the inser- 
that “the 


| placement of more than one com- 


mercial announcement between 
two commercial programs should 
not be permitted except in those 
instances when one of the two an- 
nouncements is a sponsored time 
signal weather promotion or loca- 
tion announcement not to exceed 
a total of 10 seconds in length.” 


Vote Is Overwhelming 


The board’s decision came after 
two years of discussion in the in- 
dustry. Up to last Monday noon, 
as the members came to the code 
session, there was considerable 
doubt as to whether any standards 
would be adopted at all. 

Perhaps it had been the persua- 
sive reasoning of Justin Miller 
earlier that day. More likely, the 


main with Young & Rubicam. | would be of questionable value, 

The account has generally been | due to the wide variance in meth- | 
assessed at between $3,500,000| ods now used and constant intro- | 
and $4,000,000, and this year has | duction of new techniques. 
featured a complex and highly-| What They Promise 
promoted contest. 

The “Treasure Top” drive of- 
fered more than $203,725 in prizes, 
is said to have attracted well over 
2,000,000 entries through April, 
and will expire June 30. For a 
time there were rumors that the 
campaign might be extended be- 
yond its original deadline, but 

(Continued on Page 63) 


Last Minute News Flashes 


Burton Browne Resigns Accounts, Retires 
Cuicaco—Burton Browne and Paul D. Bezazian, president and co- 
partner and treasurer, respectively, have announced resignation of 
about 20 accounts handled by the agency, biggest of which is Halli- 
crafters, Inc., to “retire.” Mr. Browne will handle five small electronics 
accounts—Jensen, Amphenol, Littlefuse, Ward Products and Chicago 
Transformer—on a fee basis, “just to keep his hand in,” and Mr. 
Bezazian will unabashedly retire. E. W. Stephenson, executive vice- 


search standards, 
keep in mind limitations of re- 


ents the techniques used, keep 

confidential information gleaned 

about the client’s marketing prob- 
(Continued on Page 64) 


president, Jo Adamsson, Frank Walsh, L. G. Willcox and E. G. Brown, | 


executives of the agency, are expected ultimately to take the majority 
of the resigned accounts to other agencies. 


P&G Names Dancer, Fitzgerald for New Product 

CINCINNATI — Dancer-Fitzgerald-Sample, Chicago, has been ap- 
pointed to handle advertising of a new Procter & Gamble product 
now in the development stage. The product was not identified, except 
as a “major product,” and no date of introduction was revealed. 


Kinney Named Ad Council Radio Director 

New YorkK—Gordon Kinney, former manager of radio plans, has 
been appointed radio director of the Advertising Council. Prior to 
joining the council, Mr. Kinney served as a deputy in the domestic 
radio bureau of the Office of War Information, Washington. 


George Sweetser Appointed ‘Esquire’ Publisher 


New YorK — George T. Sweetser, vice-president and advertising 


director of Apparel Arts, Coronet, and Esquire, has been appointed | 


publisher of Esquire. 
(Additional News Flashes on Page 67) 


search techniques, describe to cli-| vention. 


four revisions of the original 
standards proposal did it. At any 
rate, the NAB members on Mon- 
day afternoon overwhelmingly 
voted to let NAB’s board settle 


Companies complying with the| the matter of the standards. 
code promise to aim for high re-| The code had promised contro- 
be objective,| versy—some did develop—and to 


excite most interest at the con- 
But television com- 
| manded most attention and the 
excitement of the code was short- 
| lived. 

Active opposition to any change 
|in copyright laws that would 
|make it possible for performers 

(Continued on Page 61) 


Dear Mr. Fox: 
Check Enclosed, 
Mail 5G Coat! 


New York — It doesn’t happen 
every day, even to I. J. Fox. 

When General Mills was pro- 
| moting its Betty Crocker soup, it 
| offered as first prize a $5,000 mink 
/coat, along with 37 other I. J. Fox 
furs, and no descriptive copy 
about the coat appeared in the 
ads. 

So one day when the mail desk 
of I. J. Fox opened, there was a 
‘letter from Paul F. Davis, Davis 
Grain Company, Henderson, IIL, 
with a clipping from the contest, 
a certified check for $5,000, and 
a letter which requested a size for 
“a 5'8” person, slender,” and 
asked that the coat be mailed in- 
sured to his wife. 

She got it, and the deal, accord- 
ing to Fox, made fur history—the 
“largest mail order deal of its 
kind.” 
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Radio Promotion 
Film to Stress 3 
Points, NAB Told 


Los ANGELES ——- Convinced that 
radio must sell itself, or other 
media will make further inroads, 
the National Association of Broad- 
casters meeting here last week 
heard the three major points to be 
emphasized in the forthcoming 
NAB motion picture. 

The 40-minute movie, to be 
financed by $50,000 in the network 
fund and subscriptions of from $25 
to $1,000, will stress these claims: 

1. Radio is the main activity of 
the American people, who spend 


FREE ®: sure to see 
BANKADS bank 
advertising service. Every | 
ad illustrated with timely 
e-catching photo. Com- 
Dd! with copy and type 
setups in mat form. 
Write for FREE Proof- 
book No. 203. No obliga- 
ons. EYE*CATCHERS, 
10 East 38th St., New 
York 16, NY. 


more time listening to the radio) 


than in any other activity except 
working and sleeping. Radio has 
a greater circulation than any 
other medium. 

2. All radio is good radio. Ad- 
| vertisers need not buy premium 


|time and premium facilities to/| 


reach consumer audiences with 
buying power. 


3. During the past 20 years,| 


lradio has become the essential 
'medium for the movement of 


| goods and ideas across the nations. | 


Early American Gimmick 


Neither Gordon Gray, WIP, 
Philadelphia, nor Victor Ratner, 
CBS vice-president, who are in 
charge of the over-all promotion 
}and the motion picture, respec- 
|tively, appeared ready to disclose 
/}actual plans for the movie. The 


/rumor persists, however, that it| - 
sor and distributor of Double-Kay | ant to the chairman of the execu- 


will show radio through the eyes 
‘of two animated early Americans 
| who find themselves in this brave 
new world, and who are amazed 
by the broadcasting business. 
The need for an intensive pro- 


stressed by Eugene S. Thomas, 
WOR, New York, chairman of the 
NAB sales managers committee. 
Radio advertising, 


motion of radio as a medium batong Street & Smith Elects 


Gerald Smith President 


Gerald H. Smith, executive 


he declared,| vice-president of Street & Smith 


has lagged during the past year Publications, New York, has been 


because of the aggressive premo- | of the company. 


| He is the son of 


record - breaking | the Jate Ormond 


tion of competing media. 

The present 
number of radio stations cannot 
flourish and grow by taking busi- 
ness from each other, he warned. 
The lag is particularly noticeable 


clothing, hardware and the build- 
ing trades, he continued, and it is 
imperative that radio sell its ac- 
complishments to potential adver- 
tisers and re-sell present adver- 
tisers. 


Kelling to Henri, Hurst 
Kelling Nut Company, proces- 


in such fields as textiles, shoes, | 


| 


| Street & Smith, 


elected president 


G. Smith, son of 
one of the found- 
ers and for many 
years’ president 
of the company. 

Allen L. Gram- 
mer, president of 


has been elected 
chairman of the 
board and ex- 
ecutive officer of 


Gerald Smith 


the company. 


‘To ‘American Weekly’ 


Philip D. Denton, former assist- 


Advertising Age, May 24 i 


‘NY Post’ Appeals 
Court's Decision 
for Media Records | 


| New Yorx—The New York Pp 
| will appeal to the appellate diy; 
|sion of the New York state sy 
preme court a decision by Justic 
McNally of the supreme coy 
, favoring Media Records, Inc., jy 
| recent action initiated by the Pos 
Media Records was supporte 
|by lawyers representing al! ; 
‘other New York City members 
| except the Times. All seven news 
| papers—Herald Tribune, Journal 
American, Mirror, News, Sun an 
World-Telegram on the one sid 


_brand nuts through more than) tive committee for all the Sinclair | and the Post on the other—are re 
15,000 outlets across the country, Refinery companies, has been ap- 


has appointed Henri, Hurst & Mc- 

‘Donald, Chicago, to direct its ac- 
count. The company plans to 
expand its advertising. 


pointed assistant to Russell M. 
Dodson, southern manager of The | 
American Weekly, with headquar- | 
ters in Atlanta. 


big M.I. gives you... 


More 


pictorial yournalism 


for profitable 


reading 


enjoyment 


Here is an odd fact. Only a few magazines use 


pictures to fell a story - 


and those few are 


among the most successful in the world today! 


LIFE, for instance. LIFE uses more space for photos 


than for text, to unfold 


the drama of each big story, 


inform the reader and entertain him, step by step. 
That is Pictorial Journalism for the great public. 
And MODERN INDUSTRY is Pictorial Journalism 
for men of Management. Its dynamic photo-essays 


are combined with informative text 


researched 


and written by MI’s own staff. MI readership 


by testis 2 to 4 times 


as high as that of articles 


where pictures merely illustrate words! And the result 
is that 55,000 copies of Modern Industry are read 

each month by men who manage the 31,500 plants 
that produce 89°, of America’s total industrial output. 


This powerful type of journalism costs extra money 
for the publisher in staff research, writing and 
direction of difficult photo-sequences. But it gives the 


picture to technical and 


non-technical executives. And 


it pays off well to its readers, and to advertisers, who 
skilfully adapt its living force to their own aim 


of wider distribution at 


lower selling cost. 


Use MI for IMpact in reaching American 
Industrial Management 


Staff-researched and staff-written for management men whose job is to make and 
market better products at lower cost, featuring PICTORIAL JOURNALISM. 


Published by Magazines of Industry, Inc., 347 Madison Ave., New York 17, N.Y. 


& 
Loe eer n 
neo Mes [et 


st seicioeatmansical 


*A picture is worth 
a thousand words, 


tee A i i ee ee ee 


/Records that effective Feb. 


| ported to have fought this. 


| 
| 
| was entitled to make its own in 
terpretations. 


ported to have spent a total 


| $80,000 in legal fees in this recey 


brief action. 


Centers Around Merger 


The issue rose over the an 
nouncement by the Post to Medi 
14 
was consolidating the Bron 
Home News, which it owns, wit 
the Post, and that it intended t 
sell both full-run and part-ru 
advertising. Ultimately, the Pos 
and Bronx Home News, the Pog 
said, would become one news 
paper. 

Media Records said _ that 
would consider the proposal f 
its linage measurements. Al]! wa 
quiet, until suddenly on Mare 
24, as the Post reported, the other 
“ganged up on us.” It was sai 
that if Media Records includ 


| the Bronx Home News figure 


with those of the Post, the othe 
six would resign from MR. 
The Post got an_ injunctio 
against MR. The judge sought t 
settle the issue out of court, b 
the Journal-American was re 
Th 
court ruled that Media Record 


MBS Airs Speedway Racé 

Perfect Circle Company, Hag 
erstown, Ind., through Henr 
Hurst & McDonald, Chicago, wi 
sponsor the broadcast of the 500 
mile Indianapolis Speedway rac 
over the Mutual network May 3] 
The company manufactures pis 
ton rings. 


BUSINESS 
MEN IN 
ADVERTISING 


ing 
In 


Proper plans for advertising 
rest on adequate knowledge 
of the client's policy, purpose 
and profit. 


These determine what 
be wisely invested; what 
be judiciously attempted 


88 


Then practical crea 
thinking is combined wi! 
artistic ideal ‘of “how to say 1. 


This is best done by *2 
ness men in advertising, © 
that the client's succe 
based on taking in more 
he pays out. 


IT DOESN‘T PAY 
TO ADVERTISE . . 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc. « ADVERTIS!NG 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 


is 


* dy < , ey iS. gong «i sage j i : ‘ ‘ io he # i hid fat cs eg pa a ‘ fg 7 ae, g te oee ‘ gt ean ig 4 J ; a) Z cs oe as Bs : 2, i aed Li Se ne a 
a ah Serr ct 8 aes A ree sgh Shearer ei ay als oe Siete ss ; ae ; i vf 3 co Si Ore oan rie ES oe Prine ; 
. es : : a a i - — é ?e cee pee z .: heap i Se ae Beale es ae ieee 
Daa ae ea boc © eT ok et ae cael ee , Pee ees i ies sade | Leal eS se * Pe. oy eee ee ae ie wer rae rie a eee ee ers ite See of — 7 rtey f 
is nee aaa ee Se Te. bs: a ae Soraya eer emerge ae 4 a ae aie oe eee eae _ a eo ere i. a ig nie. + Cs So aa se ee <> ae y : oper cee 
are. ae ‘seg mely ESBS TT ei pas eran: ols mat ee eee omen, ah c rer 7 © es shige oe i eee a? ie ee i ie ye. < bai Poe Se 
ae ee i fa eany a Eig ot ar ae eee eae li oy , ii ys ae i Re eae oe ree i es <a fie Sa oe Tak as i oe : a ee. ake ae oe ale =a ee. Mae een 
bie og ee tea ofl ae at OTR Soe ior aes emer Sena ee er es eh ee = Pe cia Se eee SS ee ea gaat ia ok ae Pee ee ee | erties kA: pe she oe ni eat, Meiben caen = A 
eo ae, Poe a —" —— aie ati Aa 3 al ee OE oa ae RSME Ne ge ee ys ae - is Riou 
cs pe , - 7 Sc, 
1, ee a _— —— = . - : ea ee Coe = a, 
ie Z 
Bi ge: a 
Rs: a | | 
PP ert iat | = 
if dl 
.— OO pO 
; a 
i ae ee | ' 
i 
: | 
, } 
a eat s a 
o ; 
oe i : 
7 1 w? ' 
a ial 
hue , 
ae Pe F 
‘ , a 
Seats need - a a 
es ea 
Pes 
eee , 
Toke f ' ‘ - 
‘ i2 > ‘ 
a ‘ 
eye Po 
Ak oo 7 °: ee PS BOO POP OS HS SPAS QOS4Ae 
Sg ba) 
Roe teed 
ae ! 
ee I 
: i 
‘ ' 
‘ 1 
' H | 
a 
ee , ! 
ped : ' 
as j 
Cs 1 
Se \ 
: Po : 
. ; i 
‘a 
, ; 
; ; | 
' 
e wae ee ! | 
me 
ic eee ! 
ase \ 
eit 
Be, 
bie : eevee eeeeee ; 
baie | 
are ey: 
oo’ 1 | 
a in ' 
Set ' 
ae: ! 
oe ' 
oa ' 
Re . ‘ 
y 
aie ' 
le 
ee a : ' 
Vig) as 
ne 9) ei ’ a 
ee ' 
a ; a | 
a . 
" ‘ 
sad 
Be | 
tds | a 
! pao : 
s ES | 
e ' 
a Ss t sf 
* pec ens t 
a 
Ger | 
i caso 1 | 
2 Z } 
; | 
Be iw / | 
Eye: 
— | 
ph 
eee | 
eri eee 
ee tte: . 
ee . : 
as i i 
: ' - 
See I 
pane ; ' : 
oe ts 
Pe ats 
ae) ‘ 
rs 4 i 1 , ¢ : P 
Pe t/ j { ‘ ; , 
ch ee ce ped . | 
ee __..._.,§,£-C.°.$.$|}]Jso7FoHFfjHpoon rr -- - 2 
ea ~ 
Pa " 
oes SS 
fees : | 
a 
P| ( 
oy " tg 
ee: 7 a oF. 
Pras, he *:. dc 
ie rn : s 
ca \ ie @ ' | Ls a +e 
i 4 | 
: - Ate ~~ 4 - a ; 
i ee | 
ae ee 
=a . ¥ 2 ~— g . iis - . le : as . os ? . a. ¢ ao ar . “ rs a a die . 7 2 4 2 é i ga 
ras Tet and, Peete ius (ar Ae a Aiea Sete mle te ome can ws cae SRN CORN ee oe se ork Mn ee a Me et eG So eae me Rr Se | Re ee ee CS ey: tC Ager to = ge rg eas oe aee Sa ig te ph ya eB Trae Dane ete Meee, : ee Re) kg Mere ale die 
py SORE AG ae at Uo B55 Epes Mts se Pe ae Tee es oe ee ee A Oy a EATS ALLS Meet naa ae Bee IGE: a SRA cg aes sare) Se kh es Re eka a gee, ay eT a ee 


y 24, ig 


eas 
on 
ords 


York Pog 
Mate diyj 
State sy 
by Justic 
Pme cou 
» Inc., in 
y the Pog 
supporte 
ng all j 
members 
ven news 
>», Journal 
s, Sun an 
P one sid 
pr—are re 
a total 
this rece 


erger 


r the an 
t to Medi 
Feb. 14 

1e = Bron 
owns, wit 
ntended t 
1 part-ru 
, the Pos 
s, the Pog 
sne news 


i that 
‘oposal f 
s. All wa 
on Marc 
, the other 
t was sai 
s includ 
ws figure 
, the othe 
MR. 
injunctio 
> sought t 
court, bu 
was re 
this. Th 
ia Record 
ts own in 


ray Racé 
any, Hag 
gh Henr 
licago, wil 
of the 500 
<dway rac 
rk May 3] 
ctures pis 


advertising 
knowledge 
y, pury se, 


what y 
what may 
npted 


creciivé® 
d with the 
r to say ll 
> by bus 
sing, aware 
succe 1S 
more 11am 


right! 
LUPTON 
RTIS!NG 


ILDING 
1. Y. 


§ 


ene > ee 


INSTITUTIONS CATALOG DIRECTORY renders a buying service unparalleled in the in- 
stitutional field. It is the only consolidated catalog directory available for the conveni- 
ence of buyers and is designed primarily to catalog, list and cross-index all types of 
products used in furnishing, equipping. maintaining, decorating, remodeling, construc- 
tion and feeding in this huge eleven billion dollar market. 


The 1948 annual edition of INSTITUTIONS CATALOG DIRECTORY, now being com- 
piled, offers manufacturers the opportunity of ane their ‘deel information daily 
before the more than 45,000 buyers of institutional equipment. 


keserve Space Now to make sure your company's products are properly displayed, 
classified and cross-indexed in all sections of this centralized source of buying infor- 
mation. Consult your Advertising Agency or write direct for Media File which gives 
detailed information on how INSTITUTIONS CATALOG DIRECTORY can best serve you. 
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INSTITUTIONS CATALOG DIRECTORY 


1907 PRAIRIE AVENUE/_—— | — CHICAGO 16, ILLINOIS 
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INSTITUTIONS CATALOG DI- 
RECTORY is published by INSTI- 
TUTIONS Magazine which has 
just received a first award for 
editorial excellence in a nation 
wide competition among over 
660 entries from the nation's 
leading business papers. The same 
organization and leadership which 
has made this achievement pos- 
sible has made INSTITUTIONS 
CATALOG DIRECTORY of first 
importance to manufacturers with 
products to be cataloged for the 
institutional field. 
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Western Agency Named Mutual Answers 


dl Central Bag & Burlap Company, 


Chicago and West Burlington, Ia., Golenpaul’s Suit 


ie has appointed Western Advertis-| 


: ing Agency, Chicago, to handle With Countersuit 


advertising of the company’s Blue | 
New Yorxk—Mutual Broadcast- 


Ribbon cotton and burlap bags. | 
‘ing System has answered Dan 
'Golenpaul’s $500,000 negligence 
° e suit by filing a general denial in 
'federal court and entering a 
counterclaim against the “Infor- 
mation Please” producer for con- 


remember 


Business 


dismissal of the suit against MBS, 
charges Mr. Golenpaul and the 
firm of Dan Golenpaul Associates 
with: failure to provide “Infor- 
mation Please” programs of high 
quality; production of shows 
which were not always suitable 
for broadcast; creating ill will by 
forbidding the use of recordings 
of the programs at schools and 
civic meetings, and failure to co- 
operate with MBS and local sta- 
tions in signing local advertisers, 


| with the result that numerous 


| eas violations. 
nt | Mr. Golenpaul’s complaint) sales under local sponsorship were 
LAY | against Mutual, filed some time) lost and local advertisers antagon- 


sponsors without the producer’s 
approval and permitting broadcast 
; | of the transcribed program on a 
: |delayed basis without authoriza- 


» 3) tion (AA, March 8). 


Mutual’s answer, which asked 


Goods Association, St. Louis. 


Sporting Goods Group 


Elects Marvin Shutt 

G. Marvin Shutt has resigned as 
director of public relations of 
Behel & Waldie & Briggs, Chi- 


ago, charged the network with ized. 
failure to make an accounting for 
with all the stations carrying the co-| 
|operative program, accepting 
FLOWERS 


cago agency, to become field sec- 


retary of the National Sporting 
Mr. 


Shutt will make his headquarters 
in Chicago, where he will develop 
advertising, public relations and 
merchandising programs for sport- 
ing goods retailers throughout the 
country. 

The association’s convention and 
Sporting Goods Show will be held 
in Chicago at the Congress Hotel, 
Jan. 15-20, 1949. A series of re- 
gional meetings to precede the 
convention are planned. 


Lyndon Brown Resigns 


Knox College Post 

Lyndon O. Brown, who left a 
partnership in Stewart, Brown & 
Associates, New York marketing 
research organization, to become 
president of Knox College, Gales- 
burg, Ill, on Jan. 1, 1947, has re- 
signed his college post. 

Dr. Brown was formerly pro- 
fessor of marketing and adver- 
tising at Northwestern University 
and at one time vice-president 
and director of research of Lord & 
Thomas. 
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OCTOBER-FEBRUARY HOOPER 


FALL-WINTER REPORT 


MORNINGS 
, sR Perey eerie 53.5%... 
NR hc OVsn «nae 20.2%... 


(% of sets in use) 


AFTERNOONS 


Yes, WHBF delivers the daytime audience in the Quad- 
Cities—the largest market in Illinois and lowa outside of 
Chicago—over 200,000 urban population—four cities 
nestled together forming one market. 
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Les Johnson, V. P. and Gen. Mgr. 
Affiliate of Rock Island Argus 
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Advertising Age, May 


‘Outdoor Tips’ 
Bows as Newest 
‘Column’ of Ads 


™ MINNEAPOLIS—One of the Mod 
successful editorial-style édy, 
tising columns since Nancy &, 
ser’s “Buy-Lines” has been intr 
duced in 10 American cities by 
new Minneapolis firm, Onritdog 
Tips, Inc., formed by two advey 
tising men. The column first ay 
peared in newspapers May 16. 

Written by an agency man wh 
prefers to remain a silent partne 
the column, “Outdoor Tips by J 
Denny,” will appear once a wee 
in the Chicago Tribune, St. Loy 
Post-Dispatch, Minneapolis Sup 
day Tribune, St. Paul Pione 
Press, Cincinnati Enquirer, Detro 
News, Indianapolis Star, Colun 
bus Dispatch, Des Moines Regist 
and the Cleveland Press, the lat 
ter on Wednesday rather tha 
Sunday. 

The syndicated column is pub 
lished by Samuel Nickerson, vice 
president of the corporation, wh 
is a millionaire sportsman an 
vice-president of the Nations 
Skeet Shooting Association. 

President and advertising sale 
manager for the feature is Paul : 
Meyers of Minneapolis, publish 
ers’ representative and former ad 
vertising manager of Sports Afiel 
and western manager for Outdo 
Life and New York Times Maga 
zine. Before war service, h 
headed the North America 
Sportsmen’s Bureau, Chicag: 
which syndicated an editorial fea 
ture to 80 newspapers. 


Starts With Seven 


The name “Joe Denny” 
purely fictitious. Mr. Meyers’ pic 
ture is used in the heading. 

Following a year of researc 
the firm got under way May | 
with its first column, which haj 
seven national advertisers: Evin 
rude Motors; Outdoorsman; P & K 
Inc., Chicago; Pflueger Reels 
Waitco Products Company; Pau 
Bunyan Bait Company, and Amer 
ican Kampkold Products. 

Outdoor Tips guarantees a cir 
culation of nearly 5,000,000 of 
basis of its present 10 newspapers 
Eastern and southern columns ar 
now in the process of productio 
The firm also plans a Pacific Coa 
column appropriate for that are: 

Space rates for the column a 
on a sliding scale, starting 3 
$12.50 per line per week wit 
minimum of six insertions an 
ending with a rate of $10.68 pe 
line for 52-week contract. Adver 
tisers may sign for either sii 
nine, 13, 26 or 52 weekly inser 
tions. Rates are subject to chang 
depending upon changes in spac 
rate costs to the publishers. 


FP&C Changes Name 
to Clark & Rickerd 


Florez, Phillips, & Clark, Detro! 
agency, has changed its name 4 
Clark & Rickerd, Inc. L. A. lat 
is president of the agency. C. 4 
Rickerd, formerly a vice-pre: ide! 


C. E. Rickerd L. A. C ork 


and account executive of Zi: ™ 
Keller, has joined the age! » 
executive vice-president. 

Mr. Rickerd and G. H. B: 
vice-president and a mem! 
the board of directors, have ! 
chased the stock holdings of —* 
Florez, who is now devotin 
time to Florez, Inc. C. S. P 
severed his connection w!' 
| agency in 1945. 
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reader service. 


FAIRCHILD BUSINESS PAPERS — SERVING BIG 
BUSINESS WITH A FASTER NEWS TEMPO... 
The new Fairchild Building triples our publishing 


plant capacity ... equips us for a better job of 2 
ae 


With the advent of Retailing as a daily*, Fairchild now 
covers the $9,000,000,000 home furnishing market as inten- 
sively as it covers all the fashion fields of both sexes. Now 
you get all the news daily in the combined $28,000,000,000 


fields so pre-eminently covered by Fairchild. 


What greater evidence of Fairchild Leadership! Covering 
specific fields there are altogether only 18 national daily 
business papers. Their combined daily circulation is about 
150,000. The Fairchild Daily Trio has 95,975 alone — or 


63% of the entire circulation...or 73% more than the rest 


WOMEN’S WEAR DAILY DAILY NEWS RECORD 


RETAILING HOME FURNISHINGS 


combined! And of all these dailies only the Fairchild trio 
have A.B.C.** And what is equally important: Fairchild has 


the only daily in each of the three major fields we cover. 


Practically everybody, who is anybody in the fields we 
cover, reads a Fairchild Daily Publication. He must read 
it in order to know what is going on in these days when 


major news breaks daily. 


Here is powerful circulation... powerful news coverage 


...and power potential for the advertiser. 


FAIRCHILD PUBLICATIONS 


7 East 12th Street, New York 3, N. Y. * Phone ORchard 4-5000 


Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATIONS 
"As of June } 


** Audit Bureou'o! Circulations 


MEN'S WEAR FOOTWEAR NEWS 


FAIRCHILD BLUE BOOK DIRECTORIES 
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Joins ‘Family Circle’ 
Courtney Freeman, formerly 
western advertising manager for 
Cosmopolitan, has joined Family 
Circle, Chicago, in a similar ca- 


pacity. 
R&R Transfers Reed 
Tod Reed, vice-president of 


Ruthrauff & Ryan, New York, has 
been appointed manager of the 
agency’s Detroit office. 


/ #1. M. REG.—INTERNATIONAL 


NLRB Expected 
to Act Promptly 
on AFM Suit 


New York—The National Labor 
Relations Board last week was 
making a preliminary investiga- 
tion of secondary boycott charges 
filed against the American Fed- 
eration of Musicians by three 
transcription companies. 
| Complaints were filed simul- 
taneously in New York and Los 
Angeles by Standard Radio Tran- 
| seription Services, Hollywood, and 


ings and transcriptions constitutes 
a violation of the National Labor 
Relations Act was expected to 
produce an early ruling. If the 
board decides there has been a 
violation, action will follow. 
Company officials, charging that | 
the union ignored their efforts to 
negotiate, said they seek relief 
“under the provision which) 
makes it illegal for a union to 
compel its members to refuse to/} 
work for a business man against | 


positions last week to enter the 
television field. 

Mr. Jones, who was radio direc- 
tor, will produce video packages 
—his first show to be “False Wit- 
ness,” a who-dun-it. Mr. Pierce, 
a veteran of 17 years in broad- 
casting, had been with R&R since 
1942 and was vice-president in 
charge of the Hollywood office at 
the time of his_ resignation. 


Neither agency has named a suc- | 


cessor as yet. 


whom the union has no claims, Kingan Plugs Seafoam 


in an indirect effort to get at his) 


customers.” 


|Associated Program Service and|2 Quit to Enter Video 


|Lang-Worth Feature 
| both of this city. 


Programs, 


Two radio executives — Martin 
Jones, Buchanan & Co., New York, 
Ruthrauff & 


| In New York a study to deter-| 4nd Sam Pierce, 
s#0f CO. | mine if the union’s ban on record- Ryan, Hollywood—-gave up their 


Kingan & Co., Indianapolis, has 
‘launched an introductory cam- 
| paign for new Seafoam shortening 
|in newspapers and radio pro- 
| grams in Indianapolis, Hartford, 
|Atlanta, Harrisburg, Wichita, 
Jackson, Tenn., and Richmond, 
Va., for 12 weeks. 
Elmer L. Cline, Inc., New York. 


The agency is 


They spend the most 


where the most 1s spent 


THE NEW YORKER concentrates 82% of its 316,000 circulation in 


the 41 city-trading areas where most of the retail dollars are spent. 


These 41 areas account for 65% of retail food sales and from 75% to 80% 
of many nationally advertised brands of quality foods. THE NEW YORKER 


THE N 


reaches the key customers of the key grocery stores 
where the lion’s share of the national food business 


is done. They spend the most where the most is spent. 


No. 25 WEST 43n0 STREET 
NEW YORK, 18, N. Y. 


ATIONAL WEEKLY OF THE LEADERSHIP M 


ARKET 


Advertising Age, May 24, 


API to Ignore 
Gas Shoriages 


in Summer Copy 


(Picture on Page 1) 


Datitas—The sessions of the 9) 
‘industry information committee of 
the American Petroleum Insiitutd 
wound up here May 14, anc the 
general outlook seemed to be that 
there will be no industry - spon- 
sored advertising on the possibilj- 
ties of a gasoline shortage. 

The opinion in the industry 
|seems to be that any shortages 
|which may develop will be local 
/or regional. Should these occur, 
|there are some ads _ prepared 
|which can be used by companies 
or by API regional committees to 
|explain the temporary shortages 
'Preduction is up 6-8%, and the 
|/petroleum men are inclined to 
'think that demand will not be 
greater than the expansion. 
| The committee heard reports 
\from its public relations organ- 
| ization, Fred Eldean Organization. 
and its agency, Sullivan, Stauffer, 
|Colwell & Bayles, which traced 
progress in carrying through two 
information programs, one aimed 
at fuel conservation, the other at 
| forming a farm information pro- 
| gram. 

_ The committee also heard that 
‘trade association and individual 
‘companies are participating to a 
greater degree than before. 

| Summing up the fuel conserva- 
tion advertising used last winter, 
, the committee heard that the final 
advertisement in the campaign 
four ads were used —reached 
| about 27,000,000 readers, and com- 
pany advertisements reached 50,- 
000,000 readers. 

It was recalled, however, that 
oil companies had also predicted 
no fuel shortage for last winter, 
not realizing the extent of the de- 
mand nor the transportation diffi- 
culties which confronted the in- 
dustry. 
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“Graphic Arts’ Elects 2 


Myron F. Lewis has been elected 
a vice-president of Graphic Arts 
Monthly, Chicago, and Louis | 
| Lewis, treasurer, succeeding the 
late A. F. Lewis, who was gen- 
eral manager and treasurer. 


— 96% daily in this 
market of 364,601 familic* 
— 97% on Sunday — makes the 
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Fryer vs. Greenfield. The exciting and artistic combat between Alfred 
Greenfield and George Fryer in Industrial Hall, Philadelphia. Woodcut,1885. 


COURTESY OF BETTMANN ARCHIVE 


‘*First,’’ according to Webster, means ‘‘Leading all Sunday Tribune and The Philadelphia Sunday Inquirer. 
others.’ A perfect definition for the Sunday Punch of Leading sections in reader traffic in these three leading 


First 3 Markets Group. Here’s why: newspapers — the picture rotogravure and the magazine 
| Leading coverage in the three leading trading areas of sections. 
:.. the U. S.—over % of all the families in areas that pro- And, leading rotogravure and colorgravure reproduction 
9s the duce over ¥% of all U. S. retail sales. for leading identification of your product. 


Leading Sunday newspapers in the three leading cities of | To boost your sales in these three leading markets, First 3 
res this country ~The New York Sunday News, The Chicago is your leading buy. 


—% NEW YORK SUNDAY NEWS 
_£ the Greer CHICAGO SUNDAY TRIBUNE 
WITH THE PHILADELPHIA SUNDAY INQUIRER 
TIES SUNDAY Rotogravure + Colorgravure 
_ PUNCH Picture Sections + Magazine Sections 
} On 
pap: 
ee News Building, 220 East 42nd Street, New York 17, VAnderbilt 6-4894 + Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GArfield 1-7946 
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Goodrich Buys Program 


B. F. Goodrich Company, Akron, “Superior Service’ 


has purchased “Breakfast in the 


Blue Ridge,” a quarter hour pro-| 

gram, from Monogram Radio Pro- Th h FM lJ d 
grams, Chicago. The program is| roug rge 
being made available to Goodrich 

retail outlets throughout the | 

United States on a cooperative b FCC h 

basis. Sales brochurgs news- | y airman 
paper mats, press vellauee and | 


window streamers are being used 
to merchandise the program. 


F/ Graphic 


po vax 


Los ANGELES — “In my opinion 
| it will be a red letter day in the 
|history of American broadcasting 


your minds that you can provide 
a superior aural broadcast service 


modulation and when you direct | 
your efforts to planning for that) 
| conversion,” 


SR, a 


| munications Commission, 
ling at the Tuesday luncheon at 

PAINSTAKING CRAFTSMANSHIP i] | the NAB convention here. 
pi FIDELITY OF REPRODUCTION é “I know it is difficult in a field 
fied +». PERSONALIZED senvice_ i ias dynamic as broadcasting to 
m 216 WEST ONTARIO STREET | predict what the situation will be 
eee i the future, but to me, in the 
SUP. 4314° \light of what we know today, it 


when you broadcasters make up| 


declared Wayne Coy, | 
\chairman of the Federal Com-| 
speak-| look to FM as an improved me- 


seems almost inevitable that FM 


will, within a generation, largely 
jreplace AM.” 


“Some broadcasters apparently 


| think of FM as a new and im- 


proved method of transmitting 
programs; others think of FM as 
a way to get a second station in 


‘their community and plan a sep- 


arate broadcast service over the 
medium. The interest of others is 
wholly that of the ‘insurance’ ap- 
proach—they just don’t want to 
be left out if there is anything to 
this ‘new fangled gadget;’ and 
others, so far as I can tell, just 


through the use of frequency | haven’t thought about it. 


Stations’ View Broader 


“The networks,” he said, “are 
making it perfectly clear that they 


dium for the transmission of pro- 
grams. They apparently think of 
their networks as providing a 
single program service either 
through AM or FM or both. But 
network affiliates, the individual 
broadcasters, have not accepted 


that point of view. Some of them 
do not like the network policy of 
duplicating programs, as is evi- 
dent by the inquiries that we re- 
ceive at the commission.” 

Saying he did not propose to 
go too far into the subject, he 
pointed out that “the relation be- 
tween AM and FM is one that re- 
quires some hard thinking and 
planning if we are to fix our goals 
for a sound aural broadcasting 
service for the future.” 

Mr. Coy said there are a lot of 
sound reasons to support the view 
of the FM enthusiast who “be- 
lieves that FM is destined to re- 
place AM in all but the sparsely 
settled areas of the nation.” 

Advantages cited for FM are: 
it is static-free, fade-free, and in- 
terference-free. The advantage of 
freedom from interference is “be- 
coming increasingly important to 
broadcasters as more and more 
standard broadcast stations come 
on the air. Also FM has high 
fidelity capabilities.” 

Mr. Coy asserted: “It is not pos- 
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and say “this much.” 


and economically. 


client, Telechron Inc. 


% tie <a PS eee oe 
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Man could not take time between his hands 


So he put a clock around it. 


Now time measures his sleeping and 
waking and when the eggs are done. Cap- 
tured on the handsome face of a Telechron 
Electric Clock, time counts off silently 


For 16 years we have been telling the 
public about the good time offered by our 


N. W. AYER & SON, INC. 
Philadelphia New York Chicago 
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| sible to demonstrate the fidelity 
capabilities of FM by duplica ing 
network AM programs on Fy 
stations over 5,000 cycle lines. Fy 
will really have its chance wie 
15,000 cycle lines are available f 
networking or when microway 
relays can be constructed for th» 
purpose of networking or whe 
there are a sufficient number ,; 
FM stations on the air to provide 
for network operations by re. 
broadcasting.” 

He said FM allocations wil! be 
on a planned basis in contrast 
with the “topsy-lixe” growth of 
AM broadcasting, that taking aqd- 
vantage of past experience, a more 
orderly growth for aural broad- 
casting can be worked out in the 
future. “The FM allocation plan 
provides for uniformity of power 
within given areas of the coun- 
try. This is not an unimportant 
fact. This fact eliminates the pres- 
ent competitive inequality that 
exists between AM stations. 


Can Serve More People 


“It paves the way for competi- 
tion between stations on the basis 
of quality of programming, initia- 
tive, enterprise, imagination in 
serving the public interest. We 
can have more FM stations than 
we can ever have in the standard 
broadcast band. This means that 
more communities can be served 
and that there will be more free 
competition.” 

Surveying the field of television, 
Mr. Coy believes its problems are 
similar to those of aural broad- 
casting. “The major problem we 
face in planning for the’ future,” 
he said, “is how to get television 
service to all the people of the 
country and, more than that, how 
we can provide a nationwide com- 
_petitive system to furnish this 
| service.” 

He expressed the determination 
of the commission “that there wil! 
be enough channels available in 
this country to provide for a truly 
|nationwide competitive system 
_and one that will serve all of the 
people of this country and not 
| just those fortunate enough to 
live in metropolitan areas.” 

With this principle in mind he 
feels it is no longer possible to 
delay the beginning of planning 
for adequate television channel 
availabilities. 


High Hopes for Hearing 


Speaking of the commission's 
order for a hearing on television 
on Sept. 20 of this year he said: 
“The commission approaches that 
hearing without any prior de- 
termination of the issues involved 

“The commission hopes that its 
order will serve to increase the 
quantity and quality of research 
in the field. The commission ex- 
pects differences of opinion as 0 
the issues involved in the hear- 
ing, and the commission also ex- 
pects that out of the hearing wil! 
come sufficient information and 
knowledge to enable the commis- 
sion to fix standards for the utili- 
zation of the 475-890 m.c. band 
in whole or in part.” 

In closing, Chairman Coy 
| stated: “I know of no responsible 
person in the government, inc\ud- 
ing members and staff of the Fed- 
| eral Communications Commissi0, 
_ who favors government oper: tion 
of broadcasting. I am sure that 
| the one unanimous decision tha! 

the members of the FCC ould 

reach is that, generally spea ins 
| broadcasting in the United S.ates 
operates in the public intere:’.” 


DC&S Has Sentry 


AA erred on two counts © 3 
| story, May 17, on test by Br <to- 
| Myers Company of Sentry, a e¥ 
cream oil hair grooming product 
in eight Pacific Coast states. Th 
agency in charge is not You's § 
Rubicam but Doherty, Clifford § 
'Shenfield, New York. Not Jo)» P 
_Hardie but Joseph P. Hard © is 
vice-president in charge of 1° 
' tol-Myers sales. 
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"First, | read ADVERTISING AGE regularly, every week, 


primarily for its complete news coverage of advertising and 


*levision, 
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l broad- 
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future,” 
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marketing. It tells me quickly and easily what's happening. 
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channel In addition to the news of the business, its features are 

Mr. Gray is manager of the advertising-sales promotion 


my home, reaches there on Monday. | usually read it after 


dinner Monday night, front page to back page thoroughly. 


ring department of Esso Standard Oil Company. He has been 
mission's 


aiemiales with that company for fourteen years and was appointed valuable, too — such as the articles on advertising costs, 
he said: to his present position in 1944. He is also president and 

shes that ; 7 al pee é 

rior de- a director of Esso, Inc., a subsidiary of Esso Standard Oil 

cng Company. Hoosier born (Indianapolis) he attended Creative Man's Corner, etc. 
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ease the Indiana University, DePauw College and the University 
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¢ Hold Turkey - 
ot mee East Beachhead 


30 MONTHS OF RESEARCH AND 
PRE-TESTING Today’s Argosy is a product 


proved by thirty consecutive months of research on mas- 
culine reading wants and desires and by a program of 
newsstand pre-testing. Today’s Argosy is a complete and 
accurate reflection of men’s magazine interests—as told to 
us by men. Their acceptance of Argosy has doubled circu- 
lation in nine months. 


WORLD AFFAIRS | 


AS A READER | \ 


Fiction — Every issue contains stories pegged for today’s man-—stories 
written by such well-known authors for men as Erle Stanley Gardner, Ger- 
ald Kersh, Leslie Charteris, Philip Wylie, William Fay and P. G. Wodehouse. Meld 


Sports — Selective coverage of spectator, participant and outdoor sp« rts. 
The gamut from Battling Bowfins to the Argosy-Brooklyn Dodgers rookie ell 
hunt. 


Non-fiction — Authoritative, topical articles of interest to all-ro\ind free 
men; analyses of current events; inquiry into the problems of job and f»™- JRre 
ily; travel and exploration with Argosy’s globe-trotting writers. 


Service —The “most for the money” in men’s wear, men’s accesso’ ies FRdv. 
and sporting equipment. | 


able 


AND -—complete coverage of each and every one of men’s reading inter sts 
as voiced by men readers—Eye-Witness Adventure, Opposite Sex, Hob.1¢s § 
and Games, Science Topics and Humor. Se: 

They’re all in Argosy, because Argosy is the first magazine to be b:i/t fo s 
for its market as The Complete Man’s Magazine! ave. 
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for Sultry Citie * | 
by Gerald McCann = 


When the thermometer soars 
can go about your busine 
cool comfort—and look we 


PERSONALLY, sweat like 
hot weather. I find this ce 
not unusual ; doctors evep say ' 
But like many another man w! 
a city, in this so-called tempe 
have to wear a jacket to, hol¢ 
even to get a meal in many 
So I am grateful to the 
who are now producing 
suits that are suitable for 
By air-conditioned, I r 
are lightweight and ar 
enpugh porosity to perr 
ation. By suitable for 
mean that these cloths, 
worsteds, rayons, or iT 
rayon, worsted, mohair 
fairly dark versions 
stripes, checks, and, g’ 
find in heavier busin 
Most business me 
least two of these 
hang out to get rid 
to the cleaner, w 
other. This is a 
cause these suits 
wear like iron, a 
year as they are 
Now lett ge etkend 
made of “Trop’ 
tropical worste ev 
$5 . and have Gracie 


that have alw 10 sw; 


‘ 5 @ | Stee, A — 
Getting the Most for Your Wardrobe Dol 


slacks, $8.75. These can be ait : 
But Goodall now has several othf: 

_ ties: “Palm Springs,” combinin = 
with rayon and cotton, $29.75 57 
$9.75; “Sun Frost,” combi Ae 


NO ICE-CREAM SUITS, these new ones for summer, 
ing for weer in gri 
light-weight febries. 
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"It's an El Diablo, made from the tougher bottom leaves on the tea plant that 
Tender Leaf discards." 


Off With the Old, Etc. 


We are intrigued with a letter 
we just received from a sad, and 
rather bitter, adman who insists 
that the trouble with the advertis- 
ing business is that most admen 
are insulated from new ideas by 
a 20-foot wall, and insist on doing 
the same old things in the same 
old way, without ever changing 


| mately, it grew out of the repeti- 


|tion-reminder stage and moved 
| off into reason-why and various 
other and more complicated 
Stages. We don’t suggest that it 
|go back to the sloganeering days, 
| but we do suspect, at least occa- 
sionally, that the smartest adver- 


/tisers are the fellows who manage 


No Testimonial? 

A friend of ours particularly 
admires the car cards used by 
| Stephen Merritt, a New York 
undertaker, who advertises funer- 
als from $150 up and cremations 
from $115.50. 

A typical ad advises that “we 
have conducted over 125,000 


teaching everyone to smoke a pipe, | 


The following documents m: y be 
| secured without charge from om. 
| panies sponsoring them or through 
| ADVERTISING AGE, by any nat ona! 
|advertiser or advertising agency 
| executive writing on his bus ness 

letterhead. Address ADVERT! snc 
AcE, 100 E. Ohio St., Chicago ||. 


No. 3068. Semi-annual Inde... 


Now available for the first half 
of 1947 is Steel’s index, consisting 
of four parts, leading off with a 
combined topical and alphabetica! 
index providing a reference vo]- 
ume by subject on the principal] 
metalworking operations. It in- 
cludes a company index, listing 
all companies whose names ap- 
peared in the publication during 
the period, and an author index. 
listing bylines with titles and com- 
pany connection. 


| No. 3069. A Follow Through for 
Better Stockholder Relations. 


In this booklet, Financial World 


since this would remove one of| illustrates selected annual-report 


'the principal distinctions between 
_detectives and criminals. Crim- 
|inals are easily detected, in fiction, 
| by the fact that they let cigarets 


smoke nervously, or they let their 
cigarets drop from nerveless fing- 


anything. The letter itself will! somehow to pick out a good basic|funerals in 100 years of dignified | ©": 


probably show up in our Voice of| story and then stick to it, despite|service,” and the slogan is “Our, 


the Advertiser one of these days, 

but we can’t wait for it to get into 

print to do our moralizing on it. 
It strikes us that while, like 


‘the usual hell and high water, 
until it really penetrates into the 
| Public consciousness. 

Of course, there is plenty of hell 


success is the result of our serv- 
ice.” 

| The cards sometimes feature a 
|picture of Grant’s tomb, and these 
stark words: “We buried General 


every other statement, there is a and high water to be fought off in | Grant.” 


modicum of truth in this accusa- 
tion, the advertising business suf- 


Not the least of it 
the multitude of 


/such a course. 
comes from 


‘Add Denials 


Detectives, on the other hand, 
/are pipe-smokers. From the days 
|of Sherlock Holmes, the nauseous 
_briar is part of the standard trap- 
pings with each fictional Hawk- 
ishaw. Pipes gripped firmly in 
'their teeth, tamping down the to- 
| bacco with a fire-hardened thumb, 


| absent-mindedly tapping the stem 


| 


drop from their lips, or chain-| 


|advertisements of leading Ameri- 
|can corporations. 


'No. 3070. The Savannah Story. 


| A comparative study of the cov- 
‘erage and costs of the major ad- 
vertising media in the Savannah, 
Ga., market has been put into this 


brochure, issued by Station 
WSAV. 
No. 3071. Circulation. 


The St. Paul Dispatch and Pio- 
neer Press has published a de- 
tailed circulation study, showing 
Sunday and combined daily circu- 
lation, and population, by states, 


fers far more from the peregrina-| bright idea men, working for com-| One of the more complicated | oa woe they we SOAS, COR QUT CHUN. 

tions of those who have an un-| petitive agencies, who are con-| denials we’ve run across lately el Fry . eine lle yy yl ong FS 3072. Marketing Facts About 
ceasing desire to abandon the old | stantly expressing wonderment to| that of A. Raysson, general wend PO Tocasis eT. So dnpers As Brazil. 

and get on with the new. ‘the client about his willingness to| anager of Pressed Steel Car|) * directors, all the ones we| Reader’s Digest International 


Almost any adman will admit, 
if you press him hard enough, 
that one of the real problems of 
the business is to keep the client, 
the creative staff and every one 
else connected with an advertis- 
ing campaign from getting bored 
stiff with the campaign before it 
has a decent chance to register in 
the potential customer’s mind. 

Advertising was originally very 
little beyond repetition—repetition 
of a slogan or a brand name or a 
picture of a product, or a com- 
bination of these things.  UlIti- 


The Government 


The General Accounting Office 
in Washington has won a complete 
victory in its running fight to 
eliminate all advertising costs, in- 
cluding trade and technical ad- 
vertising, from the cost items cov- 
ered in national defense contracts. 

As reported here last week, ad- 
vertising of all kinds will here- 
after come out of profits and can- 
not be considered part of the cost 
of fulfilling a defense contract. 
Since such contracts are sched- 
uled to run to about $5 billion this 
year and higher next year, this 
decision may be important. 

Actually, however, it need not 
interfere in any way with legiti- 
mate and proper advertising ex- 
penditures, and while some seg- 
ments of the advertising field may 
be disappointed by the General 
Accounting Office stand, we sug- 
gest that they view the situation 
calmly. 

The decision means, simply, 
that in figuring a cost-plus con- 
tract, no allowance will be made 
for advertising of any kind in de- 
termining costs. It might also 


go along with “the same old stuff, 
instead of letting a bright young 
‘idea man like themselves really 
| jazz things up. 

It’s a little difficult, perhaps, to 
‘remember that the ultimate ob- 
jective of advertising is not to 


| provide a canvass upon which | are unfounded. The company has | breaking out a campaign button N 


| bright young men and women may 

exhibit their brightness, but to 
|move somebody’s merchandise or 
| services in the easiest, most eco- 
nomical way. 
member this, but it usually pays 
off. 


and Ad Expenses 


mean that advertising expendi- 
tures might be taken into consid- 
eration in renegotiation proceed- 
ings on other than cost-plus con- 
tracts. 

Actually, this is not too different 
from the situation which has ex- 
isted in the past, and it can be as- 
sumed that, for income tax pur- 
poses, the Treasury Department 
will continue to recognize “rea- 
sonable” advertising costs as a 
cost of doing business, just as it 
recognizes other necessary costs. 

During the course of the war, 
ADVERTISING AGE and other sources 
were kept busy running down ru- 
mors (always presented as accom- 
plished facts) to the effect that 
this or that government depart- 
ment had banned advertising. 
Now, as we move closer to a de- 
fense economy, they are almost 
certain to turn up again. 

Advertising interests should be 


alert to protect themselves against | 


unwarranted attempts to limit ad- 
vertising, but it will be wise to be 
sure of the facts before indulging 
in hysteria. 


»|Company’s domestic appliance di- | 
. 


It’s difficult to re-| 


| wiaien: know have nicotine stains up to 


eon tiie Cee “wee ene their elbows, but they’re working 


; . r eR 
firmed rumors,” Mr. Raysson|°" something like “County Fair, 
sete A | not “This Is Your’FBI.” 


begins testily, “that Pressed Steel | 
_Car Company plans to discontinue | Tied U i. 
‘the manufacture of Presteline| 4?© Pp nA, 
If you’ve cautiously put 


electric ranges. All such rumors | off 


|definite plans to continue... .” j}until after the conventions in 
| We are no purists, but uncon- June and July, you'll be inter- 
‘firmed rumors is as redundant as ested to know that you can show 
_double spread, that darling of the your party by wearing a necktie. 
/space peddlers. | Bronzini, a New York store, has 
| If it’s confirmed, it’s no rumor. | ties, one of which is covered by 
If it’s a rumor, it’s unconfirmed. | elephants, the other by donkeys. 
| It’s like a city editor once told) Strictly non-partisan, Bronzini 
us, “what the hell else can you sells each tie for $6.50. Brooke 
shrug, besides your shoulders?” | Cadwallader designed them. 
Bronzini has apparently settled 
‘Pipe Down on only two ties, and he can look 
| One of our operatives, Lem of, for letters charging him with old- 
Lem’s Laboratories, Philadelphia, | line favoritism any day. 
reports himself thunderstruck by , 
one of Edgeworth’s testimonials. Jottings 
This one came from Jerry Devine, Baby Sitters Institute, New 
|radio director cf “This Is Your York, offers “insured! trained!” 
| FBI.” baby sitters at 75 cents an hour... 
Mr. Devine said in the ad that You can imagine how the Cour- 
had enjoyed Edgeworth for | ier-Times and Morning Telegraph, 


h 
| yea 


| wracking business—and I find that | Iraq, inquiring about space rates. 
\a pipeful of fragrant Edgeworth,| The Waldorf-Astoria gives 


| before and after the broadcast, is| guests a card, with this sticker | 
|just what I need to give me a/|imposed, “Please lock your door) 


feeling of perfect relaxation.” |by the thumb-bolt. Beware of 

So far, so good. But Lem is| unscrupulous photographers”. . . 
|perturbed by the last paragraph,| We've been meaning to tell you 
|part of which says: “I’d like to| about the way the National City 
ex 
| smoke pipes usually think straight.| tell the city about federal taxes. 


And from my experience with/In a full page in the Evansville | 


straight | Courier, the bank asked “Can you 
thinkers don’t often commit) afford this?” and went on to ex- 
crimes.” plain ,that two - and - one - half 
To which Lem retorts that what| months’ earnings go to support 
is obviously needed here is a sys-| the federal government from every 
tem in which everyone is taught) citizen... 
to smoke a pipe, thereby straight- You’d like the Radio Crafts Al- 
ening out all possible criminals. | manack & Guide which Sidney 
| This is an exaggeration, of! Gernsback turned out for the Chi- 
jcourse. There is no object in | cago Radio Parts Show . 


criminal case _ histories, 


rs, and that radio directing on Tyler, Tex., felt when it got a let-| 
\the FBI show was “pretty nerve-| ter from an agency in Baghdad, | 


press the opinion that men who Bank of Evansville, Ind., chose to | 


| Editions, Inc., has issued this ill- 
|ustrated folder, which tabulates 
|market data about Brazil, under 
|'the headings Area & Population: 
Education; Public Services & Utili- 
| ties; Family Possessions; Vehicles, 
}and Business & Trade. 


o. 3073. The Associated Busi- 
ness Papers. 


The ABP has published a book- 
let to report on what it is, what 
|it stands for and how it serves ad- 
| vertisers, agencies, member pub- 
lishers and the business press as 
|a whole. 


| No. 3074. 


Analysis. 

| The American Weekly, distrib- 
|}uted through 20 Sunday newspa- 
| pers in major centers of the coun- 
try, has published this circulation 
|report by geographical divisions 
(total, 9,640,652), by population 
groups and by states. 


Detailed Circulation 


|No. 3075. Some Plain Talk About 
Some Plain Facts. 

Dell Modern Group tells, with 
graphs and text, where the tree 
women’s groups (Dell, Fawcel! 
‘and Macfadden) stand in the 
circulation picture. Publis ers 
estimates are shown, along !" 


circulation increases since /94! 
and the trend, 1941-1947. 
No. 3076. Macon, Ga., Mark: 

A single sheet publishec 


listening 
»Stl- 


tail 


WBML, giving BMB 
data with audience map, and 
,mates by Walter P. Burn on 
|sales by types of outlets. 


No. 3063. Dakota Farm Info 1% 
tion. 

| Estimated Dakota iivestoc! 
‘ventory and estimated crop 2° 
duction, Jan. 1, 1948, are («bu 
‘lated in detail in this file fc de" 
|issued by the Dakota Farme 
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DON’T SET 
YOUR COURSE WITH 
OUT-OF-DATE “FIGURES!” 


Be sure you have today’s 
facts and figures on Philadelphia — 
America’s 3rd market ! 


Inquirer Ahead in Total Advertising 
First Three Months, 1948 
INQUIRER 
co 2ND PAPER 


7,713,602 LINES 6,290,888 LINES 
DAILY AND SUNDAY DAILY AND SUNDAY 


a a Steer clear of statistics that fog 
today’s problems. Latest data show 


THE INQUIRER is your number 


one choice in Philadelphia. Out 
front in advertising linage 
and PRODUCTIVITY ! 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


The Philadelphia Bnguirer 


Exclusive Advertising Representatives 


' W. LORD, Empire State Building, N.Y.C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 


Longacre 5-5232 


Andover 6270 Cadillac 6005 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 
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Volume of Men’s 
Wear Sales Up 
842% Last Year 


WASHINGTON—Dollar sales vol- 
ume increased 8%% among the 
nation’s retail men’s wear stores 
in 1947, making it a profitable 
year despite higher expenses, 
smaller markups, bigger mark- 
downs and less turnover. 

That is the conclusion of the 
19th annual survey of men’s wear 
stores conducted by the National 
Association of Retail Clothiers 
and Furnishers. 

The study shows an annual sales 
increase in 76% of the stores. Of 
this percentage, the average in- 
crease was 124%%, while the high- 
est for one store was 57%, and the 
lowest, 1%. Of the 24% report- 
ing decreases, the average was 
64%. 

Operating expenses for stores 
with more than $100,000 sales vol- 
ume increased 1% to 30%% of 
total sales—the average for the 


KING 


The king of America’s wool 
growers is appropriately named. 
He is H. J. King, president of 
King Bros. Sheep Company of 
Laramie, Wyoming. 

For more than 50 years King 
has been raising and promoting 
high quality wool breeds of 
sheep. It was not unusual that a 
fleece from his Corriedale flock 
was judged Grand Champion of 
America last year. 

King himself is a champion. 
He leads Wyoming’s Farm Bu- 
reau and is a director of the na- 
tional organization. He is one 
of the Influential Million Farm 
Bureau leaders. Like the others 
he ardently reads every issue of 
Nation’s Agriculture — the offi- 
cial publication of the American 
Farm Bureau. 

Direct your advertising mes- 
sage to this influential group of 
farm businessmen. Reach a grow- 
ing number of rural leaders in 
every community. Advertise in— 


She Nation's 
AGBRICULTURE 


OFFICIAL PUBLICATION FOR 


1,275,000 


FARM FAMILIES OF THE 
AMERICAN FARM BUREAU FEDERATION 
58 E. Washington St., Chicago, ill. 


past 10 years. Smaller stores in- 
creased operating expenses 144% 
to 25% of sales. 


More Percentage Leases 


The study shows an increased 
popularity of percentage leases 
(whereby landlords share in the 
profits) among landlords for men’s 
wear stores while “almost uni- 
formly such leases provide a min- 
imum as well as a percentage.” 
Stores with percentage leases 
showed rentals averaging 4.14% 
of total sales, as compared with 
hardly more than 3% 
paying fixed rentals. 

Surest sign of a return to more 
“normal” times, the study claims, 
is an increase in volume of mark- 
downs “to offset consumer resist- 
ance to higher prices.” Whereas 


for stores | 


the usual markdown under nor- 
mal conditions is 5%, the average 
markdown was 3.63% in 1947, 
compared with 2.33% in 1946 and 
1.67% in 1945, according to the 
survey. 

Turnover for clothing dropped 
nearly 50% while store-wide turn- 
over also decreased. Of total sales 
49% was of men’s and boys’ wear 
(compared with 48% the previous 
year) and 51% was of other mer- 


chandise, including furnishings, 
shoes and hats. 
Wright Named V.P. 


Joseph P. Wright, treasurer, has 
been named vice-president in 
charge of sales of Western Foun- 
dry Company, Chicago. Frank D. 
O’Neil, assistant to the president, 
has been appointed treasurer. 


| 


Ben Kaplan Agency 
Gets Two Accounts 


Ben Kaplan, Providence, R. L, 
has been appointed to direct the 
advertising of Hercules Metal Tile 
Company and Central Radio 
Stores, both in Providence. 

Norbert Coggins has resigned 
his government position in Wash- 
ington to become an account ex- 
ecutive of the agency. Ann Lloyd, 
formerly ‘with WFCI, has been 
named copy chief. 


Gla-rid to Louttit 


T. Robley Louttit, Inc., Provi- 
dence, R. I., has been named to 
handle the advertising of Gla-rid 
Corporation, Providence, producer 
of glare-controlled driving lenses. 
Robert K. Rockwell, formerly with 
the agency and more recently with 
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WCOP, Boston, has returned 
the agency as account execu! ve 


Bramson Names Leshe: 


Irving A. Lesher has been 1p. 
pointed Chicago district mana ge, 
of Bramson Publishing Comp: ny 
publisher of Production Engin. er. 
ing & Management. Mr. Les ie 
who has been with the comp in, 
for 11 years, will be in charg | oj 
space sales in the Chicago}re; ion 
making his headquarters at 22; N 
LaSalle St. ’ 


Mace Opens Branch 


Mace Advertising Agency, Pe- 
oria, has opened a branch ¢ Yic¢ 
in the WCU building, Quincy, [| 
with Robert W. Halbach Jr., jor. 
merly advertising director of Dick 
Bros. Brewing Company, in 
charge. 
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iNew Type of TV 


‘Ac ertising Age, May 24, 1948 


(‘commercial Aired 


Cc: 1caGco — A brewery, photog- 
» pher and agency here are put- 
tng together television singing 
-on. oereials with costumes, flashy 
sia: settings and catchy lyrics to 
ent: tain the video audience as it 
sel). the sponsor’s product. 

Je unusual jingles made their 
deb it over Station WGN-TV here 
dung the weekly wrestling 
matches sponsored by Atlantic 
Breving Company’s Tavern Pale 
bee: 

Conceived by Grant Advertis- 
ing for Atlantic, the six one-min- 
yte film packages were filmed on 


35 mm. film by Kling Studios. 
Plots show a Chicago warbler | 


and two actors cavorting through 
a minstrel show, hillbilly act, 
masquerade ball, circus sequence, 
Gay ’90s routine, and a shoot-’em- 
up western skit. 

Each of the scenes has its own 
melodies and lyrics, gagged up 
and angled to push desire for a 
bottle of Tavern Pale right 
through the screen. In addition 
to the six basic packages, the 
studio also is preparing six 30- 
second film sequences which can 
be clipped to the basic films, pro- 
viding 36 different 90-second 
commercials. 


‘Loft Names Wurzel V.P. 


Leonard Wurzel, director of re- 
tail operations of Loft Candy Cor- 
poration, has been named a vice- 
president of the company. 


Three Join Stanfield 


Allan T. Gowe, formerly senior 
account executive of McKim Ad- 
vertising, has been appointed 
manager of the Toronto office of 
Harold F. Stanfield Ltd. Leslie S. 
McMahon and Eric P. Blenkarn, 
both formerly with McKim Ad- 
vertising, have joined the Stan- 
field agency as senior account ex- 
ecutive and director of the plans 
board, respectively. Mr. Blen- 
karn’s appointment becomes effec- 
tive June 1. 


WWNH Begins Operation 

WWNH, new standard station 
in Rochester, N. H., has gone on 
the air. The station is operated 
by the Strafford Broadcasting 
Corporation, of which Albin J. K. 
Marlin is president and Chester 
Hartford, formerly with Station 


WHEB, Portsmouth, N. H., is sta-, 


tion manager. 


N-E Appoints Foley 

George F. Foley Jr. has been 
appointed chairman of the tele- 
vision committee of Newell-Em- 
mett Company, New York, now 
organized to conduct fulltime 
video operations. He has been 
with the agency for two years as 
public relations and account ex- 
ecutive. 


G-E Boosts Huether 


John J. Huether, assistant man- 
ager of the industrial divisions of 
the apparatus department, has 
been appointed manager of the 
transportation division, a new in- 
dustry sales unit of the apparatus 
department of General Electric 
Company, Schenectady. 


by The News, New York’s 


from the wholly verbal to 


to anticipate 
that WPIX will approach 


— . = 


is neither warranted, nor claimed. 
After all, Television must be its best teacher!... 
« But WPIX will try to par its field... 


become worthy of its mission and market. 


iy 


is owned and operated by News Syndicate Co., Inc. 
Station Manager Robert L. Coe, Commercial Manager B. O. Sullivan 
and is represented outside New York City by 

' FREE & PETERS, 444 Madison Ave., New York 22, N.Y. 


to the transition 


of the broadcast wave as a vehicle 

for the visual as well as vocal... 

WPIX brings three decades’ experience 

in the development of the visual as a vehicle 
of information, significance, entertainment .. . 


entrepreneur in the transition of print 


three decades 


of learning how to make pictures interesting 
and keep people interested . . . 

of acquiring the techniques of visual approach, 
expression and transmission . . . 

of men and methods matured by experience 

of rich records of pictures and sources. . . 

of camera contacts and craftsmanship . . . 

of securing facilities for fine, fast production. 
will constitute some of WPIX’s working capital. 
The TV equipment and operating personnel 
are the known best available... 


in production at the outset... 
or escape the inevitable average of error... 


‘| ee 


Picture Newspaper, 


partly visual. 


And always in support is the newspaper 
with the largest circulation in this country. 


perfection 


220 East 42nd Street, New York City 
is ae Z F 
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A MANZ MAN is truly a term of 
commendable recognition in the print- 
ing crafts industry. Viewing an or- 
‘ganization such as ours through its 
many and various departments, care- 
ful appraisal of the craftsmen in 
whom quality and economy responsi- 


qualification each has attained to win 
the designation—A MANZ MAN, 


It must be admitted that each and 
every individual who has joined the 
Manz organization, did not arrive 
with built-in perceptions of Manz- 
made standards. By systems of in- 
struction, by word of mouth, by con- 
structive censures and well earned 
approvals, each was caught in the 
contagion of quality demands which 
soon elevated him to his well-won 
place in a company which has thrived 
on a diet of quality and economy. 


Any Size Job is a Manz Size Job— 
any job coming into our establish- 
ment is given the same respectful 
treatment which every Manz man has 
learned to accord. There is an imme- 
diate understanding that every print- 
ing job is purchased for a functional 
purpose. The smallest leaflet or the 
| largest complete campaign, each is 
_considered from the standpoint that 
the customer has set-up well defined 
purposes for them to perform—per- 
| haps to announce new products, or 


| for’ dealers’ use, or for general pro- 
| motional activities. Therefore, every 
| possible factor should be injected into 


their production to assure their suc- 


| cessful missions. 
] 


Rare indeed, in the printing busi- 


| ness, is such an attitude as prevails 


at Manz, where, throughout every 
step—from furnishing the basic idea 
to the completion of the work — the 


| 


} 


Manz Viewpoint ties in completely 
with the customer's viewpoint. 


We would like to suggest that when 
you are faced with a need for promo- 
tional printed matter, give a Manz 
Man an opportunity to explain the 
conveniences and economies to be 
found in working with a printing 
company in which all creative and 


| production operations are conducted 


under one roof; where a single re- 


| sponsibility assures complete co-op- 


eration 
| work, 


between departments. Art- 
engraving, printing by the 
letterpress or offset processes, type- 


| setting, even the manufacture of inks, 
| bindery and distribution are all han- 


dled by men who have won their 


“M” at MANZ. 


MAN 


CORPORATION 
Engravers and Printers 


4043 Ravenswood Ave. 


Chicago 13, Illinois 


bilities are invested, reveals the high’ 
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In the May 15 issue of The Seturday Evening Post you. pee 
the fi first of a series of advertisements directed toward a better 
understanding of what advertising is—and does. = 


This broad campaign discusses every phase of advertising—_ 
ts purpose, costs, results and benefits—in simple, everyday 


Every Post advertiser will, of course, profit from this cam- 
~ paign. It will help give millions of readers a broader under- 


/ standing and appreciation of advertising’s place in our 


the pages of The Saturday Evening Post? For no ‘other maga 
zine is so closely linked with the growth of advertising. No 
other publication has had so ‘much to do with helping build 
the ay names ; that are the leaders in every phase of 


the >. it will further add to The 
Evening Post's entrenched position as: the first Pl 


effective anc 
ive Aipirtrieme 


sien 2 aa ene a + Soe yi Sao ee pm Crna eee Bs er 4 ie ae L 4 x ee Te hog is Th: Nahin Post in eee re ger he eS + oa — 
FE f Aya age ee sg ta pes . a ee. ee Fat aa : eg ora a Be = de eee : io Nea Ra he See ? Sa ‘ ‘eG Penal xo ying Bee ere, se 
| pee Mtg een. 1 pet hs tue igs eae eS Be ic vas ore” - See een Ps ae Ripe ae Pol Mine Saas eG, Uy ‘ Py vit Soe se rt) sialon 
> a 5 ona a Sra és sonia & cigar + * rie AD SS arastieaiced py ee a ae. eae i re one Jig ic Tes ale cc ae ave cas enti eee. ad tee ~ nly ila MS licen a SRM. ee al 
ae 5, See ae Be sas ype el I hae 2 et bares . ene «eee Pee ee aig saat Cog eo : Pe se: 9 es et SS aaa ass nee eeu 
<a oe : ype ane > nai i ei a pee eae’ ic ena ef Me ce wy me to - pee) ate inc ai 4 PR Paria. =» ORM , - eek wee 8 *« Se tee Fete gee: Aot Sat Ngee 
i ; : set eh BP ats oa ekg ak eee ey cies: «IE a) carte cS ee pr —_ pe ala sy gee Be a ee Le ae ee 
3 i da a " een ee ee ee pal Ahad Sieg 2 : ’ po ed eh ae ee Sdn angie om ees + ee : ¢ ae lees ai ee baie Ab > ee i's tee ee eer some ee 
ae. ae a ee ee came (ee Canes aa cigs pre cc ae ee ca meas me ae, = chia Ss Legs: ca Me 
ees Bo a a Ra Sa panne Paice i ae ee es coke of : i a ge el i AES mae z 2 a ier ae oe hee ae a 3 must Naess > peat SS 
0: ee ee | ee ae Y re ee F Be ae ee SO a OE > REEL EE, 
i Reig. 2% ; <<< aie eT niin 2 Peer cape et ke nee eee ae ae ie i eee, ee Er ty A NS a a See Oe ia) Seer ie es Fe ee faa oa 
ee ee er os ee A gee os a” i ee ee 7 Ts rer on a es a Fay Pages ane. Ce 
— ee Sean) Ye a e Pg soa Sele SR aa Petia Pas) ee Sid Bae BBs foe > SR 208 Th Ce Eel a bel tei hia it ig iv AUS eS = Ai tie as se eS ea ee 
a ss Be ea ee ee ee 2 ee ie eee ae ae Ree eo * ae a - Pe Se hs, ce ge Pipi cS ale i a gle ed 5 ig a Po ee cea a i ee hie eee ee, -ee 
ps: eh ‘ A in) alg Soe a. Oe a ee a a me eMC om My ener a 20? ya ie.) Se eS CoS ete eee eee ee Se a 
ine faliy a et haps. si Seen os ese. Ae at ae os a Bi Se Ee yo ey he eee in a ae as “ee = =, ie: aa sh bai pe ee ee 
: es : ‘: 0h acm —empenemnemen “- ae ae Siralind E 153 as 3 Pie =" Makers yee vee ao See — a ee eee ee a 
2 pt . ee er ¥ ? ae * : . 5 ae . Salone eeepc + bee vs : inte whey 2B = ; a ocd al rage aie acy << jie ahaa 
ee > a * i ap § carer : Pad <9 te Tt da tae ‘ae eee ings octane ae ei ‘ : wee im eee ree. ee Pe s 
Pet oe ae te pearaee * I Oa deat . ok, ee pe nae Y ee era : es 2 tard . r PE Oe oe a 
Poe oe Sig Ce ee eee is rt - cee - is a rk ke Page ae Las Berra SP ig pin Fe... jaa eae. eee "<M 
Bas ae es er ee eee oe ER My Pee eS eer gaa eet mad ay ae eee er as on ae ie 
Se ee . \ tara anes: 27 emer ee os ome ee Mee SACI «| roy Eas ne er “eee etd es eg ey on aye P iter ae 7 pee aie : moe i 
SCRE aie hase ae Bs ts a ae ese) Te ea MS Ff Ge a pie es fe og Oe eed: ul eee. 2 2 ee Ne pes Sm Sse poe Ta 
wg oS : i ee, he ed. tae Sear awe. oa : ined a eee Robs ie + oie gies ec oee phat eae aie ng Ba oe - 
i : 3 : : r cul eae ieee Y oes at a ey 
ape ee ae ae, a i Wg as! a se ae h E tee re eae pean ay ei 
a Saree =i) antag ee eka ER, pa Rs gis RF Gee a : “ ‘ Bed Sur ee ah en Oe hemes Upc ese ee ae ae yon aye rr “ 
‘ . ee i ae Ebene Ma 5 bie ge aa Eee oy oats Pease = Eka: a aah a ee, oa hig 9 4 Nt : Aa lear oe ie. ae 3 
BA ks es 2 ata. ita : : ‘ * dade ae en ee oan i ae Oa GE ioe Wien Cae Re on P : rr 
Se i ila ee 7 eas : - ; sie a SP uae ole iret Ne es aarti CS i ni ya $ ag 
1 har ar Kereta MS velit 2, ys F ceininat oogae: eens Te a ee ee : epee ; é Pa ie imine d pn Tae - oe. : 4 
Re. See On 5 aR adem ei a a OS og ee oe en oS ee " es a ee ee ‘ ps ae Bai a oa 
seks a ee Ane Sipaian tay ie ie ¥ gs.. "gees Sen) aes ae cia ee orc ne a peu, St oh. by A MR herein e's Se =" aie f r 2 — Sg eee ie i 2 fe 
er i ee i a awe ee ee . << a oe 44 
ao ae ee rok a 5 Sh eh. ae 1 peak ae Aa ae re eal Sa ; Pek eo ee he ee, te Se eT a ee ee ae ie.) i er - 
ee ie A ouey MARE gee Poem Sots eat cs = ea oe : mm yl ae me eae eee Paw ae fh - ee Be pe ee es Ee. e - Pe et. ne PE ies 2 i a oe 
FS >. RE Dag ee Bee VP ere oe ) 7S. =” ee teen Wl ged ‘abe ee, Cates Pee rt Se ae cage eS as, — ee 5 ee ee ee ass ee ae a = ae ie 
<i ee tye a at RS ee: ae a a: : oe Pe yeeeg ae en ee Toe ee ea a TERE RED iy ae are 0 a A eee: = eee a ae ae 
iar Suet abe va tih waite Meee jd a Aa ee ee cee ~ 2 eee oe, eae . ee ee Sais Sem 2 is 2% gt) Se s1 Bi eats ee ae si oath 3 - ra) f BS. a : an . ist 
ioe ae z A = z eee Z ae “Na | Fhe : 52 eel 2 pier as ig he | ee eae ea, ee - Se é 
pith eS 5 a 7 (oe ‘ 
> ee a : ot eng # : 
sh ia ve ra oe . oe # 
i are aoe a, ae oe? : a oe - 
see ee a Be , cen a Se ‘ 
% " ; oe | ae : se Edis > _ ee ae Y 4 
4 ie q EPS - - 4 cg ae i ee ae % 
eee alls ‘ ee NE ee Pe ee .” _—_—_ 
: Se se ee mm) a at de iy - Sa be 
‘ilo au fap ray ‘ gee eae paceretely it : ee ie " 
se po, alr ; : y ; 2 a 
Pie ee ee rae i F ; oe heiagles (ok 0 je Sane err ae 
el a ae a Pi Fe ee ae Se Na pe i oa 
ie = OO eas od : ; ft _ as Faskaee 2a 
4 =i, ; we Ee aS 7 8 a & : he ake = ‘ eae Pe, ‘i ‘ 
a i gesie : e n 2 ae 7 ‘ : roar an Et * ae ee ie 
aa “ : de eas ‘ " says : E 
‘fellas aoe UR ge - uly > atest Beet a one 3 1 a ea a ae EOE Oye mR oe i a, f ; 
hs cate ; a aes 5 Some eiat oS oa ae faa ea iS ie a <i le aoe on ee ae wes ‘i i ‘ 
Si aes : Jy aE Sh Pa 2 Pode ee a ate sore ste Sat pretation ho Digh Sy as 4 sae ae Samaria ‘ eae : LS 3 ' 4 P ts 
4 ae ds Sp rir poe. 2 ee aot ous ealeh Ce aie % (egies BE PT ey Ae fone ee oe aah Ren i tes = Tie ae a ee Bee agg Sake} 2 Roma Rev ae i : : £ 
: pier. it: sical Sg, ae °c AA a a co Sk mai e Ml aM Mie MEM So Suu. | eat poe Eicon Bie year er a a ees ies Sees Sy, eer. hae pees i 
0 ee am Be eer a Pala ee 2 se ea nm ee Rk cei ekaPy e oe ae Ect aera = eee pee BOA oan a ae a : d oe Bee a Ss age sm ihc Sve og. eee > 
cai ay. 7 Pe Pt or a ae ere ee cp oP Ane ee by ie tay. sph Oa Aaa Ty Pe gy Sy be “So SE ig! A ae ae ee hoi pi . “, ree Era : oe os Sie = ae moe, 
Br ox i — lis Soa ae OR LS aa Me Ae Te eee Pets eine pe ae ee eee eer is re re a eg A ei ose Cy Bead. ey ee eee ee. Nae ee ee Loe ee ae 
x 7 id "oe Ce erimetaeee - AE pes 3th Eee : ee (6 NE OAS 8) § cm 2 ee ei <a ee ne oe oa Bs Sei ea ie eM es oS 9, Soles: ous » 
- ei ae rap Ry 1 Ne ea tie San Sak 7 ee ra Aes fi Me PS je be le > oe 
ee. ae 
Se = Se 
; j > 7h 
= be ; 
i ey 
a f Et a , 
eo a 
] a ie - 
ee —— : ‘ a 3 
Mees ie oe ig 7 _ 
eet te ee ee,’ _ = 
Vea Bupha er & a 
ee eae ae tds 18 er ae B eae! ae a 
ai ; s ba, Pee Le) oe: ee 
SS tence ees i, Se |e 
See na ee te ee re Se 
ge Seeheete- aie Eas a a at ee 
igh Ceri Cee aie i ae 
ee a 7 pe: hem Z 
a ae os — OS ‘i 
ca eee SR es a : 
a 
- - 
| ee 
- 4 Oi 
£ 4 Ped 
ie HE 
pas . + oa “ae a. 
ALAS ns st aaa eae =e = 
ip ane Phere ih ee _ ‘— ) > aan 
4 lal oe eS | 3% “ es 
ieee eee moe . ' 
ae ee ee en " poe he  — 
a ee oe an? Pees. tien an a “J ‘ hie 
a ‘ Pi ea ae :. «ii Ae 
. Jeena Se ee a 
rms. ae a: 
2 a ee ke a 
. > pers i i " di ; ih, 
—s : ree, Be se 
-_ * 
ie 2 4 
| oa 
_ ee ‘oe 4 z= 
jatnie eee oe. i p 
ae a. 
Q a 2 IGS bon we oA a 4 a faa : hae 
e* i: ee apt as ee , 4 ‘. 
7 a ae Cay ont . es. re) : 
a aie, re eee Fig 5 
% oo ee 
7 fe 5 ; aw aes 9 5 eal a i 
ae % _ Lots. Seat. aay (ed 
a 3 oa : é er 
ae » es — 
sin 4 « 
7 : _ v 
7 “s eee, Saene * - $ 
‘ r - : . ‘- 
: ee ‘je ele 4 eg 
: ee ee of gat alle ) 
MT aaa ‘ pepe "4 ~ Daa ; | AF © AR] 
ee Sy a ae 
Baga ees ee. oe 
ae ae eee a . . 
rn oo i=. 
ae a ae » ¥ wa 
ee; ae : Sel aes. ' 
ee: \ te cae : — Fae See heey | i? “ey 
ea Le a Pan a es ie att f 4 ‘ 
ae oe ss ; Ss ee pe 
pi ae foe : a Per ery ae ee. £ . ‘ 
<2 ee BE coche 1B ‘ , eS, Paha ene albey 8 | a 6 
oS Gc: © apn Gee hie ago < ‘ oenagel ee ; " ie Z , os ols a oy ee eee al ci - fo * 
“(9 SS ited RM ry SR ot gk em tain fo Ng a oe ete, ag Ne) OE oe a ao | a Se nee Fes Yi t go te =: a: ae et icilte Sy ic oe OS) 5: Saat ie - ws 4g 
| Pye ie ce, ene sh A ot eae een nre et oe ee, ON aa, or 6 on bianco eae ae al - eye A ag ae ei ee oes ots att ee me Bg ea ae 
Bibs eee OR eee ae ee ae I ol hg RMI Sal aie ean ide, ec ae Mer ee *< ; 
So eee eer et ee PO ete ER Ne Oe Pee Oe eee ee ne ay phe TN ees + Sa meeyee | AINE ag Been oa Sy 7 eee eae as TEE - A nie ses eee: C2 * - 
< Sil i ae “a : seat fe : oe : : : * fre: f, or, va Lae eo aN 
F ri on eo : sees ; ee a” ap eae eae Rata BE es vere = 
: ; su F * so ahaa r P= .y Soe aa Ohl as ot, = re f E 
: aoe ee 
| : re else cou e storv be told half so well as on | 
ts : rs tm ‘ S 
P P ae : 
sg Be a aie : ae 1 
, : : Br -*- fl 
: ae ee See “ha ee - ‘ . isis 
ee ek ¥ ; “ : 
Ge Nhe 2s. . i 
Pg 2, ET 7 . &# 
ia ee oe ss a 
On. halen talib ies an Maen = ? : 
“9, Bi a — e ort oe ie “ay F t * 
Tey Meat nee eet ie Pee! 4 r 
a, Seo Ae aoe ee ae eee Sot <a 
| ee Oe ea ee Ue] ny = | a 5 
5 See I ae ee Crete Chem ; oF : 
® abe: ee a a 7  % heath a Fy 
Tn See Ses eae, Ae a ee es ; fi 
ts Mek sg one Tea ack ag Ag ee 4 zs 
ic ie eS ga ~ 
ie ees near va) a. :* ve e- ry a s ey 
Se a, ee ; ee ae : hd ng > ty Jon 
eee i Ter gt Ae a ae ys 3 
Motes eee: erat + ines ta Se oy Fee * ’ ny 
Mia ia ee meee as bear le ie. 
™ eS ee See . Sy eee de: - wee é San a te if 
ie ft ore ee fi eee me. 3 
ae ari "ol 2S ghy * ‘ C4 hms ‘a 
St ca a ee. ae pie i>.“ Pe Shh = _ 
i ci ee le any err ee eee va aes i. 
Nn ae — a Cp ee * aoe" a —— 
rag Rage) cn Pc pemies rare +. - _ ae f ~ 
. Peal tert | iy hee f Pe . ee 
if A ie 5 ~ Mala ees oe ee Pe Be. Pag 7 i.) - 
2 € mee ae Ne —-. & a " 
a ar Ss ae oe a ¥ ¢ . * a ‘es 
aes rhe tae Cor Hate i cas eo we oe Be oe os Pda) cate act vw am 
ee a a ee tN Ee eT ea ah ae ce are Py Pisa f. ia — ar: 
seen: a ane ee SA aN ec aoe 2," 5 Ce UA Se Se 2 ie i ae ee, — 
open apse ag er? Lo gg en ee = 
Re i ee ok ae | } a ete Ek ee ats espe =. -_ 
TS es ee ote ; 4a eee oe PR. £ —F 
Se Pa eee 2 eee i Fe 
iin Doug ar oe aie 
: ae fe ae a oa. “a i ae 
BA Seed ’ a - oe De mar weg ‘ ~ 
Pao at eo ey eee eet Sie oo ang va : a 
A) cs, Oe eer < sith), aie +) i ee 
Sept tae i > bee <r e _— ol 
; Soe a 2 ae ee ; a 
Soi Sei oe fy a Ac. 3 as ; ’ , ia 
Ps a Bah Se 28 42 ai a re Ae ee yet ee pe. ‘ ms “os 
a.’ aera , Bo sy es ee bhg a ee 
Be as ae ea, eae oe an ieee Phin ie * ‘ ery on 
se eek.. SA ae eee Fi age eke, r TS an .2 rt — 
aot ed ae: — a 7 a Peet SE a eT eee ae re cee. ed See iat ta et. 
ae! _ ek 2 ie 
Hoey Sut ae aie te Pie Bi are . on ee eo Free Soe ; } fe 
A SE = ge Renee re ee ey st aes vas a oe ee oie Mak © oe ae a . » a 
ae ee Si, Sen rem Bee iret yee Sg aie, Foo 6 Ege | ai SUEY 8 cod min gh ay cae 5 ae eee j sae 
ei 2 side Seth So e AUS arp ts “ella © 3: ee Sao p. ‘a mail «ei een ys ee omy a A ee cae a oe, oe wet P - 
ene ade ee each Ni a ewe a a" a een ik cand a ene AL 6 ee t ’ = . 
bY ee, hl ee aly oe Ee capita linea <a ; i ee pees he Aang a re fe - eae CoS an — OTN ane cea ge PAN Pot Sy ges Fe i Bing Oe d ae 
Pye ge Sue eR keer 2 eee fe, og Rn, ce I gran ame = ce SL AR aM me Laos ea aes pate ea re eet ree 7 Le ee yh oe ee ge Pe \ ? . * A 
ee het Ga, ae me ea erect Siege es 
age gs ah RR i * UR ala a eel se Bet toe acne Boe meer: eel ph es Si ts rari Pai ee = — ek ee ar a So a oe a ; 
eee eae” g a i aia I i i io a Wee ge Re eae ge ore ue ae 2 oe fie a . 
Paphos ee = gees Se ie eee eG ts a! ees AE AN ete eee SAPS Sy eee pa a it Oe Ps Oe 7 Be. ” ee os Se ia a “4 oa ie Ne 
a ee: Ge a OS age SS cic aoc a (ait. wie 7 iP me te shy ae ie n° « 
SAAT coo pecs Meenane tn Sn is ES ER cet et a as a ee le ee Cone Lass : os - G ieee yi -- —- 
S Grae ree sothak  pi ie a ee oe pega ogee ee ance igs Co NIN ad aay 7 ‘ 4 iia 
erage a Ree ge Se See : , eet iad oa EVE j “> am , 9 - 
: ieee vite oe a est ae oh oka es Se 3d meg 'S) Gite oe ‘¥ ae oe e 
ee ae a aris): fae. Paa| j — HE ae ? & Bae f. 
oe art sia a - om ae a ey. P } ape P g 
a Re Cs aes ; & : J F 7 |. a 6 os 
2 +e fr it : q 7 7 “ ~ : : a ; 
: cae : : a ; : 2 - , 
= “cane eu 2 Fea i : Si ‘ 7 a4 ad : 
eee eo ee ah : _ : tt 
2 3 he Nae area of : : - sg ———— 7 a 7 
7 ee a ass (Se Peale : : : 7 eC bs athe Byes 
vo i A A nt ; ae | Hy Ee ‘gia © eres. : y 
es on ne . i 4 : i “ : ff -: Y 
od (CU pilates i Se es, i ee ay ae gt a 
Ce este * eet Re or . Elin eee caer ta I AE Re eo a, Eee 3 3 1 < 
ees ae 2 a — PRE oes os pee ea Lae as iia aes ae ‘Miaig te Sc tere eed gS = ae i, _—- 
‘ome i AMM ok Be A Sl yrs i a EE, pee a > ike ee Ee ae ere cae, eat ice es i : se 
ee) A aa eat isi-< 3 s : ee Medes ire = eyes sms Taper RT ee Mice Fee ih getter ; = : es =, 
See ere ower whole, Mea : es: a : Festa) DE UST eg Se ee ee eer er eee a ‘ ET . peal 
ai gite | Meaty i Ai ae en : ben 2h ee he Be a Ss ah eae Se eee Ra Nad ee es fae NA gn occa cet Me ay le gene cf ae a aa  _ 
Ee OGE be PT eC Nea eee ot a: 1 eae me, (od PO eT gee ee sh cle Beh See Sener A etary hoa an. ee ee ee ee ee COW aka RUBE = AN dn eg ee Ss aol 
Dt ae ee | a ee gag) 1s I Eig pies sl ee te phe Bink Wg eared ep ee PE Re Bee Sate Re le Be ne a eee es a peeled A a a 
Lars eer. ae She eee 2 as RE oye ee ee NY ER Te page OT RAE erent Poe ae BR gg ae en peli ame Reta ae Ug aeebe r Sepa eT Ras CU Taek Me | Moe «a F vagal ape Oa hn ae ae i “3 — i 
w/t ey eo Pek as ee A aS ge oe ieee me = ore ay: ORE OE Te LD PP ae ee Ra ae ane Ee pe Pe es epee nS SRE hnh oh ces ae eee wee oe am Fake 2 ‘s E Ged vie tae = 
ene Y aS OR aa ke pr Ca feet a ae. eae os og hod or Se a ee ee Mey Me eRe Pe Oa Sie i Raines ee Re ew OE pepe oe be ey ed ae tg Pte ae ee ey: ¥ a a ae ee — 
ie Sa re ee cate eg? ve aN a eee” am Lees bp De RCT py dai, le gins | gh ae ema sieves aah ET, ea ae Caer ey Deen Ml Sh eee See erg ee om ae a os ee eee ; 7 
Ott eee ee eee Opes eee Pee a eemeee  e Aaa eMac th tay oe ea aS Bern es opilncervapas “he ioe Set te eh Lene ee Me eA Pega nd erat Lys ete ty ee eas Oe Tg eS aire. aha) tbe Ee hc “ta ee ae . o Bs x a 7 
Fete Ages ie ee ae ers baa oe ade 21 atk emer ea et JN paciticstst hear ete aus 4 fae Healt ia es eta see eee ae oat one ee a 4 5 aL Pec ee eee “ee ; ok Sal Sa ea A al ~ ; 
: : i é <o j " me hee ce aa ‘ pt si tp EE ee anes ia de oe a sien es a ed Coe a ea ae Bed - -. _ 
; : : mall ka vial eel ae enn or naa Py ee Rue Tae oy page sme Bi a aa 
oss q ha ate tps ee Oe ba, ee 
be Mi Se aA hoes Se «ee ecg SC gees yak tere RE Ol ae CRE eT ee eG eee eT f' os ei ven ieee” a apie ae iain 5 a Z . 
high ie ae wane ona oe Ue pie eae eT Apes ip Si ciemetaet Some i ‘ Sm cee he hers ieee Ree ee nee Eagan SR ks cet gra ira Aa ET eg ee. eer Nae eed tyr are SI aT ice, AM ecg mies se Cte ep a OY ag ets nO Se ae me ye Se a ‘ Se cas, 
be ed de ae ae OP ae Meet eg Ga Mo) eee ae ee Re Ma 3) A a Henlei Nes Me aah eee | Se knell el bus at NR Oa? Se alee Sie oR ye resin ame MARE Melt acc at isi Sere ee er DU Para AES ati eat ae eee a mmo LS Joe cad see a, ae ee ee a : mete 
be nee i a ne re ee et en ee ee a SER ae ON eg oe a eer ee ee ee een di) ae o 
PS , eee Se ean ete ee ete Oe ar a ee ie yoyo tia ty Bug ue eens Wig a Mp TRS Ota hi a oe oa eA Seer. ceo ee eee RC ua ot mr hem a me Pt ee hea. rs j eaioae, 
ia er ee POR eee ee ELT EP Ne One are ER eee OR Ne Macatee | at, AN I, eee te ea te a ie ie wee ere NS Tr — i —m 
3 ‘ Wie pes: hd iad Be Wa BOG Pa Ne eee TER Ae ae eee mn eee eee ise tt ee tae pete ye OG aS oe aoe apres Pare aed a —e 
, ‘ PGS, 2 es es el a at ees PE on ee a Og Some pa a a — ~ 
e , e ek ae ee ae tS i ae eae 
PM ag hy Ge og I oe) epg See IS BOP Mea suet rere ee apc) Relat Jt hE eee kA gra ee tea. Veg ee ae am ; y : aie Wabi: - = 
ARR oe Ne ee ee ET it I eT ate hy oe Et Rote) be, Pe ee enh ne Se telat ay ay gr Ne Re cesar oe, Pita, e he. : % ep : Ee ‘ ‘ f j i ‘ 4 i, ae ee Pais ie se 
Dig LEA Ag a OR ae noe,” REE Leas Tee TPE Ane Pa |e TOM Nay OE ay Ne ore Na. eae Fee eee eee Weft trie Ot pc AE ie! eee ee eae ‘ ree el 2 me ; ' 4 i ae ae “ft tami tee Mat s : c at s Beas «Meee Bees) aly Leet 
egies By RET SAE TEA Ae EY SR TRAN bar ar Eh ee PY Se A as MA NEE RM co a Mest aE an ts TO) a ey gece aoa, OP eet Zag Dy Se Glee rags urs ic ey ae eine Pea Bd ESS es ey ee 
= eg OP a aoa Pa Fach Je Ne NEMS ree Ce iO ey eg Sena RD Se Rae ty ee Tn My aa a Sek) Ree ceo kW Rn rete Ty SN REP tees Ce ar tc. ARETE at ba OT Bae ef ee CR ae ee ORS fe ek ER hy Seah 4 mee wlan 
ma we tS eon Ra TS aN Ee On One ERNE ree Aree Gey: etaen eae SETS Saar SE es BC coat ae ete eee ra ae: te} 
, : sg See eat I Sant FR eRe eS Ae ame Ee ee Ca inne nse ee ae I dager eS he we, eR ie ea 
he SoS Seay a Sa 


. ’ a + jh 
Loe 7) ee ge erwt? : Sh 7 
s et ie ae 2 3 oo 4 Bide Ho Mee 
/ , = §4 a 
at Me Leer 
Rey a bate 
7 pai an a 


- 
%5 —"- 


May 15, 1946 


read the adverti 

Saturday Evening Post. So 
read them for profit .-- 
information. . some for sheer 
On this page are & few reaso 
you so often hear peo 

to read advertising in 


of valuable information 
advertising pa ialls ertising pag f the Post. 
rs. Every i i i izi reci es ti -h a “ae 
isi a ing ideas. Each wee buy them people 
become ife. Thi is wealth of helpful in plans on t d eac 
nders to be unfolded on ‘¥ these pare* 


s to keep up with 
ost-reading families '" 
ic Circle to the South 
an just 4 

week they bring 
happier future 


“we read 


t's new in t 


ou an exciting forec 
that lies ahead. 


Pests 


= 
# a 20 le 
r ; ed 
si Ab. 7, ps ee ths 
i J ee 
he A, : 


sii 4 
Se ite 
— inet c. ji 


sys 


Suny ae 


on eS eT ee eS ec. Cae 
; de } e. "hs acne. an oes “ 
‘ % i EH i we £8. — a 
‘’ ie. 5G Wh ey ¥ ‘ © Viet. et 
og lar ee 5 a — j an Pace “" 
a, hes we Vee LF ap 6 ote 
=a —_— + ite Bie: road bie je “is 


bo to 


vey 5 <n AE Seema” Fe a Pea: ae ers sre es a il ie! a eit Cee CS ESE: AM eg Oe he i= ae sabe ech aah ee 4 9 ae fh oh 
: Las gee: Fy eee 48 Co Seeiee Chiat 5 Gees coil: tty Oe ae Le ot ae Re es Ae ee we Coe eer Bh 
a i ey”: ae ee es ee Sue gae: ete. ee sas ee, — oe et ee Bote ee Te ee: as ee ey eee Oo, ee Tis 
a a a ee a oe ig mae eee ee ee : se oe eee em mee 
a 1 ee ee ee RO Ac acne © ie a eS ee a ey 
ee ‘. See ee — sity aes — oe ee eae eee. nei Rn a A ae a — sete: cs << gM aati, as 
oo Re roe eee es te or Ae ek <i Ht ae oe oe a ea bb ei aia hc.) ee Et ee oo as. eee) eee nee: > ee are oat, aaa ae 
oe oe ii oct ld ae : a ie ee ee oe co ae PS =. bie <9 Be ra ne ae po aie ee ei eae pe: a? nee ee ee VES ane 5 | 
nc as reno eee a! ae Lae ee ee oc ee ail Hib) nee i acy ee ae ae os ate Se were eal es 5. ee 
Clg" oo Bete mi Cp ee yy PTT aa ee eee : 
ae” ae ‘ he a / “a rf f Jt ai oe ae é ~, Heys el ee ad ae 4 ff fis = 
.~ os a Pere PO Pe Oe one (* nite 24 Lae, See ae. : 
+ - (a Te usr" ee em ue a - / ¢ - A 4 g 
oS a 4 a , a Pa!  # B 
r a, rs Gans i. et 2 ee cen, ot ee oe: yar byt ey aba, 16 . ow BS > ee os : 
¥g wit r if f o , ; ‘? ~~ ”’ m hep f a ® + . or: Se ‘a f ‘ baa eo s 
2 FA Wg’ - a yr , ae ‘ ; ae : 
+ *.. me ie ; = e # i ne z pee E eT ee ee eee ‘ . 4 ony 7 ¥ 
re eee ee oe Pes . 4 2s 
) = : i, ee ee ee , a : 
7 : Sa ie i il ee Ce ag ee on eee ee ee an ae : 2 
' , ‘3 a ae oe ~~ i 
. a avy ot (hme al 
aw _ : 
ee Pe i A neers wt ‘A . Z 
1 post & 4 if. Se to o 
f . G J ey Fi : 
f TURDAY EVENLN oe 7 
a THE of : ee “3 ms ~~ im 
a vu , hd, & 
=. 130 : 4 ere — Ld 
— yaa ‘ on’ ’ 5 as 
: oe 4 “ne . * 
- a ho an é "lle a ty] re 
| ee te. *' wail . 
re.) ‘ a 3 nd <e * ” ~ x 
o wa gs 7 & 
ga - ag z ower .” 4 x 
; ; . a ; ont § . 2 
: | e © | Ss ,* ' eek Oa . 
a 2. 4 " ee ok sty all 
Aa ow to ) hae a i 
ae <a ‘. —_— > . —_ * . - a 
oe i ie . | fT] > >. 3 woe : Monty FS 
eee. et —— Reet ' } hy gi nat Ty _ 
se , 2a = k »o*: , : e 
4 a nos ' 7 bana “s ca ; at ig ‘na , 1m we “ 
ee ia os 1... pe. “ :.¥ a3 
> ae in a i oa et Re 
oS . pm, ot ee “ <i w. ‘+e 
. : iy . <5 a a \ 7m i ‘ae “a io Pe ee ' 
oe ye — Si Tae se 2. fart’ Fon 
aes. to pets . : é cs nee eae, i ve % 
a ghan one wey ck ee : 4 ty . = Pe oe See ._ — J \ # Pg ‘ m 
2 ae ere’s more ¢ The — wo \ > ace ee an | time fee 
ae Be, ih : ee : ae. : ~ re eee ge een pre ct ae 
Be ise ee Nes age ‘ F a - te i SAM EEE FOE oe baie 7 
ee people V4 ‘em " . Le CP / - aS | 
a aati me for . @ - me P ‘ ~/ mp va a cog * vol . 
ae i ; é “ Se ae oa vis 
es ee ns why > —- + ia ie , 
a ee “| like i ’& ~~ . P 4 - 
A aes tu “ \ ae ~ / iv y : ‘off ve | . 
hoe x!” =” ~ Wi . Naas | : 
oe Gin ‘ ~ “e" “ 7 
rs ) —_ -—_ ~ PS O° 
 . ; ‘i got fe, 4 ; * ae 
a * = ‘ a. 'y , - . . ete fh caemc Mipgveten c, 5 , sT ; er. ; “Epes fe’ — ™= ; 
. oe A ae ae nee | 4 Dh : : aif? ‘ «\ ‘ your! 
—.~ - ioe Sata Fei” aot eae oe hs » other: 
‘.. ae — ee Ree aay pee oe) ae ee Tbe" ” : 
st ee Ree ° b . — a is i i MEST ise: i oe ee ce ee ‘ ‘ ied aves" rod # 
| MS 4 ie” Crna me a CISTI Sm iper Ome ee) : \ ee : 
—_ Pe ate ME ea), clad, Nee i, eee A € Se all te 
: ae r - ic ; ee sti t= ys peeergyee ae Baie Soh eee ce is ? ome 4 c 
_— 2 — ° me - ~ s ’ ‘ ; oe Bh ede a 43, a 
ey ° ar. ro es <a : Yi s d g é . - = Ba ul ami 
a aie x) ; a ge! — 
ss a ee 5 gale veent 
ai. peomeeee T ma > i <i eee: nine a 
Dads te —— - - ” : $ J La my Pte te vy prowdh ‘ 
as ; a ' » eS, Cate ¢ : ’ Bad a ‘of r tones =. AS we ree 
4 eee 2 P \ | : eee is 
ee - eS ee < ; _. T° wal 
. ae -— — ' ~ om . . . . = 
he a i / ae : — OT i rd i al me §6ot th me 2 
. a = BAS x . : A : 
ie a : 2 . = oa i = preah ; 
j <a ¥ & oe) ee ' ( ‘ $ : 
| ae ce hae ‘ ; A w ! ‘3 La ee et ua tobe 
gr. = i - a. om et A ese” 
i — ’ \ be 4 , . ' P ~ = \ : 4 +. cite’ 
» eee. ‘ee ' ¥ ; . w > > * =“ P , pe ae ngs) Gpick © 
(zz, ae ’ 7 . una ‘ q ; ‘ ’ Ae = ie | F ge 
. ee — _= : ° ‘ > i \g i oe ne : > wy oe him * 
st yr ¥ a : A a s . i % ¥; . = — aaa i ! _ \ : , 
a: a _— 4 an if oS = a : | 
4 -. Pa e . a , i . =f | Samet hai ~ a - ~ —— St. 4 a - * ie 
ee OE oy # } ; ; . ae , ~~ Ke 4 
mo e = 2 ee rece — i. ’ \\ ~~ | ois i a Pe : * 
a Ce ae a ae = a es: ~ {_— [— ) «From 
See . as oS & ——— thas co ~ = 7 phe et ” J 
aa % jo * ‘ a = 4 é ? ; he gooret a 
— : og “ ‘ ; i Te  ° : “4 a 
ae Sey 2 , , “ a { @ Siar , A f= ~ . Ghe *' . 
i hy 7. > 7 - : \ ~~. A \ iS - sll ~~. aa : “So b h 
- : 4 ga) Hi J : ? f oe ade i en A hg fle wi ot 
uot ; — * see ae os As 
“Gg Ca ’ ae er bh). ae 2 ) = 
a — 4 my ‘ = ace : gor 
he Poi» f- 4 i “es Ae wee ‘al n the pares of the ge if nd 
a te Ee ; Ee 4 ing ° h 
ne ti > Es é xe 4 sho the v : 
a SS a : a is's fun to 9° +” at your leisure, all “ io" e 
Een j ore you re we! ‘ 
4 ¥ 4 “Hi ‘# G ke future “y 
fa Bs . Ae Wg h week on Pa “¢ se 
BA dike | x 
a 8 ty ¥ 4 es > tbi 2 
[ ae a ao ge ae ie 
e. ’ a oe, geet a . out-S o ~ Post advertising - le 3 * 
‘ f a , i! : = Seas. Fo ert handiwe for = “ 
© P 4 s lee ° N mea ala . 0 gf é 
Sn > \ Sn Oe ts / \ ast of the * : 
oe ns bi ES | oon ale , oe \ ‘ m/) ; — oo Si 
wee = + ya %) ™\ ‘“ W . “ pA —. ag 2 
gg Tyee PP ay ot aw j “Uh + \ : , 2 _ a : Be wi 
[¢ FF he pA ip te “ig -- , im a ? a 4 4 
ee EGO UA ey We Be JSAR a : 
§ 4 + se v a 4 \ Py —- tant : -o a ie 
et er ‘. C. a) ) erate sing is —and does 2 : 
es 6, pee G i > ae “1 of what advertising si 4 
— te ¢ © fis aq WN - a » ’ ; ae d a better understanding ° my i 
= > el a - , Bi Towar a : ; 
i ww oe a a 5 3 o _ " z ei wil lg, et le 2 ' ia 
ke Mae eee ee j eee le ms. 5 a - pores — a 6 7 
a q nhs: fare - ee y> ” mn lay ae. ee ——— a, — id ps 
— te " 3 Vu Y . —_ Pmt. Om —_— ig 
PB ’ a 3 ai 2 if = 
-_— se > 
sg " ee ae se Od 
ila se Mp. ze ee \ ta 2 - od f . 
. g ee S . . 
(Ce ie } a 
— eS ae } - 
as ; 
am ins pei einai Wiles 28 _ Ae aia aaa get te i 
Re oe: ae _ BS ee wer Poel Pa pares ee een ae : es 
oo ; ‘tte ae Ba iG ‘oy Se eee ae. ee ieee eo eee eee een ae ~*~ : claw naira Er i, 
; 2 a eee ee eR Ee ye ae eG a ee ‘ 
fe ; 4 ¥ ti ae fs ae ener * 
a oe ay oS Sree aed ea a sh 
— UM — hing a 
ne f iat a ee ee oy le. edb. + 
4 “a . ‘aie ad ot us eT a a ? 
if - Bi vn : Pe ee Ps . } @ eal 4 > = 
a ll a Bre ase bes” ‘ed ie | ah 
a erat Ad ae pie ee ee a? ilies 3 
ox . es ty We aden _. - a Pag ~ - 7 sa — a 3 é s 
ee em . . a ‘ eg OTE gE a - _ _ / 7 : ‘ one : i 
— az —- Stuitun - an gig A cceih nt ae . = aint sont OW yr re fe F ae 7... OE PE ER FS oe lee, ae aoe a - - = he, Age 5 _ 
— Re A ae Ad P FO! IG VErisers GNG Mien “agencies for use on | boards or for employee dis i 5 Wa 
<4 a Poe i* Ye ts “t+ eo err * ae. i pe 7 = gt 2 pe ‘ “ Pages S ioal poe: ag ee hy < Pig, PO BP ey wh tip Z , ast 7 Aone es ‘i 4 ~ it a Yea a ag =. 7 
— = ‘ 4 ; RTs f - ‘ Ee a ie, * allie Pe aly ik a S » am ee te we ’ leat ood See, he or hit. <- Pts, Aad ar ey. - ne: — Pi Silt a a 
 @ sae ‘f a y' Z ¥% if yews CY eae ey Hess? Vin ae es ay on gl hae ~ ea : ~ 4 
— et ad ig eS ee Se tine < it oS siz we aed 1 ‘a o we os a y 8s c 
et te ae ee ee ee Se ed ee Oe ee igs aa or BES a oe . * PR 2 : Y 
- Bn 5 a a ee 1 RE Fo Po rag rt pte, oe Pcee eae Re . 
er hie Fe eS mf 4 ce a oo ee "7 Reta 1 OR th a ‘<2 OO ee - 
_ | : Ete Ce gle Me PM ae Ah Ee Ml Bi OA tae ee if 
= gee + : t = 8 , 7 ‘ « Ls ak of 2 had 3 g i : a 
os Dy : 2 Mk een ae aaa 7 ae - ve ie sae sek * 4 yi Sy 4 : ; i r a " a fom sist aes ee j if ; : ats " 
ga se Be Rpatetratin ae) hohe ooh aca Nat ait Se Aas ae ON Ores en yal a ee ieee te etn Ne ae Bo ee Ig a ean pal calves Sar Boas nied Pemyrts Wls cl Eos See eons ee ee eas Ae eters te. : eae 
wp Ae aa et Ei et oh ae oie Be ie ne ie ne ba ce a nr i ae ak ele a LORE capitis Wr eal cl RR Rae erp ec noun aa at eer pee rma So Toe ee 
sa EE eee eee en ree ra eee MAP eM OO) Si ieee dk Nae ean eu eu tee lo a ace es are PEED SS patra tases Tee 


Names Leon Harris CBS Promotes Schudt Rader Leaves Agency 


Leon E. Harris, formerly pro- William A. Schudt, Jr., eastern | to Form Own Firm 
gram director of Station KFYO, division manager of station rela- 
Lubbock, Tex., has been named tions for CBS, has been appointed i Coen ee ak . | 
director of copy of Buckner-Craig director of station relations, suc- ing Agency, Hartford, has Seemed | 
& Webster Advertising Agency, ceeding J. Kelly Smith, now vice- a 16 Gans. mation wletire anil slide 
Lubbock. The agency has moved | president in charge of station ad- : P 


7 at - service for business and industrial | 
to ‘larger quarters at 22 Park ministration. Edward E. Hall has firms. The company, Cal-Rich | 


Place, 19th & Avenue M. — named eastern division man- Productions, is lecated. in the 
———_——_ 7 oo Theatre building, pata a 

. CE on Cooper, formerly with Mr. 

KGLC Appoints Dunn ‘Gray Drops Trimount Rader in the agency, is now on) 
Wallace Dunn, formerly a sales- the sales staff of the Fox Press, | 


man with Station KTOK, Okla-| Russell T. Gray, Inc., Chicago,} Hartford. 
homa City, has been appointed) has resigned the account of Tri- is Se a 
manager of Station KGLC, Miami,| mount Instrument Company, Chi- 

Okla. cago. aged Ford Boosts Catchpole 


George M. Catchpole has been | 
SCEDPVECO TERS Voce eee eee EeeSHERO CLS Weed ceesencesvihbbadesde keene ccad vee appointed assistant manager of 
. fleet sales section of the Ford 


4 : Motor Company, Dearborn, Mich. 
4 THE LETTERS, BULLETINS and DIRECT MAIL He formerly was Denver district 
: a truck and fleet manager and has 

! MATTER WRITTEN, PRODUCED, been with Ford in the Denver 
PACKAGE ADDRESSOGRAPHED & MAILED office since 1935. 


Our MIMEOGRAPHING and MULTIGRAPHING lends prestige. || Lytle Joins Feldon 


20 years of dignified, reliable service. Harry V. Lytle, formerly with 
Gordon Best Company, has joined 


LETTER ORAET weunt eter cic ‘Counsel, Alma Underweed. Pred. mer, ||: A- Feldon & Associates, Chi- 
‘ ; 7 : 5 | cago, as an associate partner. 


GROCERY STORE INVENTORY | 


OF SAN FRANCISCO BAY 
AREA MARKET... 


...iS NOW sponsored 


exclusively by The San Francisco Examiner. | 


This is a complete monthly survey of sales of the principal grocery | 


store products, store distribution, and product 


inventory—by brand names— | 


for the San Francisco metropolitan area. | 


It is available through Hearst Advertising Service. | 
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Robert J. Landry, secretary of the CBS program board, was ma - 
ried on May 1 in Baltimore to Annett MacQuarrie, an actress, ar 4 
Frank Lasette of ABC was recently engaged to Joan Wright. 

New members elected to the U. S. Associates Council inclu: ‘e 
John Abbink, chairman of McGraw-Hill International; Gardner 
Cowles Jr., president of the Register and Tribune Company, Des 
Moines; C. D, Jackson, vice-president, Time; Sigurd S. Larmon. 
president, Young & Rubicam; Maleolm Muir, president, Newswex k: 
John H. Phipps, John H. Phipps radio stations, Talahassee, aq 
George A. Sloan, chairman of the Southern Agriculturist. . . 

“Brink of Madness” is the title J. Walter Thompson’s Walier 
O’Meara gave his latest Saturday Evening Post story. . .Ray Robin- 
son, research director of Crowell-Collier, is celebrating 25 yeirs 
with the company... 

P. J. Van Hess, director of Latin American sales for the Lambert 
Pharmacal Company, is traveling through the Caribbean and 
South and Central American countries to make sure our south-vf- 
the-border friends are using Listerine. . . 


HAPPY BIRTHDAY—Bing Crosby, who will take a vacation from his duties on 

the Philco show starting June 9, does a bit of cutting up at his birthday cele- 

bration in New York as ABC president Mark Woods and Harry Wismer, ABC 

sports director, look on. The baseball cap is Der Bingle's way of forcing a refer- 
ence to the Pittsburgh Pirates. 


Newest book to come from the pen of Ad Lewis, pres. of Addison 
Lewis & Associates, Minneapolis agency, is “The Gadfly,” built 
around the life of Aaron Burr. Ad is a descendant of the Revolu- 
tionary War figure... 


A new baby-calendar subject arrived at the home of Charles A. 
Ward of Brown & Bigelow, the St. Paul advertising specialties 
concern. The new arrival is Herbert Bigelow Ward, a seven- 
pounder, now in residence with his parents on their Hudson, Wis. 
ranch... 

Herbert Ringold, radio director of the Philip Klein Advertis- 
ing Agency in Philadelphia, is a serious golfer, so serious that 
his wife has learned to keep still when she goes around the course 
with him. Not long ago, preparing for a putt on the seventh green, 
he tucked his pipe in his pocket and motioned to his wife for 
silence. After he’d finally sunk the putt, his wife said, “Now is it 
okay for me to tell you your pants are on fire?”.. . 


The Denver Adclub celebrated its 50th anniversary on May 6, 
with Cecil Conner, of Conner Advertising Agency, president in 
1916-17, as chairman of the program. Frank Carruthers, octogena- 
rian local ad mgr. of the Denver Post, did some reminiscing, as did 
Joseph Emerson Smith, pioneer newspaper man, author and lec- 
turer... 

Marie H. Houlahan, dir. of publicity and public relations of 
WEEI, Boston, has been elected pres. of the New England Woman’s 
Press Association. .. J. M. O’Dowd, publisher of the News, Florence, 
S. C., was host May 3 at the formal opening of the morning daily’s 
new $250,000 plant... 

Walther Buchen, head of The Buchen Company, Chicago, sailed 
from New York last week for a six-months stay in South Africa. 
Mr. Buchen, a past president of the Adventurers’ Club of Chicavo, 
expects to combine a long-planned big-game hunting expedition 
and business visits with the agency’s associates, which handle ex- 
port advertising in Africa. In addition, the Chicago Museum of 
Natural History has commissioned him to bring back some cho ce 
specimens for its collection .. . 

Charles J. O’Malley, one of the grand old men of Boston adv: '- 
tising agencies, who heads the firm bearing his own name, ce &- 
brated his 81st birthday May 11—at his office, as usual. He hel) °d 
found the St. Louis Advertising Club in 1903... 

Stuart Heinemann, production manager for Allied Advertis \£ 
Agencies, Los Angeles, was awarded a certificate of commen: '- 
tion for his work on recruiting campaigns for the Marine Corps + 
a ceremony held in the Los Angeles Marine training cen '. 
Heinemann currently writes and emcees a Marine Corps progr: ", 
“High Time for Heinemann,” presented Sunday evenings on KL. ~ 
Los Angeles . . 


Inland Steel Co.’s president, Wilfred Sykes, has been elected \ 
receive the 1948 Award of Merit by the Chicago Technical Soc °- 
ties Council. The award is given to the Chicago area citizen ‘‘v \° 
has made the most important contributions toward the cultivat " 
of greater appreciation by the public of the part which technolo Y, 
engineering and science have played in human welfare.” . . 

NBC Vice-President William Hedges is getting out the sol 
and-fish in preparation for the coming marriage of his daugh' ': 
Margaret, to Richard Wicker of Rochester, N. Y.. . 
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lvertising Age, May 24, 1946 


" ; arr | Tribune. All have been published ; Wheel Corporation, St. Louis, re- 
Ctorads Offers Ap po ints C oll B fh by the Minneapolis Star & Trib- Schick Promotes Evans cently purchased by the Thomas 
Madeleine M. Carroll has joined|yne Company. Rising costs are| Len Evans, service sales man- Company. Mr. Hutton will make 
Product Posters |the Toronto office of Stewart-| given as the reason for the mer-| ager of Schick, Inc., Stamford,| his headquarters in Keokuk. 
| Lovick & Macpherson as space ger. The evening paper will con- | Conn., electric razor manufacturer, | 
for Supermarkets peta a. pe ae tinue as the Star. has been appointed assistant sales 
o manager. i 
i New YorK—A group of execu-| New World Illustrated, which re-| poe | dstiteita ales | Do you know “Four 
¢ mangers Rance. fem cently suspended publication. Imperial Oil Names Hall Thomas Appoints Hutton | ~ wares arn ey ‘ 
pLDEE CURBS ate mrocuC~ Frank G. Hall, general sales) W. L. Hutton has been appointed | most consumer ad ? 
: at : ’ - da 10st consumer ad plans? 
Mi jr 3 a new means of advertising | PEWED ODORS Merge manager and a director of Im-| vice-president and general sales sent FREE to adver- 
for grocery products under the| The Minneapolis Times, a tab-|perial Oil Ltd., Toronto, has been| manager of Thomas Truck & tisers. $1.00 to others. 


name of Storads. The corporate loid afternoon newspaper, has/|elected a vice-president of the) Caster Company, Keokuk, Ia., and Box 7070, Advertisina A 
a, name of the newly organized com-| merged with the afternoon Min- |company. He joined the company | Buffalo. For the past three years | 80*,7070, Advertising Age 
: pany is General Stores Advertis- | neapolis Star and the morning |in 1912. |he has been president of Hutton 


ing Company. 

The company maintains that in | 
r self-service supermarkets the 
\- suggestion of the sales clerk is. 
rs lost and advertisements at the 
point of purchase can boost sales. 
rt A Storad, framed in chromium, is 
d a large color poster five feet long 
[. by two and a half feet high and 
is placed on the walls immediately | 
above the merchandise. The ad 
can be in black and white, also, 
and in two or three dimensions. | 
Storad advertising is limited to 
30 posters per store and at this| 
time can offer advertisers more 

than 3,500 supermarkets. 


The company has equipped ex-. 
hibit stores in Philadelphia, Cin- 
cinnati, New York and Chicago e é we . 
and is offering a plan for testing 
major markets during the last six. CPUME 
months of 1948, with a first op-| ; 


tion on all other Storad stores. 
Changes Copy Monthly 


Cost of the posters is based on 
the number of impressions, modi- | 
fied by its selectivity. The adver-| ail 
tiser is guaranteed a permanent 
impact, clear visibility and a copy 
change every 30 days. 

James P. Gillies, former execu- | the American standard of living . . . 
tive viee-president of the Masonite | 
Corporation and the L. E. Water-| 
man Company, is president of the | 5 For advancing the cause of the food industry in helpful service to the 
company. Other officers are: | ee . 
George B. Sadler, first advertising nation’s homemakers . . . | 
director of Life, vice-president; | 
Warren M. Brown, formerly with | 
the Hearst and Fawcett publica-| 
n tions, vice-president; Robert J.) : s H i 
t Sinanis ‘teaeer-antaes at OL. industry in the advancement of greater enjoyment of good eating and 
- bert Elliot & Co., treasurer; James better nutrition through wider use of dairy foods... 

McCain, secretary; E. Warren) - 
\. Smith, store promotion; William | : 
s H. Ferris, former general manager | 
" and treasurer of the American | 
- Druggist Syndicate, sales man-| 

ager; Richard K. Stover, formerly | y é 
" with McCann-Erickson, eastern Ze . 
t sales manager; and O. A. Feldon, © or 

head of his own representative | 
organization in Chicago, western 
sales manager. 


#5 For true devotion to the setting of a finer family table in maintaining 


7 COT d 


5 For unique accomplishments of special significance to the dairy 


5 Hereby is honored with this first annual American Dairy Association 

Distinguished Service Award embracing industry-wide recognition and 

honor by all dairying and the Five Million Dairy Producers through their 
AMERICAN DAIRY ASSOCIATION 


f * 5 This certificate is duly awarded this First day of March in the year 
WORKS LIKE MAGIC of Our Lord Nineteen Hundred Forty Eight after due consideration and 


‘ut you don’t have to be a magician unanimous decision by the Distinguished Award Committee. 
handle it! Anyone. ..your steno 
t office boy... can set card-stock 
ototype. Work wonders right in 
2 our own office -- have professional 
ayouts ready for photo-reproduc- 
‘om in a jiffy. Save up to 90 per 
eee = oe AMERICAN DAIRY ASSOCIATION 
r a 


ype styles and sizes now! Voice of 5,000,000 Dairy Farmers 


oo hoe & ww 


“This entire ad set with Fototype! 


) 
_ ————E 
’ President 


\<5 ROSCOE STREET, CHICAGO 13 General Manager 
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Why is the fully equipped Post-war Hom 


OR a while, every American family seemed 

to be indulging in the dream of a fully- 
equipped post-war home. 

Come peace, and household drudgery would 

' disappear. The Age of Appliances would begin 

...marvelous new appliances that would elean 
and cook, roast and refrigerate, wash and 
warm, mix food, make toast, dispose of gar- 
bage and make life trouble-free and beautiful. 

Appliance manufacturers, looking ahead to 
post-war days, indulged in delightful dreams 
too. New markets would open, sales would 
expand, profits rise, and demand—big, glori- 
ous demand—would last forever. 

Why are these dreams being shattered? 

Appliance sales have increased as never 
before in history, yet estimates of appliance 
sales for 1948 indicate adrop all along the line! 


What's the explanation? Resistance to prices is one 
answer. 69% of the companies in the appliance field 
report resistance to present price levels. 


Keener competition is another reason. Dealers’ 
shelves and showrooms that once stood bare, are burst- 
ing, with equipment today. 

And appliance manufacturers are discovering that 
in times like these it isn’t enough merely to advertise 
their products, in the usual way, in the usual media, 
to the usual prospects. 


They must reach the 30% of our homes still without 
refrigerators, the 39% of our families who still have 
no toasters, the 50% who are still without vacuum 
cleaners. And the figures on these prospects range all 
the way up to 93% of our homes without ironers. 


To bring maximum results today, they must sell a 
new market... people who haven't been saturated with 
sales appeals, people who still need 
their products, are ready to buy 
their products, and can afford 


to pay for their products. 


There is such a new 
market for appli- 
ance manufac- — 
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|... Still only a dream 


SOE cP NOS ie LTE APES. DES eae 


turers. It consists of the 6,500,000 young women who 
read the Dell Modern Group... Modern Romances, 
Modern Screen, Screen Stories. 


2,500,000 of these, for example, are readers of Mod- 
ern Romances... and they are an untapped market 
for home appliances. Because two-thirds of them were 
adolescent before the war, they haven't yet been sold 
on brands of toasters, cleaners, refrigerators, washers, 
clocks. Their brand loyalties are still to be formed, and 
the appliance manufacturer who captures them today 
can count on them for life! 


Because 70% of these young Modern Romances 
readers are recently married, they are in the very act 
of establishing homes, furnishing them, equipping 
them... buying for them. And because the median 
weekly earnings of these readers are 46% above the 
national figure...they can afford to make the dream 
of a fully-equipped post-war home come true. 


Why is this rich, new market sometimes overlooked 
by appliance manufacturers? Because they fail to real- 
ize that the young women readers of Modern Roman- 


ces and the Dell Modern Group cannot be reached 
through the average and “service” magazines where 
the reader's median age is 35. 


These young “moderns” prefer an emotional pres- 
entation of editorial material. They read Modern 
Romances because it is custom-edited for their tastes, 


needs and interests. 


They, and in fact all of the 6,500,000 young women 
readers of the Dell Modern Group, represent the big- 


gest, surest, most profit- 
able opportunity avail- 
able today for appliance 
manufacturers to find a 
new market that will 
keep sales expanding 
in 1948. 


Isn't it time you heard 
the full story of the Dell 
Modern Group? 


WHERE DOES YOUR PRODUCT 
STAND IN THE APPLIANCE FIELD? 


Send for a free copy of the appliance section 
of Dell’s 10th Annual Survey of Homemaking... 
an authoritative, complete study that shows 
competitive position, breakdown by markets, 
age groups, income ... plus the long-range buy- 
ing trend. Write to Research Department, Dell 
Publishing Company, 261 Fifth Ave., N.Y. 16, N.Y. 


Modern Romances OF THE DELL MODERN GROUP 


MODERN ROMANCES...MODERN SCREEN... SCREEN STORIES 


DELL PUBLISHING COMPANY, 261 FIFTH AVENUE, NEW YORK 16 
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wow seer rows ance wes MAB Study Finds 
CANNOT BE SOLD 87 50% of Homes 
Read Magazines 


FROM THE OUTSIDE 
First Family Study 


_ on Audience Reports 
_ Drug, Food Buying 


~,. 


J 


These pie charts graphically show you | 
why Bayonne cannot be sold from the | 
outside. THE BAYONNE TIMES) 
delivers the most concentrated cover- . . ‘ 
age in New Jersey. It is a must for | 2mnounce completion of its family 
sustained campaigns and its close 
merchant—wholesaler—newspaper co- 
operative system makes it ideal for 
test campaigns . . . Send for a copy! 
of THE BAYONNE TIMES Mar- | 
ket Data Book. 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 


Yt BATON Tunté 
ome 


New York—This week 


Audience Survey. Like the in- 
dividual report (AA, March 1), 
the family study records number 
of magazine-reading families, 
projects the sample to the total 
population and breaks down the 
BOGNER & MARTIN audience for economic status, lo- 


85 Madison Ave, W.Y.17, W.Y. 228N.La Salle $1. Chicago C@tion and number of magazines 
/read as well as age, education 


Valuable 
ADVERTISING 
SPACE is FREE 
when trucks 
display ‘“AMER- 
ICAN” Truck 
Decals, with at- 
tractive, colorful 
lettering and product 
Quickly applied, uniform, z 
economical for large or sma 
Ideas submitted. 


_@ SELL... 


“AMERICAN” Decal 
Window Signs and 
Valances do q selling 
iob 24 hours g day 
where it counts 
most — at the point 
of purchase. This 
eye-catching, sales. 

building medium 

reference and closer 

or folder. 


t reproductions. 
durable; 
fleets. 


establishes product p 
dealer tie-up. Send f 


American Wecalcomania fo. 


Offices in all Principal Cities 


4334 W. Fifth Ave. cnicaGo 24, WL. 


636 Eleventh Ave. New YorRK 19, N.Y. 


|data for the Nationwide Magazine | 


}and occupation of family head. 
| Unlike the individual report, the 
| family study records such factors 
|as income, telephone-auto-refrig- 
|erator-tractor ownership, and 
studies the purchases by the fam- 
ily of drugs and cosmetics and 
|food and groceries. 

| These additions seem likely to 
| make the study more interesting 
‘to many advertisers. 

The data for the study was 
|gathered by Stewart, Dougall & 
| Associates in the same field work 
| which developed individual data, 
and the same stringent rules of 


the | interviewing and callbacks apply 
|Magazine Advertising Bureau will| to the family study. This current 


| study groups these individuals, 


aged 15 and over, into family 
units. 

Duplication in counting maga- 
zines was avoided: 


the same magazine, that magazine 


the number of different magazines 
which the family read. 


Average 5.4 Magazines 


| . The study shows that 82.5% of) 
'the families in the country buy | 


magazines, and that there is only 
‘a slight difference (83.7% vs. 
82.7%) in favor of urban families 
| over rural. This, projected to the 
population, means that 32,300,000 
families read magazines, out of 


a total of 39,150,000 U. S. families. | 


The average number of maga- 
zines read, for all families (reader 
plus non-reader) is 5.4 magazines, 
and 6.5 magazines for reader fam- 
ilies alone. Significantly, more 
than 40% of the reader families 
read more than seven magazines. 

The study pegs the average 
number of family members at 
3.38, with reader families having 
| 3.5, non-readers 2.83; these figures 
include adults as well as children 
under 15. The highest percentage 
of non-reading was in one-mem- 


'ber families (40.4%), and the. 
|highest percentage of reading 
'was in five-member families 


| (90.6%). The percentages were 
| practically constant, regardless of 
| urban, rural or rural non-farm 
| location. 


Checks Family 


The study reveals some inter- 
esting family data, correlating it 


for the first time with readership. | 
For example, 54.3% of the fam-| 
| ilies are two-adult families, 20.4% | 


have three adults and 11.5% have 


| percentage moves rapidly with) 


one adult. The reader families’ 


if two or more, 
individuals qualified as readers of | 


was counted only once in totaling | 


' 


ANNIVERSARY—More than 100 years of advertising and sales experience j; 

represented by the four principal executives of the Scholts Advertising Service, 

Los Angeles, at the agency's 25th anniversary dinner. Left to right, here, are 
Luke Myhro, Tom Scholts, William G. Scholts and R. E. Prochnow. 


magazine-reading homes where|the largest single block of non- 
the head is 15-24; 91% 25-34; 88% | reader families (62%) was in D 
35-44; 86% 45-54; 78% 55-64, and| (lower). Only 2.6% of the reader 
|67% 65 years and over. Neen nes was classified as A or 
Of the nation’s 39,150,000 fam-| prosperous, none of the non- 
ilies, only 1,600,000 have heads in| reader families. 
the 15-24 group, 7,650,000 in the | There was also a difference in 
25-34 bracket and 7,850,000 in 35- magazine readership, however, 
44 and a similar number in the | with A at 9 magazines average, 
45-54 bracket, with 6,450,000 fam-|B at 8.3, C at 6.6, D at 5 maga- 
ilies in the 55-64 year bracket, | zines. 
-and 7,750,000 in the 65-and-over MAB also reports actual income 
bracket for the head of the house- figures for urban and rural non- 
hold. farm families, showing that the 
'two largest brackets for reader 
Shows Twin Effect ‘families are $2,000-$2,999 (27.8% ) 
To illustrate the twin effects of and $3,000-$3,999 (22%). The 
age and education on magazine| under $500 bracket, which con- 
reading, only 700,000 of the 7,-| tains only 5.8% of total U. S. fam- 
650,000 families whose heads are | ilies, contains 19% of the non- 
25-34 years old are non-reader | reader families, whereas 10.9% of 


families, yet 2,550,000 of the 7,- total U. S. families have more 
750,000 families whose heads are 
65 or more, are non-reading fam- 
‘ilies. The average number of 


magazines read in families where | 


the head is 15-24 is 7.4, where he 
is 65 or more, it is 5.1. 

MAB found that the heads of 
50.9% of the total families had 
8th grade or less education, 17.5% 
had 1-3 years of high school, 
17.1% had completed high school, 
7.5% had 1-3 years of college, 


5.7% had four or more years of | 
college. Where 71.9% of the fam- 
ilies whose head had completed | 


the 8th grade or less were reader 
‘families, 91.3% of the families 
with a head who had 1-3 years of 
high school were readers, and 
families whose head had a col- 
lege degree were 96.4% reader 
| families. 

Education and income probably 


ilies where the head had gradu- 
ated from college, seven times as 
many families read 10-12 maga- 
zines as read a single magazine. 
Shown by Occupation 


Broken down by occupation, the 


account for the fact that in fam-| 


‘than $5,000, but 12.9% of reader 
|families are in this’ income 
bracket. 

Family income parallels num- 
_ber of magazines read: the aver- 
age income for families reading 
one magazine is $2,320, for five 
magazines it is $3,381 and for 10- 
12 it is $3,913. Similarly, the av- 
erage for incomes of less than 
$5,000 is 3.3 magazines, for $5,000 
|or more it is 9.1 magazines. 


By Rental Groups 


The average monthly rental for 
reader families is $38.26, for non- 
|reader families $25.35. Reader 
| families’ average expenditure fo! 
| drugs and cosmetics is $1.53, com- 
| pared to $1.02 for non-reader fam- 
|ilies, but where the expenditure 
| was $10 or more a week, the fam- 
‘ilies were 89.8% reader families 

Reader families averaged $17.5! 
|a week on groceries and food in 
| stores, compared to $12.57 for 
'non-reader families. The total 
_U. S. family average is $16.64. In- 
cidentally, this is a classification 
'where economic status makes 
little difference: the average per 


‘number of adults; in one-adult | Study shows that where the head | week for A and B groups (reader 
families, 62.2% are reader fam-|°f the family was professional or | families) is $17.55, for C group 
ilies, in two-adult families 81.7% semi-professional, families aver- | $17.74, for D group $16.84. 


|}are readers, in 
more families, 94.7% are reader 
families. 


Subsequent tables, clearly cor- 
relating age and education with 


_ magazine readership, help explain 


the relatively high percentage of 
non-magazine reading families in 
the one-adult group. 

On the basis of the study, some 


21,250,000 families have only two 


adults. 

MAB also turned up some data 
on the juvenile market: despite 
the baby boom, 52.8% of U. S. 


| families have no children (50.1% 


of reader families, 65.4% of non- 
reader families), 20.7% have one 
child, 14.2% two children, 6.9% 


| three children. 


More Farmers Have Children 


However, the highest percent- 
age of reader families lies in the 
two-children families, where 
90.1% are readers. 

As might be expected, there are 
fewer farm families without chil- 
dren (49%) than urban (53.3%), 


but rural non-farm has 55% of! 
children. | 


its families without 


' MAB notes that children means | 


those under 15 years of age. 

The magazine-reading habit is | 
geared to the age of the head of 
the house: 90% of the homes are 


five-adults-or- | 28¢ 8.4 magazines, executives 8.1 | 


|magazines, clerical and sales 7.8 
|magazines, farm laborers’ 5.5 
| magazines, retired or private in- 
| come 4.9 magazines, etc. 

Some 58.8% of reader families 
own their own homes, against 
51.6% of non-reader families who 
own homes; 57.5% of the total 
families own homes, or 22,500,000 
families, against the 16,650,000 
who rent. 

Mechanical refrigerators are 
owned by 67.4% of reader fam- 
| ilies, while 37.1% of non-reader 
' families have refrigerators. Some 
62.1% of total U. S. families have 
mechanical refrigerators. 
lar spread exists on telephone 
ownership. In automobiles, 59.2% 
of reader families own a car 
(4.5% have two or more) and 
30.8% of non-reader families own 
cars— but the spread for total 
families is fairly even, only 54.2% 
of total U. S. families own an 
| automobile. 

Among farm families, 47.3% of 
reader families own _ tractors 
against 18.1% of non-reader fam- 
ilies who own tractors. 


Most Upper Middle Class 


In measuring economic status, 
NMAS found that the bulk of 
reader families fell in B (upper 
middle) and C (middle), while 


A simi-| 


The interviews included 3,466 
family units, with up to four call- 
_ backs by interviewers to contact 
|every adult in each family, and 
/results are based only on people 
|in families where at least two- 
thirds of the adults were inter- 
| viewed twice. 

| As with the individual studies 
| which made up reports Nos. 1 anc 
| 2, MAB coded the facts about the 
|families and has them on cards 
for special tabulations for adver- 
tisers and agencies. 

As with earlier studies, MAB 
will eventually produce the f: 
| ily report in a simplified form !0r 
general distribution. 

But the reports’ single lim ‘a- 
tion still stands: under no ir- 
cumstances will MAB report 
dividual readership results (0 
any of the 45 magazines used, 
any group of magazines. 


Daily Discontinued 

The Post, Wilmington, N. ©. 
afternoon daily, has suspen ‘ec 
publication. Joseph C. Hi. 
publisher, said that “the exces: v® 
cost and shortage of newsp! "'. 
with continued increasing cos’ ° 
production, makes it impossib] 
continue publication under t! *s¢ 
conditions.” The Post discontin 
| publication of its morning edi’ ' 
| late last year. 
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Crawford Chosen 
NAMP President 


New Yorx—Arch Crawford, for 
ne past two years executive vice- 
-osident of the National Associa- 

of Magazine Publishers, on 
ve of absence 

m Curtis Pub- 
‘hing Company, 
1s been chosen 
om scores of 
applicants as the 
paid president 
and chief execu- 
tive officer of 
NAMP. 

Mr. Crawford 
has formally sev- 
ered his connec- 
tions with Curtis after 23 years. 

His selection was made by the | 
association’s nominating commit-_ 
tee headed by Marvin Pierce, | 
McCall Corporation.. This commit- 
tee was authorized by Walter Ful- 
ler of Curtis, chairman of the} 
board of NAMP, at the annual | 
meeting at Spring Lake, N. J., last 
September, to function also as a 
“searching committee” to select 
the paid president as part of an 
expansion program. 

Three paid vice-presidents are 
still to be chosen. 

From 1942 to 1945 Mr. Crawford 
served as managing director of the 
Periodical Publishers National 
Committee, through which the 
magazine industry cooperated with 
the War Production Board on 
pulpwood production, waste-paper | 
salvage and paper conservation. 


iperttstng 


Je 
i! 
li 
h 
f 


Arch Crawford 


APKCA Issues Directory 


The Associated Pot and Kettle 
Club of America has published 
the 1948 National Housewares Di- 
rectory, listing 5,000 manufactur- | 
ers, including 600 who are new. 
The directory, containing separate | 
sections on products, manufactur- | 
ers (with their representatives) | 
and trade names, is available at 
$6 a copy at headquarters, 1355 
Market St., San Francisco. 


WOR Names Hoffman | 


Robert M. Hoffman has been | 
named director of research for 
WOR, New York, effective June 1. 
He formerly was director of re-| 
search for Manhattan Shirt Com-| 
pany. 


Burton Takes Building 


Burton-Rodgers, Cincinnati 
maker of store displays, is chang- | 
ing from partial to total occupancy 
of its six-floor building at Blade 
and Helen streets. 


Does your office look 
like your Letterhead? 


‘ie man who has never met you be- | 
re is going to judge you by your let- 
rhead. Your present stationery actu- 
ly represents less than 44% per cent 
the cost of every letter you write. | 
etterheads need repair every five | 
ars! A well-designed, engraved let- | 
rhead pays for itself in new prestige | 
id profits. Write for your free copy | 
“Letterhead Logic” today. | 


ronHILLine. 


Engravers and Thermographers of 
Important Business Ambassadors 
LETTERHEADS e BUSINESS CARDS | 

ANNOUNCEMENTS 


27-4 Lafayette Street, New York 12. N. Y. | 


‘Two Appoint Sullivan 


Daniel F. Sullivan Company, 
Boston, has been appointed to 
handle the advertising of the Mc- 
Donald Company, Boston, manu- 
facturer of food service equip- 
ment, and Eastern Homes, Inc., 
Boston and Portland, Me., manu- 
facturer of prefabricated houses. 


| Cebu’s KZBU to CBS 


KZBU, Cebu, Philippine Islands, 
has joined CBS as a full-time, 
1,000-watt affiliate. Owned and 
operated by the Philippine Broad- 
casting Corporation, Manila, the 
station is managed by Norman 
Paige, who also manages KZPI, 
CBS Manila affiliate. 


Shuman Heads ‘Script’ 


Ike Shuman has become pub- 
lisher of Script Magazine, 


Los | 


Angeles. Previously he 


spent 
more than eight years as chief 
aide to Harold Ross, editor of The | 
New Yorker, then took an assign- 


ment to remodel Holiday for 
Curtis. 
Appoints Rowen Agency 


Julius J. Rowen Company, New | 
York, has been named to direct | 
the advertising of Fitch Investors 
Service, New York, publisher of 
“The Fitch Survey” and other | 
forecasts and reviews of markets 
and business. Newspapers and di- 
rect mail will be used. 


Plumb Names Mendte 


Fayette R. Plumb, Inc., Phila-| 
delphia, manufacturer of hand| 
tools, has switched its account) 
from John Falkner Arndt & Co.| 
to the new Philadelphia agency, J. 


Robert Mendate, Inc. 


WHAT ABOUT THE SALES 
YOU ARE CONTINUALLY LOSING? 


30,000,000 


CIRCULATION 
COSTS $1,000 
WRITE BOX 1236, CINCINNATI, OHIO 


Not ln Tarkio 


You Don’t Have to Show These Missourians 


Dealer shelves tell the story that only nationally- 
advertised, branded merchandise is acceptable to north- 
west Missouri farmers. They are successful operators 
of highly mechanized, large acreage farms operated with 


minimum hired labor—they are busy men. 


Here farmers have long since learned that efficient 
use of their time demands the purchase of proved, 
known, products such as are advertised in their state 


farm paper — Missouri Ruralist. 


Tarkio retailers accept the same standard — their 
shelves and floors display only this readily accepted 


Archie L. Martin, of the Martin Auto 
Supply, left, displays visible evidence of 
his recognition of advertising value. 


In farm and hom 
lines are offered 
the Farm and Ho 


© equipment, only advertised 
by Frank Cooper, owner of 
me Supply store. 


meee 


John Deere ady 
the background 
ment of Atchison 


ertised Parts and service 
of this well-stocked depart- 
County Implement Company. 


merchandise. They know the influence which Missouri Ruralist editorial and advertising columns 
exert among 5,000 farmer readers in the Tarkio trade territory. } 


If you want to remove the “show me’ 


, 


resistance from your Missouri sales program, use the 


accepted advertising channel to the Missouri farm buyers. . . 


°2 (ne a Sy iacie a ae 


San Francisco, Kansas City, and Topeka, 


CAPPER PUBLICATIONS, INC. advertising offices ore in New York, Chicago 


Kansos. Editorial office: FAYETTE, MISSOURI 
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NE LONG-TERM MEASURE of an advertising agency 
() is its ability both to change and to resist change. 
In striving ever to improve the quality of its work, it must 
be party to the myriad inventions—intellectual and mate- 
rial—by which progress is measured. 


But in preserving the character and integrity of its work, 
an agency must resist all efforts to change those basic qual- 
ities on which its reputation and its inspiration are founded. 

If, by preserving the latter, it impels the former, each 
year becomes more useful than the last. ‘ 

In the year of our twenty fifth anniversary—which we 
celebrate this May—Young & Rubicam publicly restates 
some of the beliefs we live by. 


YcR's philosophy 


1. An agency must excel in ingenuity, thor- 
oughness, restlessness 


Ingenuity — the resourcefulness to command a 
bigger proportion of the public’s attention for a 
client's advertising than his competitors are get- 
ting for theirs. 


Thoroughness— the ability to completely sur- 
round and penetrate a selling problem. 


Restlessness—a state of mind that compels an 
advertising agency to seek a still better way to 
do a job, after a good way has been found. 


2. A job must satisfy not only the client 
—but Young & Rubicam 


Good advertising cannot thrive in an atmosphere 
of “pleasing the client at any cost.” 

We want the client to believe in the adver- 
tising we prepare for him. But-—equally im- 
portant—we must believe in it ourselves. 


3.“Brass hat” doesn’t mean brass knuckles 


Any executive of Young & Rubicam can lose an 
argument to a subordinate. 

For it is Young & Rubicam’s belief that prob- 
lems are solved better with reason than by co- 
ercion; that the agency will profit most from a 
man’s mind if he feels free to express his honest 
convictions in any situation, 


‘ 


4. There is no such thing as an “all-round” 
advertising man 


It is our belief that an outstanding advertising 
man may be capable in many phases of advertis 
ing, but that he will excel in one. 


Letting each man devote his entire ability to 
the thing he does best has proved to be on 
good form of insurance against undernourished 


thinking. 
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5. “Formula” is another name for “rut” 


We believe that the sales problems of products 
are as individual as eyesight, and that advertising 
should be fitted to them as carefully as glasses 
are fitted to the eyes. 


Any attempt to formularize advertising places 
too much responsibility on experience, and too 
little on original thought. 


6. An agency should be alive to the world 
outside of advertising and business 


It should study the things that appeal to people 
in the field of politics, news columns, movies, 
the stage, the pulpit or fiction. 

And it should be able to apply its findings to 
the constant improvement of the advertising it 
prepares. 


7. It is more important to develop present 
business than to get new business 


The reward of ownership in Young & Rubicam 
has been given for the ability to serve business 


rather than to get business. 


In each Young & Rubicam office, one man de- 
votes part of his time to soliciting new accounts. 


The inference 


25 YEARS AGO THIS MONTH, Young & Rubicam was an advertis- 
ing agency which had some definite convictions — but no business. 

We still have the convictions. And we believe sincerely that be- 
cause we still have them, the following businesses have chosen to 
advertise through Young & Rubicam, Inc. 


Clients of Young & Rubicam, Inc. 
Following is a list of companies whose advertising is handled—in 
whole or in part—by Young & Rubicam. The companies are listed in 


chronological order. 


1924 


1938 (Continued) 


General Foods Corporation 


1926 


International Silver Company 


1927 


The Borden Company 
Johnson & Johnson 


1930 


The Travelers Insurance Company 


1931 


American Home Foods, Ine. 
Cluett, Peabody & Co., Ine. 


1932 


Gulf Oil Corporation 
The Rath Packing Company 
The Personal Products Corporation 
Packard Motor Car Company 
Parke, Davis & Company 
Northern Paper Mills 
The Centaur-Caldwell Division 
of Sterling Drug, Inc. 


1933 


Bissell Carpet Sweeper Company 
Frankfort Distillers Corporation 


1935 


General Aniline & Film Corporation 
The National Sugar Refining Company 
Bristol-Myers Company 


1936 


Life Savers Corporation 
Drake Bakeries, Incorporated 


1937 


Motor Wheel Corporation 
The Singer Sewing Machine Company 
Metropolitan Life Insurance Company 


1938 


Thomas J. Lipton, Ine. 
Time, Inc. 
The Drackett Company 


Sanforized Division of Cluett; 
Peabody & Co., Inc. 
Cannon Mills, Ine. 


1939 


Simmons Company 


1940 


Hotels Statler Company, Inc. 
American Can Company 

Royal Typewriter Company, Ine; 
Lever Brothers Company 


John F. Jelke Company 


1941 


The Pullman Company 
Celanese Corporation of America 


1942 


Consolidated Vultee Aircraft 
Corporation 


1943 


Good Housekeeping Magazine 

Petri Wine Company 

The Goodyear Tire & Rubber 
Company, Inc. 

General Electric Company 


1945 


Duffy-Mott Company, Inc. 
Hunt Foods Ine. 

Purity Bakeries 

Hammond Instrument Company 


1946 


Pepsi-Cola Company 
(Evervess Sparkling Water) 

O’Cedar Corp’n. 

Chester H. Roth Co., Ine. 

Dictaphone Corporation 

Northam Warren Corporation 


1947 


The Permanente Metals Corporation; 
and Permanente Products 
Company 


Bigelow-Sanford Carpet Co., Ine. 
Scovill Manufacturing Company 
Jos. Schlitz Brewing Company 


YOUNG & RUBICAM, INC. 


ADVERTISING 
New York Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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: . |shields and wider, scientific tread , ’ . 
Goodrich Drive ‘for reduced skidding and road New BF Goodrich lire Chic 
i Cae. hum. White sidewalls are un- / oie , 
al G! spon is delivering Promotes New —_inarrea by. identification mark_| rides vour car on: Now 
= = | ings. WD YN , « 
st over 550,000 . . . and sales are Top Quality Tire The Cleveland office of Batten, e| a i| Class 
increasing monthly. And you know SPORT Axron—The B. F. Goodrich | Barton, Durstine & Osborn pre- ve vel pl lov HICAG 
f sam | Company here is introducing its| pared the copy. “ma 
gets read because circulation is 95% news- new Premium Quality Silvertown duaipindtbagbaaas t spee 
tire in four-color pages in na-| Owens-Illinois Expands fied adve 
stand. What a buy! tional magazines, beginning) 6. 21. minois Glass C nating 
May 22. Toledo, hae purchpeed all conmnen prior to ¢ 
_The ads, which show the new) stock of the Blair Veneer Com- last week 
tire resting on a red velvet pillow,| pany, North Troy, Vt., and its The pr 
feature the theme, “New B. F.| wholly-owned subsidiary, Ver - the resu 
Goodrich tire rides your car on; mont Plywood, Hancock, Vt. Blair in parts « 
a velvet pillow.” The first ad,)and Vermont, hardwood manu- the first 
sub-headed “Research keeps B. F. | facturers, will operate under pres- meecodrich trike agi 
Goodrich first in rubber,” appears|@t management as part of the| ope wis began las 
May 22 in The Saturday Evening American Structural Products| veBpé 4 ; 
a, Reg veg. ey: he | Company, Owens subsidiary. e claimed 
a June - oa a and in the ommmqnetpanbly PREMIUM—The first premium tire of. able ~ 
une issue of Holiday.” . 2 as . fered by the B. F. Goodrich Co. since use of p 
The initial ad claims that the Begins Printing Service the war bows in this four-color page ads. Unt 
tire “combines a larger air cham-| Dick Malone, formerly with} May 22 in The Saturday Evening Post. were acc 
ber with less air pressure for a| W. F. Hall Printing Company and | day thro 
noticeably softer ride. Steering is <a cadediog oY new’ scant a + through | 
oer road fight reduced.” Other supplies department of the Chi- Mullins Adds 3, By? 
features listed are stronger rayon cago Paper Company for the serv- cess 1 
cords, “double thick” nylon shock | ice of the printing trades. . netic pal 
Drops 2 Magazines 9." 
cut out é 
. columns 
Since tl 
orCostReasons Beso 
ing, they 
? Warren, O.—Marshall Adams, moved it 
e advertising and sales promotion The cl 
manager of Mullins Mfg. Com- typed in 
a pany, meant what he said at the they app 
Association of National Advertis- are place 
. ers meeting last month. ized boa! 
He said then that the audience made up 
20 30 40 of one mass magazine is remark- oe oO 
AGE ably like that of any other mass the € 
| MEDIAN 34.9 YRS. magazine, and that he had found verts thi 
WOMEN'S SERVICE no material difference in them by une etch 
MAGAZINES the coupon returns they produced [Pe rt, 
(AA, April 19). ‘Bach Co 
Last week he put this into ac- ion in it 
tion officially, announcing that the — 
Youngstown Kitchen manufac- anbed 
| MEDIAN AGE 33.7YRS. PR 
- ' ~ turer in the last six months this "Palen 
. : a 
GENERAL WEEKLIES 39 YEARS OF BUYING EXPECTANCY year will add three magazines and the Trib 
drop two it has been using, at no 
|extra cost to the company. 
One of the magazines dropped 
i is Life. The three added—each of ronme 
© MEDIAN AGE 33.6 YRS. which Mullins has used in the cw a 
past—are Collier’s, McCall’s and ‘Anglers 
GENERAL MONTHLIES 39 YEARS OF BUYING EXPECTANCY Woman’s. Home Companion. Miller-G 
Others to be used from July handle i 
through December are American newspap 
Home, Better Homes & Gardens, publicati 
Country Gentleman, Farm Jour- 
, YRS. | nal, Ladies’ Home Journal, Path- Swett’: 
SCREEN i nea finder, Newsweek, The Saturday Williat 
AND v és Evening Post and True Story. vice-pre: 
NES Adds 4th Basis ead of 
ce) an’ 
rane In addition, Mr. Adams told AA elected 7 
| that beginning July 1 the com- = 
| pany will apply cost of sale data 
L | to future selections of media. This 
AGE 20 30 40 50 60 70 is a new fourth basis he has given 
| for selecting magazines. 
A study of consumer inquiries 
over a long period has convinced 


Mullins that as far as its own 

product is concerned, there is 

little, if any, difference between 

the audiences of the mass maga- # 

zines it has used. “This lack of 

difference,” Mr. Adams says, “jus- 

tifies considering cost per paxe 

per 1,000, cost per 100 readers 

and cost per inquiry as primary 

factors in media selection to the 

extent of dropping any high cost 

medium in favor of a lower cco 

medium, within the grov? 

studied.” \ 
To add the cost per sale fact r 

apparently implies an_intensi\e 

study of sales data at retail leve «. 

“The company said last we « 

that more than “5,000,000 fu’ - 


The additional 10 years of Buying Expectancy of the readers of the 
Screen and Romance magazines — predominantly young house- 
wives or about to be and, therefore, your new market—is an import- 


ant factor in the selection of magazines that must sell merchandise. 


Contributed for the better understanding of our market by 


9 TRUE CONFESSIONS a ee Ren ce 

Kitchen national magazine sche - 

FAWCETT W0 M EN S GRO UP MOVIE STORY ule. for the last six. meet. by 
MOTION PICTURE che magazines and dro - 


EDITED FOR WOMEN IN THEIR TWENTIES... THE YEARS OF DECISION 


| Penn Promotes Clark 


R. V. Clark, Dayton distri ' 
manager of Penn Electric Swit: | 4 


| Company, Goshen, Ind., has be: 

| named manager of heating contr 
sales, with headquarters 

| Goshen. 


, 
if 


FAWCETT PUBLICATIONS Inc. + 67 West 44th St., New York 18, N.Y. 
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‘Chicago Tribune’ Transfers Carr, Baker 
of American Airlines to Philadel- 
“HIcAGO — Development of a|W. Baker, who has been trans- 

ge advertising pages by climi- Nelson Joins Distiller 
last week by the Chicago Tribune.|/has been appointed production 
in parts of the want ad section for Products Corporation, New York. 
began last Nov. 24. The Tribune Algene Sportswear, New York, 


"ertising Age, r, 1940 
F Wilfrid A. Carr has been trans- 
Now Magnetizes ferred from the New York office 
347 | |phia, where he will be district 
Classified Ads | sales manager, succeeding Richard | 
P “magnetic make-up process” ferred to San Francisco. 
, speeds preparation of classi- 
nating the pasting down of art Irving F. Nelson, formerly with 
prior to engraving was announced | the Kudner Agency, New York, 
The process has made possible|manager of the advertising de- 
the resumption of daily changes|partment of National Distillers 
the first time since the printers’ 
strike against Chicago newspapers | Algene to Ideas 
claimed that the process will en-|has appointed Advertising Ideas, | 
able daily copy changes, without|New York, to handle its adver- | 


THIS LOCATION 


dominates the famous 8 mile 
Atlantic City Boardwalk. 


YOUR ADVERTISING MESSAGE 


displayed on this 34 mile, head-on location 
will completely cover the tremendous 
crowds of millions who visit the World's 
Playground every year. 


WRITE TODAY FOR DETAILS 


The B.C. Maxwell Co.Atantic City NJ, 


—_—_—_ - _ae sr we 


use of printers, for all classified 
ads. Until now most classified ads 
were accepted only to run Mon- 
day through Thursday or Friday 
through Sunday. 

The Tribune said that the pro- 
cess involves typing ads on mag- 
netic paper, coated on the back 
with iron dust, after which ads are | 
cut out and arranged in classified | 
columns on a magnetized board. 
Since the magnetization holds 
them firmly in place without past- 
ing, they can be rearranged, or re- 
moved intact for later use. 

The classified ads then are re- 
typed in the type face in which 
they appear in the newspaper and | 
are placed again on the magnet-| 
ized board. When one column is | 
made up it is photographed and | 
vasted on a layout sheet. 

“The engraving department con- | 
verts this sheet into a page-size 
line etching and cuts the columns | 
apart,” the Tribune explained. 
Each column is then put in posi- | 
tion in its proper page form. The) 
ompleted page form then goes 
through normal stereotyping and 
pressroom channels.” 

Patents are being applied for, 
the Tribune said. 


Fenno to Miller-Gould 


Fenno Publishing Company, 
New York, publisher of the! 
‘Anglers’ Almanac,” has named 
Miller-Gould & Co., New York, to 
handle its advertising. Magazines, | 
newspapers, direct mail and trade | 
publications will be used. 


Swett’s Boosts Mueller 


William F, Mueller, executive 
vice-president and general man-_| 
ager of Dr. Swett’s Root Beer 
Company, New York, has been. 
elected president of the company. | 


xf 


» Why 


tising. 


Know that your Spanish 


You would be surprised at the number of 
discrepancies that creep into the Latin Ameri- 
can export literature used by U. S. firms. In 
nearly all cases they are the result of translat- 
ing domestic literature into Spanish without 
taking mto consideration the many little differences be- 
tween our culture and that of our neighboring republics. 


Sometimes these little slips are serious enough to com- 
pletely destroy the effect of the message. In most cases, 
however, they cause but a smile. 


But either way they mark the exporter as an amateur. 


To gain the most from the large potential markets of 
Mexico, Central and South America, your export literature 
must be written and illustrated in conformity with the buy- 
ing habits of the peoples to whom you are selling. Mere 
literal translation of U. S. material is not enough. 

To help companies prepare and produce more effective 
printed matter for use south of the border, the John Maher 
Printing Co. offers its complete Latin American Depart- 
ment, the staff of which 1s exceptionally well qualified to 
help you. 

First: It consists of men who are natives of the countries 
in which you are selling. These men know your Latin 
American customers intimately. They keep in close touch 
with what is happening in their homelands by frequent 
return trips. 


John Maher ?iating Company 
Creators of fine domestic and export printing 


DEPT. AA-14 *% 2001 S. CALUMET AVE. 
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export literature is right 


Second: Each man is an expert in a selected field, such 
as radio and electronics, foods, pharmaceuticals, beverages, 
machinery, packaging and many others. 

Third: Every man on the staff is sales-minded. Each has 
a background of advertising, sales promotion and selling. 


From the production standpoint, the John Maher 
Printing Co. offers you still further advantages. Typesetters 
and proofreaders are thoroughly familiar with the language. 
For many years Maher has printed a number of successful 
Spanish language business papers for Latin America. 


The mechanical equipment in the Maher plant is un- 
surpassed for quality production of jobs of all sizes... 
quickly and economically. 


Maher’s personalized production service relieves you of 
all tedious production details, yet leaves you in perfect 
control of the work being done. 


Try the Maher Latin American service (in part or in 
whole) on the next printed mat- 
ter you produce for Mexico, 
Central or South America. You 
will see for yourself that this is 
the setup you have been waiting 
for . . . the best of everything 
under one management. 


Send Today fora 
copy of “Preparing 
Effective Printed Matter 
for Latin America®’ 


® CHicaGco 16, ttt. 
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re a ae m Park Forest... a new city of fied o 

In 1948 30,000 people is rapidly be- 
: ing built in one operation. 
The first 250 families have already moved in, 
and this number will increase steadily as the 
project moves toward completion. 
30,000 people—living, working, playing, spending in 
Park Forest —America’s first “planned city.” Here’s a 
market, created almost overnight, of greater impor- 
tance than Reno, Nevada or Danbury, Connecticut. 
It has no scattered stores, no “preferred locations.” 
Its 30,000 customers will do all their buying at a main 
shopping center—under one roof. This “planned city” 
is just one example of the changes taking place con- 
stantly in major markets across the nation. Because 
these markets are changing almost daily—yesterday’s 
sales program won’t produce today’s sales. 
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USC .. 


HEARST ADVERTISING SERVICE KNOWS THE CHANGING 
MARKET. HERE’S WHAT LEADING SALES EXECUTIVES SAY: 


Liquor Sales Manager 


“This is wonderful! I’ve spent weeks 
trying to figure out the most efficient 
and fruitful territory re-assignments for 
my salesmen. This Control solves my 
problem.” 


all 
\ 
| 
\ 


‘ 


Refrigeration Manufacturer 


“These books will be of top value in 
our study as to whether our own sales 
organization handles refrigerators or 
whether we use distributors—they are 
the best things we have seen, enabling 
* to visualize our own potential mar- 
ets. ° 


In 9 major markets across the country, H.A.S. men are ready to aid 
sales and advertising executives in the vital analysis of changing local 
markets. Ready with the amazingly complete Sales Operating Con- 
trols, showing retail outlets in 18 product classifications for every 
shopping center and shopping street. This complete and accurate 
close-up of major markets was compiled, mapped, charted and classi- 
fied on the spot by local men who know local conditions. 


« 


Advertising Executive—Drugs 


“T have never conceived of as complete 
a marketing analysis job as you folks 
have created; unquestionably it’s the 
best thing I’ve seen—I want the to 

officials of accounts I handle to see this.” 


Leading Retail Chain 


“In our expansion plans these Controls 
give us the best market visualization 
we have ever seen; we want to use them 
in each city where you have them.” 


In addition to the Sales Operating Controls, H.A.S. men have at 
their command all the resources of Hearst Newspapers’ Research and 
Marketing Departments in 9 markets that annually turn in 22% 
billion dollars in retail sales. Perhaps this marketing service can be of 
value to you as it has to so many sales and advertising executives in a 
wide range of product classifications. Call or write the Hearst Adver- 
tising Service man nearest you. 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Herbert W. Beyea, General Manager 
959 8th Avenue, New York 19, N. Y.—Offices in principal cities 


Representing 


San Francisco Examiner 


New York Journal-American Detroit Times 
Baltimore News-Post American 


Pittsburgh Sun-Telegraph 


Boston Record-American Advertiser 
Albany Times Union 


Los Angeles Examiner 
Chicago Herald-American 
Seattle Post-Intelligencer 
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‘Plugs Floor Coverings Lawrence Appley Heads 


Congoleum-Nairn, Inc., Kearny, Am. Management Group 
N. J., will launch a campaign for| Jawrence A. Appley 
| floor and wall coverings with color | yjce - president of I 


NEED HUMAN-INTEREST RESEARCH? 


Alexander McQueen serves national! ad- 
vertisers with keen human-interest stories 
S products. Popular, interesting, 


ALEXANDER McQUEEN 
5222 N. Lakewood, Chicago 40, Ill. 
Phone RAV. 9010 


issue of Life and July issue of| 


|Country Gentleman. The agency| dent 


tater Montgomery 10 
spreads beginning in the June 21 Ward & Co., Chicago, has been ap- ai 4 _ 
pointed presi-| 
Of the sit order 


Advertising Age, May 24, 1948 


APRIL SALES OF CHAIN STORES 


April ~ Jo Gain —— 4 Months ———-,, % ©). 
| Food Chains “1948 1947 or Loss 1948 1947 OF Loss 
former | Jewel . eveecceceeces S 11,275,093 $ 9,310,136 +21.2 -$ 44,962,533 $ 36,297,973 +735 
Kroger Co. 63,47! 626 58,669,747 +8.0 246,866 692 225,263,153 +-/)9 

| National Tea ...... 20,363,987 16,000,957 +27.2 82,920,595 60,512,054 
Group Total $ 83,980,840 +-13.4 $ 374,749,820 $ 322,073,180 + 5. 


Pek vadan $ 95,110,706 


lis McCann-Erickson, New York. American Man-| jSears, Roebuck . $203,959,303 $160,701,303 +26.9 $ 538,427,826 $ 427,007.18 +24 
agement As-| Spiegel Searae ond captecte 11,660,456 10,820,699 -+-7.7 39,486,880 38,130,903 -~ 35 
sociation, New) t*Montgomery Ward . 115,382,431 99,623,310 +15.8 298, | 16,367 sssiuess 
—, rm: E.| Group Total ........... $215,619,759 $171,522,002 +25.7 $ 577,914,706 $ 465,138,091 +242 
: 9) 
we IN THE 1-3 POCKET 2ucr 7 Psidet sot ef 
eee a oar $ 3,598,745 $ 3,683,788 —2.3 $ 14,460,385 $ 14,608,568 - | 9 
\ ny 12 years,| Walgreen ............... 12,518,565 12,178,506 +4.1 51,518,565 48,595,665 - 40 
Re as been named — 
s Over 37,000 circulation, in- \ a to the newly cre- Group Total ........... $ 16,117,310 $ 15,862,294 -+16.0 $ 65,978,950 $ 63,204,233 — 44 
cluding 28,000 league ond 2515 ated eet se Nee recone | $ 733,289 $ 577,300 +27.0 $ 1,998,119 $ 1,666,585 
* @.28 ® or ; ngerman i gases a R +27. " , J 7.9 
city association officials. The only Me —— Beck, A. S. Shoe Corp... 3,680:904  4,095'123 —10.6  13/015(057  13,102°365 97 
magazine with 100% coverage of L. A. Appley T. 4APpl€y, @/ Bond Stores ...... . 6,534,071 6,759,981 —3.3 25, 137,387 25,433,303 2 
5336 certified Bowling establishments. chai ‘ former deputy Batter, Ores, “eens ngs tees 12.975.517 a + oe 42,821,162 5.8 
: ‘ |chairman an ex j j onsolidated Retail Stores 969, | 710,316 +9. 10,808, 10,085 28 7.2 
, pouting market, wide open after of the War Ma ae oe Edison Bros. ......-..+.- 6116964 6518134 —6.1 -23:155'922 20,960,988 + 10's 
our years, produces $291 ,000,- | 0: : npower Commis-/ Grant, W. T. ..........-. 16,960,273  18.706.375 +9.3 60,684,422 57,731,568 5. 
00 annually—three times as much | sion, will leave Montgomery Ward | Grayson-Robinson Stores. 5.991.625 4,754,268 -+-26.0 20,493,149 14,104.88) +453 
os pro baseball July J, but will continue to serve lorem pe. Siow Somee buses ste utes Wit 
re |as a director of the company ani 2 te... ' 742 7" 357000 5, 
, . “7 ae: 426,000 2,742,000 —11.5 8,771,000 8,357,000 +50 
Cea 86h l(t 2 yaaa are Tunas —. Women ama 1! 
. : : Se Wh Ui caccvdsocbene " ,669, —?9, 608, 643, 44 
e Official! Publication of gem Bus Account sore ee i ae +20 LE yd By 4 135 
¢ x : a cérie Jase - 4 ; : +4. ¢ A ‘ ‘ A) 
te a ele ickeeiciatem | lranscontinental Bus System| Velville Shoe Corp. ..... 5'552,930  4:775.613 +163 21,832,178 20.929'495 4.43 
has named Lannan & Sanders,| {Mercantile Stores ...... 481,900 8,923,200 +6.3 26,514,100 24,848,500 4.7 
eee LSaMee Inc, a newly formed Dallas ad. Pe ee tie 7s) fae | ee ole 
rar: 3 +s : : ellan Stores ........ 4, 610, +/, 423, 112, 13.0 
THE BOWLER’'S MAGAZINE MILWAUKEE 12, WISCONSIN. vertising agency, as its national Murphy, TE cei cr si wan 9,321,569 9,244,104 +0.8" 36,264.47! 31,359, 784 Tike 
advertising representative. Neisner Bros. ............ 3,954,693 3,949,698 +0.1 15,117,959 12,978,114 +165 
 vesceksene’ 62,343,964 59,244,118 +5.2 221,920,090 201,241,323 +4928 
= Rose's 5-10-25 ...... 1,150,762 1.151.283 4, 103,000 4,023,787 42.0 
tSterchi Bros. 1,281,557 1,168,664 +9.6 2,490,366 2,317,171 +74 
Western Auto ......... 10,385,000 9,672,000 -+7.4 34,041 000 31,689,000 74 
Woolworth, F. W. ...... 43:317,435  46.424.737 —4.5 177,103,638 =: 164,449,781 +77 
Group Total ........... $274, 141,803 $273,826,016 +0.1 -$ 996,079,195 $ 918,207,179 +85 
Combined: Total ....... $600,989,578 $545,191,152 +10.2 $2,014,722,67! $1,768,622,683 +4-13.9 


IN CLAY COUNTY!! 


Clay County, Tennessee 
lay in the path of dev- 
astating flood waters. 

There was no news- 
paper link with the 
outside world to warn the people. Telephone lines were down. 

No means of communication—save one. WSM. 

Yes, WSM was there. Keeping Clay County listeners 
abreast of the flood news. Warning them in time to save 
lives and reduce destruction. Directing sufferers to relief 
stations and safety. 

This flood was not an everyday occurrence. But it was 
typical of WSM’s constant service to our listeners. Service 


dence of folks who look 
NASHVILLE 


upon WSM, not as just 
another radio station, but 

HARRY STONE, Gen, Mor., IRVING WAUGH, Com. Mgr. © EDWARD PETRY & CO., Nat’! Rep. 

50,000 WATTS © CLEAR CKANNEL © 650 KILOCYCLES © NBC AFFILIATE 


as a trusted friend. 


*Not included in totals. *Three month period. {Two month period. 


Biggest Technical 
Display for NAB 


Los ANGELES — Visitors to the| Cees 
(26th annual NAs convention in| Am. Express Schedules 


'Los Angeles witnessed the largest | * . ’ . 
'display of technical radio equip- Reminder Campaign 
The American Express Com- 


ment and services ever assembled | . , ‘ 
: any, New York, which is discon- 
at an NAB convention. | pany, 


| tinuing network radio for the sum- 

More than 100 rooms and 8,000 mer, at least, has scheduled a “‘re- 
square feet in the ballroom and| minder” campaign in 40 news- 
| ballroom foyer of the Biltmore! papers and three magazines start- 
Hotel housed the countless ex-|ing in June. The drive, through 
hibits. Every major radio equip-|J. M. Mathes, Inc., New York, will 
ment manufacturing company in run for three months. The com- 


|America was on hand to demon-| Pany’s first venture into network 
‘strate its equipment. | radio ended May 19 with the can- 


| cellation of “Vox Pop” on ABC. 


face and convert the television’s 
30 frames per second to motion 
picture’s 24 frames per second by 
electronic means. 


| Television, naturally, came in ee a 

|for the lion’s share of interest . . . 

| among visiting broadcasters. Vis-| Altizer Joins Wittner 

itors walking into the ballroom), R. G. Altizer, formerly adver- 
‘saw their own figures being | tising manager of Sperry Prod- 


‘ ; _|ucts, Inc., Hoboken, N. J., has 
projected onto . = television | joined Fred Wittner Advertising, 
screen. Latest theater television|New york, as an account execu- 
equipment was presented and | tive. 


demonstrated to convention vis- | 


itors by the Society of Motion Pic- | NRA Elects Marriott 
ture Engineers, cooperating .with | J. Willard Marriott, president 


| Warner Brothers Studio and : 

: . 2 - | of the Hot Shoppes, Washington, 
Radio Corporation of America. /has been elected president of the 
Convention-goers also witnessed | National Restaurant Association. 

'a demonstration of the Paramount | 


television broadcasting transcrip- | WLAW Names Raymer 
‘tion process which employs a spe- The Paul H. Raymer Company 


cial motion picture camera tO) 1.5 been appointed national sales 
photograph television images as representative for Station WLAW, 
they appear on the cathode tube’s Lawrence, Mass. 


These two big RCS 
’stat plants hum with 
business, and get out large-quantity 
orders in amazing time! No order is too 
small, or too large, for RCS 
quick-quality ’stat service. 


All Phones: STATE 5977 
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Drug Makers Bad 


Shift of Ad Cases 
from FIC to Court 


WASHINGTON — Drug and cos- 
metic manufacturers were repre- 
sented here as “whole hog” for 
the O’Hara bill (H. R. 3871), re- 
organizing the FTC and forcing it 
to go to the lower federal courts 
for its enforcement powers. 

On the final day of hearings be- | 
fore a highly sympathetic House) 
interstate commerce committee, | 
James F. Hoge, Proprietary Asso- | 
ciation counsel, contended that | 
FTC procedures are unfair, costly, | 
and “an assembly iine method” | 
of trying cases. | 

Noting that the Food and Drug) 
Administration obtains all its en- 
forcement judgments from the 
lower federal courts, Mr. Hoge ar- 
gued that the proposed reconstruc- | 
tion of FTC would place the rul-| 
ings on misleading advertising in | 
the same tribunal as the rulings | 
on misleading labeling. 


Calls Ads ‘Extension’ 


“As it is now, the federal courts | 
are the tribunal which tries the | 
cases in which labeling of food, | 
drugs, cosmetics and therapeutic 
devices is alleged to be mis- 
branded,” he pointed out. “The 
advertising of the commodities is 
nothing more than an extension 
of the labeling. The subject mat- 
ter of the advertising is either 
identical with that on the labeling | 
or related to it, or an extension | 
of it.” 

Individual private attorneys and 
FTC staff members waged an up- | 
hill defense against the effort to | 
deprive FTC of the right to hear | 
its own cases and issue orders. 

Associate General Counsel Wal- | 
ter Wooden protested that the bill | 
would spread responsibility for | 
fair trade practices among 85 fed-| 
eral district courts and 190 district | 
judges. 

“The FTC is dealing with prob- | 
lems of monopoly and business 
practices which, if not solved, will 
destroy our boasted system of free 
competitive enterprise, the only 
economic foundation for the polit- 
ical democracy we have known,” 
Mr. Wooden said. “A solution of 
those problems would be imperiled 
by destroying, through this bill, 
the most vital functions of the) 
agency which was expressly de- 
signed to deal with them.” 


MacGruder Moves 


W. W. MacGruder, Inc., Denver 
advertising agency, has moved to) 
the Empire Savings building, 1654 
California St. 


Gets Pharmacal Account 


Stewart-Lovick & Macpherson, 
Toronto, has been appointed to di- 
rec! the advertising of the Canada 
Pharmacal Company, London, Ont. 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH » SALES! 


We e up! 15 million American Negroes 
bu food, drinks, drugs, cosmetics, 
oth r products. They have 10 billion 
do irs to spend! Tell them what you 
ha’. to sell. The best way is through 
®* ° publications, the Negroes’ own 
th ‘papers and magazines. Through 
| ‘ a you make friends with the most 
°: | customers in the world. Tremen- 
profits are made through adver- 
& to this great and growing mar- 
" For full details write Interstate 
"ted Newspapers, Inc., 545 Fifth 
‘'» N. ¥., serving America’s leading 
ac. -rtisers for over a decade. 
NE TE: We now have facts compiled by the 
fe * Research Co. of America on brand 
the renese of Negroes from coast to coast, 
a ad Y study of its kind ever made. Write now 
is free information. 


Appoints Whelpley 
| William H. Whelpley, manager | 
of 


the frame sales department of 
Bausch & Lomb Optical Company, 
Rochester, 


manager. 


Refsdal Joins Nelson 


Palmer Refsdal, formerly of the 
Foulke Agency, Minneapolis, has 
joined Russ Nelson Advertising 
Agency, Minneapolis, in charge of 
production. 


N. Y., has been ap-| 
| pointed assistant ophthalmic sales 


|Promotes Terry 


Maynard B. Terry, manager of 
equipment sales, has been named 
general sales manager of the 
American Brakeblok division of 
American Brake Shoe Company. 


|He will continue to make his 


headquarters in Detroit. 


Appoints Fritz 

Herbert E. Fritz has been ap- 
pointed sales promotion manager 
of Robert & Mander Corporation, 


| 


Mrs. Ross to Kohinoor 


Mrs. Haydon Ross, formerly with 
the Monsanto Chemical Company, 
New York, has been appointed 
promotion director of Waldes 
Kohinoor, Inc., Long Island City, 
N. Y., maker of Waldes Kover- 
Zip. 


| Names Rose-Martin 


Firm-O-Lid Pot, Inc., Fort 
Wayne, Ind., maker of a plastic- 
|top individual tea and coffee pot, 


| Hatboro, Pa., range manufacturer.| has appointed Rose-Martin, New 


| York, 


to handle its advertising. 
Business papers and direct mail 
will be used, followed by a con- 
sumer campaign in the late fall. 


Radio: 1948 


Revolutionary changes 
are here. New strategy 
is vital. Send for my 7 
month study “What's 
Going On In Radio?”. 
Price: %10.00. 


Box 7072, Advertising Age 
100 E. Ohio St., Chicago fi, fll. 


Your advertising gets more readers per thousand 
circulation in POPULAR MECHANICS because our 
readers—having the P M. Mind—read ads deliberately. 


TO SELL ANYTHING MEN BUY... 


Reach the 


shampoo... 
tires . 


% That means ANYTHING from shoes to } 
razors 
. . watches, cars, radios, golf balls, pipe 
tobacco, cameras, 


to raincoats... ties to 


é3 
we 


shotguns, fishing rods, 


rh Seka 
tae ce” 


railway vacation trips —a_ list without end. 


More than ONE MILLION circulation 
. «+ more than 4'; MILLION male readers 
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Most Direct Mail 
Useless, Planned 
by Novices: Mayer 


ATtLantic Crry—Over 75% of 
the country’s direct mail advertis- 
ing should be thrown into the gar- 
bage can, Edward N. Mayer Jr., 
president of James Gray, Inc., 
New York, told members of the 
New Jersey Savings and Loan 
League. 

“Less than 7% of all direct 
mail advertising is planned by so- 
called experts,’”’ Mr. Mayer said at 


the league’s 39th annual meeting | 


here. “The rest is done by you 
in your own offices, you who think 
you are experts because you can 
write a letter.” 

Pointing out that direct mail 
has several definite advantages 
over other media, he nevertheless 
contended that some of the ad- 
vantages claimed for it are not 
completely true. The statement 
that direct mail ads have no com- 


$144,000,000 a Year 
On Suits! * 


Yes, the Joe Civilians really be- 
lieve in being well-dressed! They 
represent a substantial part of the 
buyers’ market—and spend a total 
of 5 billions annually! 


You sell these reader-families most 
effectively by advertising in Foreign 
Service. Here’s why: Readers de- 
cide the editorial policy at annual 
V.F.W. meetings. This means the 
staff knows what readers want. This 
accounts for the high interest and 
thorough readership demonstrated 
by a recent Starch Survey.** If 
you're selling wearing apparel, or 
any product for the average family, 
get results by advertising in 
Foreign Service! 
* Based on a minimum of one 

$40 suit per year for 3,600,000 


adults in 1,300,000 (A BC.) 
reader -families 


* Write for 
FREE copy of 
Starch Survey 1947. 


a a ee 


'and read me. 


| petition for attention is open to 


question, he said. 

“Although in theory there is no 
competition, when your mail 
reaches your prospect at his home 
or his office it has to be twice as 
good because it interrupts,” he de- 
clared. “Newspaper and radio ad- 
vertising is expected and con- 
sciously bought. 
vertising interrupts. 
and says ‘Stop what you are doing 


, 99 


Direct mail ad-| 
It walks in| 


are selectivity, flexibility, the fact 
it is confidential and the fact it 
is action advertising, he stated. 


Lists Seven Principles 


The only completely successful 
advertising campaign, he said, is 
a coordinated effort involving the 
use of several media. 


of this country come not from di- 


rect mail, not from radio, not from | 


| newspapers, not from billboards,” 


“The great advertising successes | 


from a coordinated and carefully 

correlated use of all advertising 

media.” sociates, Milwaukee, has resign =< 
He listed seven basic principles | the account of Rite-Way Produ + 

of good direct mail advertising. |\ Company, Chicago, maker of mi! <. 

They are determination of the ob- ing machines and other produ t: 

jective; addressing correctly to for the farm market. 

the right list; showing what the _—__— 

product does for the prospect; : 

making the format and layout s| “Saar Agency : 

the personality of the business; | meria rd Bik heed hy Tabs = 

providing an easy manner for the| sauce, has placed its advertis 

prospect to reply; repetition of the) with Fitzgerald Advertis ne 


Resigns Rite-Way 


Klau-Van Pietersom-Dunlap » s- 


Chief advantages of direct mail| Mr. Mayer declared. “They come | message, and testing of mailings. | Agency, New Orleans. 
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Dif Appoints Agency 
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Dif Corporation, a division of 
gnus Chemical Corporation, 
wood, N. J., has appointed 
nch & Preston, New York, to 
dle advertising of Dif washing 
der and hand cleaner. 


ow Gets Spic and Span 


& Gamble Company, 
cinnati, will transfer advertis- 
. of Spic and Span July 1 from 


neer-Fitzgerald-Sample to the) 


ww Company, New York. 


_C&EI to Erwin, Wasey 


The Chicago & Eastern Illinois 
Railroad has placed its advertis- 
ing with Erwin, Wasey & Co., Chi- 
cago. The account was formerly 
handled by Charles Daniel Frey 
Advertising Agency, Chicago. 


To Stanley Musselman 


Stanley Musselman, Inc., New 
York, has been named to direct 
the advertising of the New Eng- 
s Baking Company, Pawtucket, 
R. I. 


Argus Breaks 
Second $1,000 
Dealer Contest 


ANN ARBOR, MicH.—As a result 
of the success of its window dis- 
play contest last December, Argus, 
Inc., this June will open another 
$1,000 prize contest for the best 
dealer windows built around a/| 
|spread in The Saturday Evening | 
Post. 


The “Vacation time is Argus 
time” campaign, which opens in 
the June 12 Post, also is sched- 
uled to run in The Camera, Col- 
lier’s, Minicam, Popular Photog- 
raphy, Popular Science Monthly, 
U. S. Camera and all photographic 
trade publications. 

A survey after the first contest 


last December disclosed that 1,500) 


dealers had participated in the 
Christmas campaign, and _ that 
89% of the dealers who responded 
said that the displays had defi- 


The scene: A farm in Mid-America 


The time: Dead of night 


That's when the wheatleggers strike. While the farmer sleeps, they pile their 


truck high with bushel after bushel of his precious grain — then race away 


in the night. 


Fantastic? Not if you know the price of wheat! Wheatlegging is happening 


in Mid-America, which grows nearly twice as much grain as all the rest of 


the country! 


Clearly, Mid-America has the wealthier farm families. And here is directed 


92% of Capper’s Farmer circulation 


their own wealthy area! 


reaching the top families even in 


These progressive folk welcome the practical, down-to-earth ideas on 


better farming and better living they always find in Capper’s Farmer. They 


believe in the magazine. Your advertisements in Capper’s Farmer share in the 
confidence of its 1,300,000 leading Mid-America farm families. 


the magazine 


farm people 


believe in... 


TOPEKA, KANSAS 


nitely increased interest in Argus 
products. 

Ninety-eight per cent of the 
dealers requested other seasonal 
display features, and the majority 
thought that Christmas and the 
summer vacation season were the 
best times for such display pro- 
motions. 


'Adds Norman B. Norman 


Norman B. Norman, formerly 
executive vice-president of Nor- 
man A. Mack & Co., has joined 
| Research Institute of America, 
New York, in a sales capacity. 


Moves to New Offices 


International Mailers, Inc., has 
moved its offices and plant to 
larger quarters at 669 W. Wash- 
ington Blvd., Chicago 6. 


Haram to Furman 

S. A. Haram. & Co., New York, 
food packer, has appointed the 
Furman Company, New York, to 
handle its advertising. 


(Advertisement) 


A Neglected 
Market for Mass 
Cultivation 


By Frank C. Murphy 
Vice-President and Media 
Director, Geare-Marston, 


Inc., Philadelphia 


Mass advertising, more than 
any other single factor, is respon- 
/sible for the tremendous records 
| of distribution hung up by Ameri- 
|can business. It brought huge re- 
| wards to the pioneers. Even to- 
day, you can put across a new 
product by mass advertising tech- 
| niques. But you’ll have much 
‘tougher sledding. Competition is 
| razor-sharp. Mass advertising is 
|Said to be approaching the sat- 
| uration point. 
| But is it? Is mass advertising 
‘really being used where dollar 
'sales volume is greatest? 

The answer depends largely on 
what product you make. If you 
make cigarettes, the answer is 
“ves.” Or canned soup, automo- 
biles, or shoes. 

But maybe you make metal- 
working machinery. Or pumps. 
Valves, industrial belting, elec- 
trical resistors. How many man- 
|ufacturers “mass advertise” these 
| products? You know the answer. 
Yet here is the largest mass mar- 
ket in the world. The American 
business market. Smaller in num- 
bers of people than the consumer 
market ... but four times greater 
in dollar volume of purchases. 
Surely, here is a vast, opportunity. 

Several manufacturers already 
/use the mass technique here. By 
|splashing their messages across 
the board, throughout industry 
and business, they have succeeded 
in etching their names in the 
minds of this huge market. They 
do not pretend to seek out just the 
right people or groups. Rather 
they reach out for the entire mar- 
ket, knowing that buying stems 
from many sources other than the 
immediate user or purchasing 
agent. 

But the surface has hardly been 
scratched in this enormous mar- 
ket. True, the present users of 
mass methods are reaping great 
rewards. But there is yet plenty 
of room for many more to follow 
in this path . . . with equally prof- 
itable results. 

By taking monthly pages in 
such publications as Nations Busi- 
ness, Business Week, United States 
News, Fortune, Time, Newsweek, 
‘etc. you reach this biggest market 
'on earth. I always keep this mass 
| method in mind when I set down 
my recommendations to clients. 
You will find it advantageous to 
do so, too. 
| This column is sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 
ing the business market of Amer- 
1ca. 


= 3 : : : e ; 2: a ae pies oe > ae ge “i god ees Po A = a aloe Sa ee | A wae Se pear BA ey 
a . a ores : oe ' a ; P| bia ae oD i: Ag, = Ee cet sles 28 Bi yo ee ae ‘ni she en de sin a oe 
: ‘ jon tease Bit an é E ay ee Ga ee a { 4 = 2 = ; cy = 0 ] Met i ¥ ne “ 
Lo : Pex pe eee ee Ae Pi ees: : F Sy te cs =o . i th : Ss # Pi s Ban LA eek nd ee ef} z de rae Lerma 
ep . a gd ne or pee ; See. sles oe Wecae ag 74 ort igi: ae ; j as ee “ th e ag + ¥ 4 Se \ c a ‘i ri 4 ‘a ee ae me 
: att raat el sks as Pees on ated pes te ae G Pe ie Soe ee ‘ ot ais “ ee ee t <= igs Pane P Li ff. et 
Se ee ae i ee ee ner tee SS ee oe ac ek Se. ae ; ogee 
Pye eee. ee ee ey See Cee eee ety ee ye See rc > eT eee eee ee ad ue an 3 a ae ae a se tea eS Penis at Pi : ‘ve fe 5 a . = Se ee 
Be eipbicitie ig pag a Sees | aie a ae ae 9 g LB)” = Sea eis ye Ere ‘ a State Se ie ps A See te ee ee TE "a Po 2G te kart: Fn oe =o — ‘ad gm i ae! N34 Sil = 2 hai ea 
ae ee RR OR i ti em ie ee oe aa es Ae I a Rie ee ee 
Rapa BAT awe). tg Be UP - a 7 bie ot ee Oley an oe ea ce hee ete r ¥ Be at goa ae a | Bis tik ang aE ahd te Br ete Pe, ae * = ae: = ae ener ee es oh ee 
ae ci erat 2 G ae ies 5 Ty Sad oi ioe hae te Peewee. Ae Ai ae ie tes hace wn a a aay ey =e iad ae Om <igeee a ; Sage Ae a ap Brae 4 Se nr ah Be 
- ah ae ae and Lute aot eae o> er gale & —eo _ iar bie eo Fah Sie wie a eee; a ie 4 Bae oa = = i A Se E " yt? Soe in Ae er 3 i caine Sal “a2 : ‘ : , Yee ig 
. net a ys oe ee - wice aa 3 ae & 7 é vi ho : "7 ‘ . : ‘ ‘ss * 4 i ; ‘7 ¥ ‘ ye i sie + i A ae 
a RT ae a 
. y oy, . a7; 5 il ae 
Po PO : ie 
‘a es 
S. — mis 
ee a 
ad | Beis: 
ts - 
lk. 
ts ' : oo 
; wes 
es ee ————————————————————_ , 
“=a 
, —_ 
my 3 
r 
co 7 
ng 
ng ee 
Ac P feo 
: en ee 
ete 
| E 
a (ei Aaa 
a , oie 
be, 
Bi ‘ ° j 
hey | 
} 
a aE ; 
rs gail 
‘ BP nstiet (CI 
i Ae te 
ere 
a 
a 
ae 
: aa 
: a 
Fd ¢ 
ff 
al ‘ r } : 
ae 
ae 
Nr ‘ - 
gus " 
es : 
ea | : 
. 
aii ¥ " ath i t atria cr wae t 
4 * " A e # arr) ba sty Pai tia = | oo 
, lw y uf : % ‘ we i Atha » “ae ie ait i TER ge 8 ERE RR Mg tet PAT ce 
Ar na AN eh Sean i Se ba ee a ia, 
= ae 
a 
Bet: 
> - 
— 
isk 
oe 
ee dae 
‘ae 
ee 
oh 
PO 
0 
‘fi 
Bee 
Br 
icone 
* pe 
poet 
ery. 
i cen 
4a ee ieee 
ame 
i oe AS 
Eid a ais 
To cee 
~ 
ee 
beh 
i 
, ° . , ee é a “ 
ee 
a 
oy 
. _ > 
ae aaa 
: ce - : nit vik 
a 2g pa 
oF oy 
: a 
: ao. 
* eis 
‘ra 
re 
yi Be ad : 
ug ieee 
Pe 
: + a ae" 
is iB * pt a 
at, oe 
is . ite | Samat! 
os : / oR ce 
‘ley . a eae oer 
ee , ie a 
z- ; ¥ 
! Po ; 7 
Re ; ¥ x ‘ ‘ i 
; 2 
\ es 4 
j 7 
a 
ee Ph. 
Bi 
aie 
5 a 
ee 
ion 
oe ms 
“ae 
A aap aie as 
F eg ae 
less Ga 
i Bey nega 
ees 
es de en 
‘ . ; ; : 
rae aorey ae : peers Bat se me 2 : oe : 3 ee : ® ae” ye Ming ee ces 
nao NeSNS Fe age Teer het GE pete gs eetbe ae Gigs a ees i , pK ot ee ae acer Seatheorses 2% ‘ : cee U rene oe . c ee \ cs = at Zi ax. Fa gee ya gah fo Paes p's vee 
EL ee Ee ey SOE n = SK NEOEE MO T RS rs cR SURE RE Det MEN Si Sal aad Res on a ee kage ccc eet ea es a RSE ODay CoN wa a Ee gh AR aN ER A A” DR a 
, ; . . ire ‘ i , ; ee he 8 Fthdieg Ryo nn hee ee 


- 2a Se SS 
a toe 4 Pe x ee sa re 
> 2: hirer, ae" RET? eT ee : ; : f ae a Bb ae ae 
7 Stee Fe es yl ; i a. Sad be Poe he ei. a Ss re aes ¥ : ae oo pk, ee pair ae ertee 1-% 
tS ay > ee has i abe = oe ee me a, ie eee Be atin : oii ce a Ae my jae ate poe 
ee eae eee igo : Re atid To r '; Sis mie ek beer los yh a ae ee Te ee ae ¥ ee “ie ele Ae ae ee ee eke ees Bn i 
one * cat Y ees ‘cs et A gd lone Be at eee + ie _ eae ety ji 2aoees a ee ae r 2 * 2 ’ cae sade” icine Sag. ga sae i ms ore We 
ben ae As aa ‘ F a ae eae ne: 4 Seay es re eee a SSS ROS “eee <a BP oe geeti: ae Fe a ae ee : Or ee pe ee Oe is | = Peo Ser roe Lagos re 
Re alee ig Nig Le a +h aa oy = es = ee Cee: eee 4 So; ee are ae a. eee ery aa ee eee ae _ a ie Galea gem s oe Pee ae eee 2 
Ste Se ee aeons ee fog oe ee ee ee ee age as < - oe  —— Scere ee a. ae a al ee aN A Ac 
ieee Bs "ed, : ree ee Bead oe eae ieee Ger gs Ya ae Dee Sige. ee 5 ge ee ame er ae Be uy ae renee Sue eae eae ee ie ee ae ; i Aiea Te agi Soe aig Gore 
Me Lares Bee ee Giri, sila. 08 he ee . i Se ees % re a; eer SS #3 Po ee 4 RRS eT eee Wee ne ee ee, deen ek eS ee ew, ae Poot a eS aye 
Pe hee bee nt Maggs ee ce ee a ee gt aie se eS ica ea “1 eee ee Oe ey a ee eer ae Bos en ee ea fee ee ie ee Re 
os agtoh Tees om pe Tyee oe os ee as: ee 1 igi ek aM on. one |e aie ieee <b ee eee. ee ie geen es se 2 NE GOR ase, (ay th Cat recat 
Santee sete peace ela ih, | Fer . 4 Pe a ey eg ee ae <a il Be, 6 Pe gy eet pr Oe ee pe ge ic hg ae ae Pura Sep ee ete 
: oe Pi? galas * a ee ees eee Pier Ae! Set We. Sees: Sires i Be es | ea fe ae 2 Roeser ee Re ee ee ge eee ees f 
be ies eerie: ae ee aes eae a thane ee. oe es tame Se a ? : 
Co Lae ey eee hey me Cie eee ee coe BA eee Fy ee eee fed a sere See ees ae igs eee : ‘ * . oes . 
ane A io) i aa Se ye a ol : es | eee Saenger? “r if : sees * . . Ry Pie ASS PRT “a re ee ae ee } 
A Ree ere, Be dG “a eal ca, aa erat Py ay : . : awe, gare bik ee ce: ce , : 
ies, eo Wane Sais ip i she se ae ot ae ‘ 2 * " PRS + a ag ee pga ere . 4 t 
co ee er me Ce a eee gua s , . ea ae Me ay hed She ‘ a * * 
ar een : . , See es Pato , 4 . y 
Mee se . < cam ig ay ; ‘ 
x > % a tig * 
- ig adie BS : a eae P ‘ " 3 ; : 
ae SaaS 
coe eee : r 
ae " ‘e ce ea meme * A E 
‘ bg 4 we : 
é £ B: ; 
4 & s ? - 
asia, : 7 : > re : yi ‘ mn p 
= gee > i , a oz 
eames ae ’ apa % , " a 
vee 2 c i ‘ . 
ah 7 te ’ + m ‘ 
: % ‘ 2 : - 
r a of ¢ I y Rae | ai ae i 
ae ) ‘ A :" - 
a a ; : : . 
aes a ae ’ ni 7 
sf ag Bx, ¥ ee ae 
ee , : BS : : Fs 
Bae : ‘ x +. 
pe peaee i : i 3 
i ; i ae ‘ - 
3 4 Ke a " 
4 i se : : : sae e a4 
‘ bad he * 3 y , “i e a - 
ae wn , a % Aas 7 : 7 ; 
ve daar ce. wee ee - S a 7 
ae , x . em ; * ‘ e 
a y . ¥ ae woes —— - 
Pas dey : Seat ae : a! Pcs 4 4 
7 ; : : my ee a a nit J = 
. F $ : F _ pits a 
- Fs : | piccor ra ; ‘ 
; rs ; P : ; ’ 
. ; site ae : ; o oii 
i ay 7 t i es i : 
; . : i es j 5 2 i, j 
| : : oe ka a a 
Ree ct ye bee, ie ee: ost : ; 
ee er ie Gre i es lee : . 
(Sah eve my Me Mee 1s = et iy ‘ a > ” 3 
Bice? | : ee a ; : 2 “ea 
a | . Coa . ‘ Gg . .”. oZ- 
or eI | ? a et 6 eee 7 a meee : ike * , 
eee 1 3 : De peed pie S87 ci : ‘ ee 
ce Se - 4 i cars Oe. are 7 i: : ial 
a | ; aa’ ake a eae : : J. ; Gi 
= be < 7 . Pe F 
spd FE, | : oes oe 7 7 _ + ‘ ao +: a F 
f c 7 . t 4 aes ¥ 
x : x - , 2 ~ 3 a ae * 
‘Be 7 Pes ms : ~ ¢ * - ci ogi p j ; 
Ld . i" i 7 * 7 ite P. y oa 4 
am od Hes. & - e * 3 ‘s al en 
" ; a o Me : ee, , wher igs ‘ 
5 . . : ” ‘epee ’ ‘ _ ‘eae 
od eer an ee oo ' ¥ ; ty 3 : : oe ’ 
: ER Oe: is g : a # i sig 5 ¢ oe “a or 
- A A are , : : ‘ k i; . Akt ; m a és e Sige 
i ; , | | bis . " ———— 
ia re 1 pe IN ail ne er eas we p MOS ol weit the, glare cee bs i me ee, | ae Be. eC , aoa s 
i‘ i ig, ’ a b Aes ae ae % Meer meee Peg ee ¥ is Shia ite Bones oa. ee gare 4 
mags ' P ea * cs 2 ae ee en TE as I ? Cae Ge ares. HO he a ht aan ae lee a 
= : \ ae «ie ee se. 23 ae Oe & epee ae Seve es *,  aeaee y3 a a lo ee a 
2 - i. + ea is ‘2 . P Levee PP, igh fo ag a det eee es 2 gy ite a 3 Sig “ — a eS +e 4 
_ Pr % es ie gaat tel aa gees a Peg! ag By iia pin a os: Pee sei ih Tile  . a ee sii" 
Pia , sit ie ie a ee eS a ae ee a es ct Se ie ee se Mae ed ae fo A a oS a a ae ; 
oe ‘in pee Ree < me : ore ‘ aR ne pices, ee Bo poe bid na & ty gee i Ft eS ae te i a Z i —. a ey ay 4 
- 4 5 Sas Be Res ie goa : ae ee 2g a Penn ee! Fok pee ae Bi ee . so RES pie es Rae in, 55, z Peet I oe er ae F ae , 
=, — = a ok OI tac tal et ea eS aes oe. + pee 1 Sh ah OUR oe geet, ee oe. iT ae , 
; i Wah, j i. er aes Seca she e; Pea SUEY Sa eee ee a a ee gee oe peor sa eae | age Od oe ; gt 4 
| e. ie . 4 — 925 RD aaah a, cok pie Getta eee ee PDS bis ks Pere: SE diene thi, ee ps 8 = ow al a ee : : 
| ae ma es BERS). oe ae Stet) ta julede 20 Te aa ed Be eer ia, a Oe : ‘ : ae i 
q eae , Bey: an Nee ee beds Bite Nate Ie? ME ea ai? Bi, > Tig ON aa re Sa aa whic ees ies 3 : a ee . : a P eo: 
; ‘ a jag S We oo. ae ieee ene peel © ee se! 7 Taare em ER Pe ae 4 Mee 2g ig sae % ‘ . mf 2 
Yi Pp 4 as ee Tas ae eRe ais 0. eB 3 5 Ree Be. pices as Sone te " is, a ; a ia é 
ie oo a Bx ? ce ae a ee Pr es ee es ie shy SAS oe ie aie ae foe Go) cr ke ie : a eae Sas 32 ee ae . a — Beret D oy 
a, ee ae >. “nll — ae ae Ge lew ee ie 4 Sipeienns tortie Se ON ke eee ea CE ae ts r ‘ a a j x 
ae ae re oe ee er aie fe ee Anes S: a Bee pas PO" od ee ee ee ae i ; ‘ 
4 he eM oe i Sige at Se ae y a oe ee tee Sore fee eas Cone ine Be eis oe 6 hy ee is er a ‘ 
ee ‘ i oe a > ae it 8 ok Saree Per Ss eee a eat : , : us vacua Me ie ws 2 
Me ‘ aoa ae ae bas the Spe. a leg Oe oo Ss . Fe da a.2' eg Ss Si eae ie aa. eager e * 
oe et } t = ; ; a Po age ae bey 5 : ae: mee % e eo ee ee ae Oe Cc ne = 4 el = 
aoe if . 3 P ‘care j es ‘ Ri see,” 1 eee Mees Ber oo eee ee same Teri y. oe — a re ae 
Sauk pe : = " ; gy: Pe eee. bo ee ee ae Ni ee Fea RMR eS 900 ie ke eon eZ Pe Ts (rk 4 Oe eS APS a . % ‘ge 0 a 
oes ai a ee ee oe Gir ge 4, Ba Toad a ee eo Ot ey eer Reema ae renee <7 ee es at k. i — ; ae. ee 
:% Hs = ' F F come Aylmer ee et yo 4 a ee Soe eee Bove Wel st i eee A aati ee aoa Ae eet oe Barry ao pate Tr eee Ee 2 ae i P ae 
ee Yomi 7 oe ip ee 3.0.” ee. oe een ee, en oie a. ae 
4 a. d i ee nS OC er ba ae ee, Eel Si. MN A a ea “Sane aS ee ate Be" cote 7 aie ee na Slee = : ; : aS 
go 7 st tN ™ “ me (nad ie ee ae Seer, ges ies ei ay me ek ee Meg : ge ae Oe Sp r eo ie gee Sree! oo ‘ F a poe : 
- . _ ie Ae ie Ft eee ae E - : OE SNe cae as > i ‘e SBE MEW ee tints ied 2s ede Sa Tene? e ‘ee “a i 
cai a loses 3 ac ie a I Bio eae a 1 cpt ab Tee Oa ive 5 ; rf es rhe te Pe oo pe Bs og eae a oS ae Le s P % le 
iy one é s ee Ree ty CB ogg eae a he eee ie a bs i ed eee | eas yr cos aaa BF pes Fat a * a 
et a ae : : a et eh See: ate ey or ee ae 1 vd a Hee <a pee er ; ees. <4 : = a 
eee a be 7 8, lg, 2 Sa er ‘ : : ee nc ae ee 5 a ae ee eee ie ees So Vee EP ar be ee 
ies —e ig RS oe aS Nek Aine egal ta, m a nae Os Se al a ee a oe ee eee Se ge. CR een 2 =. ae 
ene a ye a a eo eee a SBT aS RY Post erie Pee: 2 ae ee as Bb a eS or Ore 3 Do ee ets é es ee ; mM . ¥ ea 
ol — ce — Be ee ir be ie ae i ego pth fede bi comets ape Te APR eink eR? ye Ra Ft oe. Go ee pee ae) 
a Pike —— ee all ae ees oF ie Oe cea rama ee lig: wee em bite e ae ogee ° Bam Digs Neato ? , om ae Tiss es fis ba § 4 ene 
ats pita ‘oe me fee SS eer 5 See ee Vee. Sethe ei fee i ae eee ee bs: } a. 
pa oe i * ; Be a. oe ee ee eee SR i ps of UT eek aad ‘ : cat st Fs ee kn ce ‘ es be peat ke 
ne a oe —— Beet yes eae ete ee eo ph a ee “eq ee Bh ie oe ee ech i ke gi Te pee eon Te ee, eutle Ayr a a kg Aa 
ek — ‘pam’ SS 8, a ee . ek ie areata Ben aie eT Pega ok Sey S ‘AC acs ae q & i 
= tiem : sa % 8 Oa rte ie a eae ae ‘ieee oi ke i ee Pedes 7 et ti eee Ee ae so i 
ere. as Ree. ee ssi Se ie acer eee a! ee ts rar ee. —- at 
ican it ea Ss ae ay Sa lactate: . er at Shes oo ; chon 9 Ae Ate Me ig EN, hae es. ee ee ag me ce 8 ig 
Aca Soe ar tome” ie: . Sig Ge ee eee 1 yaa Pe Lee oe te ee Baa eae aa 2 le A hii cS | ‘ 
Eg gee wad eT ee ee - ee Ning Seas ne (A age re 5 sa ae bt ee ee a pee ERE geen o , £ : 
a as ' a ‘2a 7 ne eee TO es ee, ia tide ; - rs 
ae ee ! eee ie ia Pay ee Lat ia eee Met: ‘ aa a 4 ie 
ce ale Perec a ‘ gies , a f { ‘ s Bt , i : 
i : y a . J : ie, ) “4 . - es a ae ; 
; as -# ee ai, mh Sa sie — ee) 
: : = ie, a oe o g Pee ae 
| : s a: " ~ & oe vo — ee ae , 
ra Se . 4 > sg 1 Ry r 4 Pe os ee um ss ae cg i amen ss 7 a _ ay 
ay Bese Saat Che eae ate is j ee aay, nek OR a ee eed eg Soo ine a es 
, : : rae : Br eds eels ae ila ia oa ay ee Beet en aes PMO ene oi Beihai pees ee 2 ae sir on — G 
z : = “i i ieee 5 lee ae eae EN ay iar mae wie aes Pate ge es Le ee re eae feed ame ee, Se ee ae eg a . i Mapai Cea te - d 
| _ Rs . cee Meee - Sa arimnaii s RR I oe, Pee a GORE oS Rear i shies aegih fala PR ee P Rane hy a Bie a” 
y - ¥r ae Rae IC eee oie oe.) ANS Sa a ly ama RE Ete Ga ae. i IO oss oy a ie aes ied el es ae ate oi re Mena prec It yes Siete eras Be: 
: : ere) Le Pee Os A a eae tle ia RAR err ae en WEE ee 4 ee See rae a4 Pee ky ee ey Pica kesh iee Vee. a 
- + oe ae ree ee eee pe cae I at ae  ekergepey tet See Susur. et on ee Vat ny eh e en Gee ata ge | 5S ai eae eee, 
2 “ eo Cane fier cb ates nn eke * Pa A ince eee ae ee ee ee te Yar. Die ey ee a ig ee ee Pe Sa nics Magh TP oy ae . A ey ay 
a mt ens Meee i sce aa dee ek, oar ee a Peak kas ah, Se agi rE, ene oe ay Sopa meaye gt Ana oto, | ee 2. 
| lead ee ae i he eae et ke Po culty: ae ee es ee a Peers ee 3 ee ees Bee ae ae 
eens. is ih ee " iii a ee Re ome nh ne ee Bi phi yl Pig Gres PSO ae ee go a: a 
I tees en a. F a . os eam Pies. Scar wea ‘i ss Bi ih. meme? Pe ied a . ey ia acs a 
oe i =, em = : ‘. x Pte. Si arte cle ee Bic aa. Bre pl ee bE SER Sarees a eles het eae el eee eye ee ree, aes 
A ae ret: “hg ‘ A i te fe are Povgrne ee ee eR Bey "pe ee -S : area ae = via eae er) Fear bea Os anaes Cone te. aaa oo) 
| eee ae 7 ted ‘ Sp aa. ee ee ee Tse) ee aaa a pee eo oe er ee pte 8 . 4 Ne Mig nc ad goasn ee ee. 
eee: iret 7 ‘een * an isd a Or ee ee i: Nt tye Le a en as ae eos oe a. ee ae) i ga Ne be as Ta pee ee ee 
Sane xi i cn oe ~ ee iets oa i les eh ke Ser, 7 eet kere it Ng flag: 8 SES ae ere ES i ae Peete eS See Lae a oe 
Sie : Pe. ae "ie aa > Bt 4 4 ek coe “oo aa aet See : eG eee i ta a ane aba a ar Bea Se a 
ee ao ag ge ae ; a : aeenre ieee sy lice Te ge tage eet iat a ees ar 5 = Pe as fe a E a 
<eues best tee tke Potala E " Re om oe ae ae ite ae See eat A ea ai ee mea “it a ee ates See at i ON ee Pig 1 ae 
ae a eam tat mi — ae Sonik lata ake Maa pees . (ae ag ea eR ae ES EE EAS Seat eR Lr A ey genes: - 2a 
ia al Seige a eg ma ee =a ae ey as ae ee Se eee Te eee es eae eee a os. oa ace eae a ees .o = eg Re 
ieee Sa estab ak ai er ; oa eee ee Cs, i gee aa Mee eam i eiebmemecrse. ~—*\ Rea aers ae bine eee ape Trae aes j, aa Bec 
4 ee Cg OMe eee yay eee _. rae eee, “ ei suey eo En eee. oes See ee fe Me a ee eric tee i: seat eee a: : be ey Be, 
less i sll eee WR hg SI ae Be 2 te oe ane ae ; 7 ge eR je oat ae , qed ple pene: She 8 LBA a Smee ea eae alegre cae aR re Bi ee su asm ao an Cie esas 
A ee yl NE - Pe a aes Beh Seca” se aa bere s iets ee aes tare tae DO Ag Oe Se Mr Set ge Partie ae hor ar auee Pe. eee ae Hee oh a ee 
Pst ke ata Se Lae. ee go Sinemet = Pe eee es eee Ee ees ne ee ee cia ag a Deer eae Paras : Mean 2 re Om pene 
iy een ae Bas ENT ae j ae ae iti: eae ites coe Oey eee Be be ee elite syne 8 nee cilia eM tae. see kee a 
Ree fi 6 aaa ety oer eS ee ieee ee Ee OPE Oe eae 1 teen! eee! orc ae Ss eaaene is a oes or eae Se FS 0 ee 
REEL 08 , Rae oe ee a a es a 1 ae ee eS ee aes BE OO ot trae ce cutee eee eC 
PRs pies Ol 2 La ee Sa i a eet ol ce 4 fe Scie een eis Pere eS ee = = hae ie Nie aia Ne aie ee ee) cece Tae (pee eo eee fh oer a ee 
pe Ty erase ps eas Ap be eee f. Peete ner Foot ieee a pte eI oe yaa le ee ee oa ss ee Sop Tak eins sae , ae scan an ies Se ae a 
aig’ ee ee eget ae ae es, i i a ae . pt Meee Pes. Sy. PR faa tS naa Lge Gee iat pee eee IN: et ek ee Seeeeoe ayy te ee egy a oa “a alae | ee Tk Sees ae eae gate, Wen yes har * eA a ae Ge he Pia Wie age ae 
ah oe cat i ae ieee te Rs. awedtnn, Weeow 0) A aie ae fo ca ees Pi eed oe (oe ee Oe Ce . Soe a ee ee ar a a ak el Ses ie a 
7 pS eg i yo ee (Saye eee ae 34) ees Gee ee 2 See penn ee eae Ba St eth ae ee Bas at sent, Ge ag ed eg a) ee i eae Sie Bae Pte: Ce eee perme, A Batic. cele Sey oe a Bo) See.) a ae 
ye Pee, eo Mn ee A see ae A eve eee TIN aa 6 -— eee cae a ee CT yee CE ek Pee ne Ce ee ee i aa 2, al 2 eee rae ee 
DT cote ade - het eee, . Shay eet 5 he Gee Wats: a = aes Re eee eee Se Sle emotes Sy eee Peay ae Fee uay pee ge eS ho Pega: ee Mere Sh ae = re ew be ,) 
oe Bip 3 pes Same Voy Dee set a ae . ihe wee ae ee ec ao 3 = Be re ui tree oc Sage te ia eee pepe” on Be we ee ar re hy Pe em es oy i, ae oe ae Mee oe BW hi i oe eee 
Roars \ 4 cal pe ee eee ee es ee eee aee rn aaa Bo ee ae et oe ee PEG. en he mv Catia 5") ae ince oe a Sage i bs isaieg att . lage a See 
eat 2 ee i een toe een ee shea eae bol See so pre ueae e e = ee ee aie eee Sees ees oe a ae : coe ie i 
apmaeeeh See ee ‘ees WEE PET PAL eas ee hae oo), ae ee < Seat el Se Sears Ry series Gere att Sa a ee Se Rhos ie 5 Pe ie Be Wao Oe as ite inet -—. a ee i ce ne 
ee - ae ee or ie eae pte eae ie Taeage So oe eh aaa ee ager ae ee oe oy ig aes th et ig soy ee Lo Co hae fae joo Le ee 
: aaa =, : ssi oT am See ee ee ee See slgeteaie cia) 4. tiie Pa ea cy ae None ea a a lk te ile ss oh ay a ee isi" argc aes os Ss ee ‘ Ra ae etal a.) 
ge ? m hs Aes ps tae “ie A. aes ae Oo eee ae Bi eS aga gehts Bite Pr : pride ON Ga, re ‘ : eae. a ST soe Di a 
A 7 etm z ea te ee gs 2 oe Meee cherie. ae sla ororee niet Sees Sait ne ge Ber OS aiken. Wee aes eet veep EINE Gas ye i ¥ tg phen a ree bs Pr. > ae 
veal ae Oe 3 ica eae oh Te ‘ale et Pa gu ef Ba ‘ada gees “piles oS fee ae i Somes e, Ceiaoial Was ieee aes Fhe es is _ ; ore tM os eee se 
are : 5 eee ae ee a Se ‘a Nag agmeges Fears pt ee eG ae : Pe aie ae DE Os ae ae : : es, —— 
Ere we Bare ee eR ee eos albus e j ra Bie i eee oe ena ee ease ks ant ae 7 a: 
aS on ate ei ere ald oa ae eS ee Ae \ eer Bo ae : Beg eg Boe: a. 
les aa ee eee co ee pees co ‘ ee sr * ae ae ae 3 a Fe oe — ‘Se ca a 
; > * sea ae ‘te age a oh é aes ise 2 een ae Sa al eae pee eer oe ae ‘it 
J : , | Rah eae eas 5 fut’ eee sh 4 Ree” ns ee Si a ae ae Nip ae ‘ a Teoh, oe —_ ‘Gee ate ® er Ns a 
eer fn) ee ee ee ee a24 Ses ee Eee eae Se: ae mn Ra ae cit uF Sees. 5. tee eee 
Vie / BM Se ee z a oo ee Ris POS eerie 2 ia ea Bes ati... canned meee 
peers } ; ee [ene Ocoee es ee ey ne Nie gitar et se ple Ce eta So ge eee Poe. Pare pce te eae 2 2 
| ogee rae sles ae, eo gee . Le aes ee cd eke Scotia : eee tae" fas be ee a: 
i | eels ee ce ios 4 ed Bee ie hee spread ee, AAS. ue a ag? > pee yt es eee a oe et Lis tay ase ea aS Re ans os ate ae ree = ee 
eae ean Sc ea eae s Pee irae dee eae as. Ge op a ey eee Wie 15 Pet r a eS 2 
lal a ee ee Bes UR ee i ees eee a 
aa anes Me oe. a fain oF Bees 8 oe ey o Loge Ate se ee ea — 
Bae e : han T a errs it eke ; a eo oe ieee ioe poe ee a Ae Sahat (eae r, 
Bcc, ae a ee TOS aie ai wee fick eee oS no ae # ee as cee : Accra a ; _ e. 
esate ie TE (a ie cabs eee: Ee oy hd a . ee es pa ee : eRe ee Tee ese ea if Tatas ae a 
eas : Sige cheat anaes, ¥ ‘ ere es ee See on are ee Ne ete ed ivaey eae ae 
So ae ae Be 27s Eee eee A oF & Z Ser a oc eth: Sis =a ean ae Ate Shee Py ee So ote tee pp ear ti ie aes 5 eee Be a 4 
os a: — Se Sie Se ine i ee mir yp Sets re ein Md Ps pes Per Ge RN esi. Sere era es den ee et ge splie igeh NE oon es heey Bie: A » 
ea ‘ee ek eat Pe | i |— = arte ees a oy Wats ae ee zi hoot oe aes oni 3 Nae gear o Usa Baal po ie Ros zo i 
Bey : ae aS ba eo eae a ee cr Re OE 7 sien ‘OS ae oe Sta he ane SO ee eee Ve ae ee: ’ 
ae eae \ at oil eMule Naa Ss ws Sig ie Se Pipe _— ote ENS ee Rs ear oe price ee ees eight pea ee a 4 as ora P 
par) : ED Seer at as args : Son a ee Se Pe oi ue OS at ere ey Ga eee fe 8 Rise dent 5 ro ye , mee i} 
Sig : ae he te tate te Grav OFfareoe F See ee RON rin ea PC ST ee le ea eo a ieee, venta a a % - Sea ‘ 
2, oe ‘ : * Ree ee, z 5 ke ee ry $ ON ea ie a ae anal eA ae PORE E ispe e arabes oe 2 
Peat, Perel ee eer ech a) PS fs Rigs or a. Bes ie, a al gach gt ey Meek t hs ae 4 e” . “hana . 
oy tee Po Sta Sh ae ahi pk bid Saleen fas JP eh eae he eee ee sles oe Metis sg on gt ee ia an he Si pert, eure eRe <m pits e b Fics 
Dg oh TES oan tea Meee a ie at yet a geo ee Fre ee ete : aes rae Sa gene a : S21, on, a aan RE a So pe ae ae Spee Se en 5 ee ¥ “3 a r.. 
2) ee a 2 Se Ni thas, ies vege ae Le AES va ec ees ae Rua aes u FE ae Sic oe ae eae, aa it. ee aie t ra — —- 
ees eee Ma be Segoe Co teenie Sook tania eater eos ae Bare vy aa Se abeaa aa gee LS ie, © 5 Pe Se Wiki we Seep aca) = ee ee ie en ae a — % 
bare ee yes baa STN aa te q E yg ae ria ge ae A elas oa rk Pe: See oe ye ae . ‘ _—— 
ae Se ee Be a Wicd oo ones or een ae wis — a 12 dO aM ae it pee ie) ss eae eas oe ae Hg a Sie Bees: oe , 
i Sa aM atc ties Ue ine eee Cy Pee cmmmi eel Mt Nemene Cal Se: ~~. 7 pees Lie ae Se, Be, eee I cs Seca 9 “whic te Se A a, oC , 
wae Wet = Ree en a. Ge a ts aise a Bert ecu e nee a aaa . L a el” a Mee Neo: Sis 5 Re Ce i gee em 2) +t ey ea aa, . , ee oS 
a oe aes i (ae oe —* GU EEi ts e SS re ne : . ie ae ae a ee ae (oe SS Ee « ‘ae ea ae eae gle Fee 0 ee 
gan ate pt Sg edie OFS SA ae a ee en ore eo Oa 2 ki ea Pp RP ot eet > on a * ie a i 5 Ee be a ae Pe eanenahic psa Le, ene a ee 6 a el geen ae BM ak) Ee rama 3 eer i ae 
a cee Be oe ee cee a tanec iat Was SO eons ces elas ; tee eo sae te. Rane fiat a ee eae er OE ce eg) 5 PRE eee hee soe > nee », ieee “Sees 
ae en yh: Ce ce ah eee ais ao ona), Fs Aas ae pee sir aa) Ge ie ES ee ae pa a oo Be yay Rey eae Se - a Bs aac: i ee ED ic allah onan eet ie hea eee ae Pie pg Noni Pt eae 2 ees 
a divas gee) ee aielig Foe Sg ce shila Sy ee tal eae ee pe. ae a, ee aac ce oF = aaa eras et: ee Pye ete ae 7? 
ike 2 bail a ey so ba eet 4 ee e ER SO "ap gina pate en Tar aia i ame te og ce Nain eee ; PR na 3. | oh en ee on Mega) eee M a ker), Ying iS Pts oat Fee tee Sat Lee ia. Se 
ue Tig | oe aN nana eM bine eT ol (eed Ee 6.) Seatac ii eee ess fee Sa dey ee A ACT ie poe BER lt BR aa oe pCa? Oy oe ee ee SMUD ey SE dP ce oa Fa a SUNN met ena Se se 
oi, ee eee peat ae ape pore ig. ear a Fs Spee pies ae OEY 5 af ean ue ES eteamz ae aes : eae he ae 1 ee vie es ee fa eee pe em Se, WS ae F 
tee Bea ee a Oe em cetnmees Sot ae tw Ts ca a Se rn Ao = ae ee bat a ae oa. (ny ee \ SE aie op evar an SS its iy men iss C2 ae AE ieee ae = 
chins S ey = Be a ga Be oe, ee Ree ek ees ae << ree 2 tae ire ne oc tema: es qe eee: A OME Seon aire oath Rel ia ae SI: Re os emia ee a a 
tae ‘igs Ses ie es Set ise pov oe fain iene pane ace mcr ae 2 See nr ieee see em ae a Rts ap a ee oe, ead ob ip came | ae Ree at a oe er ia ee re ie a 4 
rok Lae 2 BM ie als a wae gs > ike 8, een eg a ee Se gt Weare > lh eee oe ici! gee oe esc ite Nig ARE Ae aa oe i os Soe A gees Be 
eee 2 eae ‘hs oii lila Soe ea apne Saal ye 1s Sty ee cee a eee ee. a sip AT "a ee oe a ah a Se eee 2? one See sae ny eke Pre Ti Se Eee i Behe Aye ao DRESS I rato oaan “ge Nae ao r 
oe Sie mane unease eee Ss ee Sie ie. see hs a eagerness ee ee Can eo ee Ceci i er ae aed nr ae Se ered oe eo ee = 
SE es | pe a eat a Cie ie eee yee Bae 98 oS ee pe agoRse iG) ie = a ete i ie ae ee ie eal ee Mee ee rete: Breer rs ne ie 
eke ea ay eae snare sald i A Tin 5. S35 el ee aaa: oS ele on aate Qe oe ee ea . r Ne ieee ht iS he hers Oa 
ae Le ee es. Mita ce on ae ee gl is en ‘iegaen eo he SRR els ae Sot eka oes ity > coca cae ee a 
ee Re ol ie 27 RON Ae E a ih fel ore ck Sige i oe Re Whe a ait ce te i ee PL a ca eh ae a 
ree Side So A Ad Sig ees Ae ae Pee. a ey) Recs ae A ieee eg oa pay ge I eae ee ae: hae a ian a 
2 eae | pare ae ea eae wi re ea =e es ee eee baal Se a aed TS besa = bss serie PS. 
a bicie eenP a Eeiemires oh cer wh eins a oem NE | ge ae Er ee eee Te eves ao an are Oe ae anes he, een 
a Beige 1 ise er Hie, ee uae RSs oe Oo he: eS ee Me goa maa ores Dee Bid ate. acl P eo ipsa A nea eee 5 5 Re 3) are Ip 
ak es, a ie te i ee: : i ae Sis ego eT tr nS Pa ca See 6 2 alae ails gs ei aie ae eS. st Ok 5: i eatery by : e 
Ca eS ote aaah le toes eat 3 pa? ee a ate ase ea ; eas OM ie dhe aes eT ee PO eee ge ie ee m te ee Prien ea. é een: Ps ‘ : 
~ lca ae PO ae tiene me ims, ‘ah 1 ee, rs : eee Slag Le eae oe ee ae Deen tas ep Eanes, Poel ae a ee ee sh ce te es Ee leg 2 te ee ae ow, Spee a ‘ Cainer’ 4 Re _ 3 
caine: an ee ea en ahs chee Bt ding! igs as a Pat oe ea aa BL eg aaa Tg ee on ec ne tae a eee i aeoe LI = ah BAR ee a a Pee rly, ses Ce i ee < : aegis <i _— 
oa a 25) ee m5 fee el aah Pgs ao eae eet. ai RR ae os aaah oe eee Fie ses ee ge cee a nee Bat Sage eae 2 ees se ee: ee ee See ae oe tig Sela gametes a = 
r Fis Marae: a BN Cras PN oc Rare ape cara Gaara eae MOE Oe, rh, eee gh, a ae Peer yl eae agenesis oe aoe ee tT ee ea ae Sse Che a eee Oc, EE ee cola Puig ne a se ee ee a i. 
laa Sar eee ae Ata se Pere ees | Nee 5 ae Eo cy Re ote gy ers er BAS EE Pe reer, Nl el ee oe Ser ee ee ais . 
(ia aitib uke ee 2 tol ae aye ; : ae rae BY a eet ae 5S ie eae, = eae SSOP Ce ae ia a Eee eat: were Ste oe Oe ce ae ee SPORE Sages Docs Ns eae iyi es to ee ae 
Ne =e PY. gn eed 2! ane Soa : 4 ie Pape a UNE ete ace, od A Fa ipa a nee deen ae Set eee TS evn oe ee oe disstec ae ane be. ef ae aa ach 4 Fey 4 
a Zaye age aE” : ; eens ly a Oya bt Contre OS ee eee a oe is ae wot er el es Se ; ; pe ee sca seme SE ur e 
ai i Ce Saas, Ss eae : ; "5. ; Be po a eae te Pre a aa eae) ahs a te eo oe aha ee ia A ah hs Nin cain alpha ee eM ae La q as 
: } ee rs : i; i : ee sci is ao iB ‘ am ee ee ae ape oF ; te la a ihc , 3 dae eed cara pee ia ieem ae os se ES . 
yi : ahs tS oe ae eee. ail ee eee ng ed oe. cats aes eee ee uae Sh ep, eee ga i a a ake = a tosh es =e eo” ees or eS o_o an Bees,” 
eee Bee. See ete)! ioe, eee ae oa ‘ A ee ae ie gle Sa cage 2 pe a Gah Se ey eo. eee Pere) be ee ha ete oes a eek, au int techn aiaas fer live 3 eae Seo ke ee wd an a ’ 
asa mE Pes ea rears. gn Oh ee A en ee FOE ey ne eo at ee oe ath ine eee ples feito. RST 28 gle ee yar Ste eo Bias ile DROME NH tea a ne a Shetty aN ' e. F -” 
SES oN aa Toe m, Ts ey Se ee ee ines Ma ‘aa ne ad ne Se : oe 5 en tas ee ering Sm dee ye a ge o ak ee sy pe mou ae Tee eerie ire i enn ie peel poe» a ne eS E Es 
eet fe ‘ee ge ie So Sealed; Ss Mae aes eg 2 (Sewer ie = Gis ee Se ee AT eae ae ahi “aie A soins.) Rovere ne. es : splices cam ‘= : at = ee 
SUS ee Reese ot ee : PR Sats ete : : aa Ee. a ee ate a eget ag ee a i es aa ee aed ot 2 — : r a 
oe os Ce regpeeet ne os OE Ee Ur Rew eae Sc ae ick aggre ee oS is ae ie th aa a ee ee, ee : : ‘ ae 
ee era a Ca eee af rio ea ee Mee Oyaeiin Y oa Je ae Diao he a. OSG oe eye ee eae de eae ae a : i 4 
ey a ae een ee > a eee ie ) Sas S oge 
Bk oa a } ; La Cee Ss 3 i 43 tal : # 
. ’ . 
RS | es Ssh hE 3 a Be ee ee 
; st ee eat Dee Pee Go ee fae Lane: 
iret , a Ca ae a ae ah BP Re aa gare IDOE UAE SE PIS tea pric ate ier Bites Sea a 
: 1 4 ies ar eee fig SI ee oat GO cg Meme Aa By.) cP erte tg at Te A oy Lind ST Ge ER a fo 
’ a tie is at a eae Naa BOS We Sees Sone eae ee NT AMO ee Say ate : ai 
eae = nigh Bi -eumite 4 be ala aa ; eee ee te ee OY regis Nee oa ca ey aT a hae 
aS 4 C ae So Sie ener Ae oe eek ae SN peed Coxe og te PEATE ode ee 
ne 4 Sage Soe he ee Sioa yet Sd ce Ee eet Se PER i Me eee Pe Med ae LY Pen ee 5 
Pitan ‘Mas Se ee a ie Oe ax oe ee Cee eka | ds Ae eo ericel ge Rg tee a = ee 
ae rene Sis 2 y Me PS ier See ago Wie ante Oe a aah Le eee BRR so aie Lot her 
Wate AS ee LE PTS CE ee Si eer ee ieee en et : ie. 


Daily Circulation 


The Largest Evening Audience Ever 
Offered to a New York Advertiser 


PACH passing year has marked tremendous forward strides 
in Journal-American popularity. 


Since 1944, each passing year has shown the Journal-American 
piling gain on gain over the comparable six month period of 
the year before ... topping its own all-time circulation high. 


Now once again the Journal-American takes another step for- 
ward. Publisher’s statement for six months ended March 31 ] 5 2, 6 2 4 O 8 5 
records that today 711,469 families read this great newspaper. 


Publisher's Statement for six months 


This is the largest circulation in Journal-American history .. . ended March 31, 1948 

the largest evening circulation in New York's history. d ‘ Q 

It's a trend no New York advertiser can ignore. As the Journal- S UNaa ¥ | ty 
American mounts in popularity, it gains in selling power... 

entrenching itself further and further into both the reading a nd Su bu rba n 
habits and the buying habits of New Yorkers. Over a Million 
When, day after day, year after year, more of your New York The largest Sunday circulation 
customers turn to the Journal-American, it is to your profitable in Journal-American history with 
advantage to follow. more than a million or 80%of the 


total concentrated in New York's 
rich, city and suburban area. 
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A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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‘Holiday’ Shows Gain 
in Ad Linage, Revenue 


The 190-page June issue of 


Holiday, Philadelphia, establishes | 


a new record for the magazine 
with $356,470.70 in advertising 
revenue and 383 columns of ad- 
vertising in 46 different classifica- 
tions. 
in the issue totals 287 not includ- 
ing 86 school and camp adver- 


THE MAGAZINE 


of the TRADE 


HOSIERY & UNDERWEAR 
Revie 


1 WEST 34th ST., NEW YORK 1 
GUARANTEED @® CIRCULATION 


The number of advertisers | 


tisers. 

June marks the fifth consecu- 
tive month in 1948 in which Holi- 
day has shown substantial gains 
over 1947 in both advertising lin- 
age and revenue. The increase in 
advertising revenue in the June, 
1948, issue over the corresponding 
issue in 1947 totals $191,642. Holi- 
day’s circulation this year has 
averaged over 800,000. 


Silex Drive Features | 
Price Reduction | 


The Silex Company, Hartford, | 
Conn., which reduced the prices | 
of coffee makers (effective May 5) | 
to the December, 1946, level, will) 
advertise the reduced price in a) 
campaign beginning in August.) 
The ads, carrying Silex prices for 
the first time in five years, will 
appear in farm publications and 
about eight national magazines in- 
cluding Better Homes & Gardens, 
Collier’s, Good Housekeeping and 
The Saturday Evening Post. Most 
important price reduction was the 
eight-cup electric Silex, reduced | 
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WASHINGTON—Fighting before a 
hostile Senate finance committee 
to save what it can of the penalty 
taxes on margarine, the National 
Cooperative Milk Producers Fed- 
eration offered last week to forego 
all except a token tax on vendors, | 
and the 10-cent-a-pound levy on 
colored margarine. 

It placed in evidence a nation- 
wide public opinion poll by Ben- 
son & Benson, Princeton, which | 
indicated that six out of 10 do not | 
care whether they buy yellow. 
margarine, and that five out of 10) 


By STANLEY E. COHEN, Washington Editor 


‘Milk Producers Cling to Tax 
‘in Senate Margarine Hearings 


While the polls admitted only 
55% of the people aware of the 
taxes on margarine, some of its 
results were less favorable to the 
dairy case. For example, 67% 
said they were confident they 
would know whether they were 
being sold butter or margarine in 
a store; 68% felt that the taxes 
should be lifted. 

The Benson & Benson poll found 
32% using only butter; 21% using 
only margarine, and 47% using 
both, with margarine used some- 
what more. 

ok i a 

Legislation for a Census of 

Business early next year leaped 


from $10.24 to $8.95. The agency | Would not mind a tint other than | its most formidable hurdle Mon- 


is McCann-Erickson, New York. | 


yellow or white. 


day when the House rules com- 


~Zis..100.... és Toledo 


| DEFIANCE COUNTY, OHIO 


... another of the 14 counties of 
the rich Toledo Trade Are 


High land values based on high income, well-balanced 
production and progressive farming methods characterize 
Defiance County. With its highest returns from dairying, 
the county is widely known for pioneering in artificial 
breeding and for the activities of its dairy associations in 
improving the quality of herds, with emphasis on an aggres- 
sive educational program with 4H Clubs... Defiance County 


Latahl 
DEFIANCE comrry 
COUNTY 


foe 


JOHN WESTRICK 


leads its refinery area in sugar beet acreage, and general 
farm crops contribute to the county’s diversified agricultural 


income. 


..and this is the TOLEDO BLADE 


The 14 counties of the Toledo Trade Area are 
productive indeed. The progressive farmers who 
take full advantage of the naturally fertile soil 
take advantage too of the Farm Department of 
The Blade, whose ably-edited agricultural page 
has been a feature of The Blade from its begin- 


No. 69 in a series 


FARM 


John Westrick is one of 
Defiance County's progres- 
sive farmers. 
dent of the Artificial Breed- 
ers’ Association, and has 
one of the finest quality 
Holstein herds in Ohio. In 
field crops, he specializes in 
raising certified seed—oats, 
wheat and soy beans. The 
Westrick farm is fully electri- 
fied, using modern methods 
and equipment throughout. 


He is presi- 


* 


| 
| 


mittee agreed to bring the issue 
the floor within the next few day . 


Before voting favorably on the 
bill (HR. 6208), the committe 
gave its sponsor, Rep. Hare d 


Hagen (R., Minn.) an uncomfor - 
able time. Chief heckler was Re», 
Clarence Brown (R., O.), who wis 
taking his revenge for an wu.- 
comfortable week-end spent pu:z- 
zling over the manufacturing cen- 
sus form of the printing indust-y. 
| Pointing to questions such as 
|\“How many b.t.u.’s of gas dves 
| your plant use?”, Brown quipped 
that he would be just as well 
pleased if there were no more 
censuses until 1980. 

* bd a 

Postal officials are awaiting the 
“psychological moment” to unvei! 
a request for a sizable—and ex- 
pensive—building program. Ac- 
cording to Postmaster Genera} 
Jesse Donaldson, the department 
is “bursting its seams” handling 
two and a half times the 1933 mai! 
volume. With Congress consider- 
ing pay raises which will push the 
deficit beyond $600,000,000, Don- 
aldson is delaying the construction 
program in hopes that Congress 
will first reorganize mail fees to 
check the deficit spiral. He pro- 
poses increases on virtually all 
services used for business pur- 
| poses. “If postal services were re- 
quired to pay their out-of-pocket 
costs, the expansion program 
could be carried out without too 
great a burden on the treasury,” 
he holds. 

wm xe a: 

The practical, hard-headed 
breed of congressman who con- 
siders himself the paragon of 
straight thinking on federal fi- 
nances, was eating his words last 
week as the House prepared to 
have the government reassume 
| the cost of meat inspection. 

On the theory that business 
ought to pay for the _ services 
which it gets from the govern- 
|ment, the “economy bloc” de- 
| termined last year that packers 
| should reimburse the Treasury for 
| the inspectors in their plants. 

Though the idea was to save the 
taxpayers $11,000,000 a year, it 
| soon brought protests from small 
| packers. Unable to absorb this 
|extra cost, the small packer 
| claimed he was placed at a serious 
| price disadvantage. 

* * * 

Bringing its organization more 
|in line with the practices of pri- 
| vate sales organizations, Treas- 
|ury’s savings bond division last 
/'week placed entire responsibility 
|for promotion and sales in Leon 
J. Markham, former J. C. Penny 
/executive, who is to report di- 
rectly to the national bond chief, 
| Vernon L. Clark. Incidentally, 
Treasury Secretary John Snyder 
'said last week that he is “very 
| gratified” with the security loan 
|drive now under way. With more 
than 2,000 businesses and indus- 
| tries reinstating or increasing pay- 


| roll savings, the secretary finds 
| bond selling ‘at a postwar peak.” 


a: oe ws 
Regardless of the outcome of te 
1948 elections, the government cin 


'look for a stiff housekeeping next 


ning. And the farmer and the farmer's folks find 
in The Blade a whole-family paper, part and 
parcel of their daily life. Proud as it is of its city 


coverage, The Blade is no less 


usual penetration of the ENTIRE trade area 


which it serves. 


Write for booklets ‘‘This is Toledo” and ‘‘The Toledo Market” 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY MOLONEY, 


REGAN AND SCHMITT, INC. 


MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


roud of its un- 


spring. Important reshuffling of 
agencies and functions will u- 
questionably stem from the stu ‘\y 
of governmental efficiency nw 
being made by the Commission °P 
the Organization of the Executé 
Branch of the Government. T° is 
special congressional “arm,” | |- 
rected by former president Hi: °- 
bert Hoover, has experts study ' 
scores of major areas of gove) '- 
ment activity, including natio 4! 
defense, postal affairs, gove) '- 
mental statistical services, tra’ >- 


yn 


portation, agricultural activiti 


| lending agencies, procurement a ¢ 


others. Its studies are suppos 4 
to reach Congress in January. 
* * * 


More efficient procurement, a 4 
sizable savings to taxpayers wi “¢ 
sought last week in a Defense D’- 
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rtment order establishing a, 


nmon catalog and standard 
tipment for all U. S. armed 
vices. When the project is com- 
ted by special branches of the 
nitions Board, it is expected to 
e down the military shopping 
to half its present length of 
0,000 items. 
co * 7” 

Maj. Gen. Floyd L. Parks 
siepped down last week as Army 
I: formation Chief, for an overseas 
assignment. He has been replaced | 
bv Maj. Gen. Bryant E. Moore, | 
who made a brilliant record as| 
commander of the beleaguered 
u. S. garrison at stormy Trieste. 
The Army, incidentally, is entic- 
ing recruits with an offer of train- | 
ing for a “career” in public in-| 
formation. Under the plan an- 


| 


| 


control 
company, E. W. Scripps Company 


and Associated Scripps-Howard | 


Enterprises. 


Goodall Uses Video 


The Goodall Company, Cincin- | 


nati, maker of men’s suits, has 


entered the television field with | 


a series of 10-minute telecasts on 
Station WGN-TV, Chicago, to pre- 
cede 94 home games of the Chi- 
cago Cubs and White Sox. 


Federal Retires Carson 
Mrs. 


director of Federal 
Agency, New York. 


and was appointed vice-president 
in 1943. 
in 1946. 


of the parent operating | 


Laura Ellsworth Carson | 
has retired as vice-president and | 
Advertising | 
Mrs. Carson | 
|joined the agency as a copywriter | 


She became a director | 


FRANKLIN-WEBSTER OFFERS 


BISCAYNE BOULEVARD CIRCLE AT MACARTHER CAUSEWAY 


"The Hub of Miami" _ 
CIRCULATION — 72,000,000 YEARLY 
TRAFFIC— 

Automobile, Bus & Jitney Lines 
NATIONAL COVERAGE 
SIZE—23 FEET BY 70 FEET. 


MIAMI, FLORIDA 


nounced last week, 100 men, en- 
listed for three-year periods, are | 
to get three months’ on-the-job | 
training late this year with news- | 
paper editors and radio and tele-| 
vision stations. Later they will) 
hold Army information jobs over- 
seas. 
8 oo a 

For some up-to-date facts on 
non-whites, see “Housing of the 
Non-white Population, 1940-47,” 
available from the Housing and 
Home Finance Agency (Washing- 
ton 25, D.C.). Based on Census 
Bureau statistics, it shows a stream 
of non-white migration, particu- 
larly from the South, toward ur- 
ban areas. Between 1940 and 
1947, a total of 2,729,000 migrated, 
the percentage of the total non- 
white population in nonfarm areas 
rising from 65% in 1940 to 77% 
in 1947. The report shows me- 
dian non-white family income 
slightly over $1,600 compared with 
$2,700 for whites. It reports non- 
white population up one-third; 
housing occupied by it up only 
one-fourth. 


Freedom-Valvoline Ups 
Johnston and Dunmire 


Harry I. Johnston has been 
elected a director and vice-presi- 
dent in charge of sales of Free- 
dom - Valvoline Oil Company, 
Freedom, Pa. With the company 
for 27 years, Mr. Johnston was 


H. J. Dunmire 


formerly manager of sales under 
C. J. Leroux, who has resigned as 
director and _ vice-president in 
charge of sales to go into business 
for himself. 

Harold J. Dunmire, manager of 
the Butler plant, has been named | 
manager of sales, assistant to Mr. | 
Johnston. Mr. Dunmire will super- | 
Vise the sales of light products, | 
pe'rolatums, rust preventives and | 
otler specialties of the company. 


H. |. Johnston 


Scripps Trust Names 
Two Scripps, Winkler 


harles E. Scripps, grandson of 
th founder of Scripps-Howard 


| 
| 


vspapers, has been named) 
chirman of the Edward W.| 
Sipps Trust, and Robert P. | 


S:-ipps Jr., another grandson, has | 
bon appointed vice-chairman, | 
a! | Robert F. Winkler, se¢retary- | 
t! asurer. 
ack R. Howard has. been 
. ned executive vice-president of 

ipps-Howard Newspapers, as. 
£ .eral editorial manager. Jack | 
F Lockart, formerly assistant to’ 
t late John H. Sorrfells, has been | 
n ned assistant general editorial | 
n nager. Roy W. Howard, presi- | 
© at of E. W. Scripps Company and | 
pb -sident and editor of the New) 
\ rk World-Telegram, continues 
® senior of three trustees, the 
© (er two being Robert and 
C irles Scripps. The trust is the 
®° anization which holds voting | 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA « 


Not Doing So Good? 


Fishing is more likely to get results if you put your line 
where you can hope to find fish. Oil advertising is more 
likely to get results when you put your advertisement where 
you can expect to find customers .The Oil and Gas Journal 
carries your oil advertising to MORE prospective customers 
than any other oil publication. Not only does The Journal 
give you the largest number of paid subscribers . . . selec- 
tive circulation takes your advertisement straight to the men 
who actually do the buying. More oil men CONCEN- 
TRATE their reading in The Journal. That's why more and 
more advertisers are finding it pays to CONCENTRATE 
their advertising in the magazine preferred by the oil 
industry. 


“FOLLOW THE JOURNAL... 
FIRST IN THE OL INDUSTRY” 


OFFICES: NEW YORK, PITTSBURGH, CHICAGO 
LOS ANGELES, HOUSTON, ENGLAND, CANADA 
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Broker Uses Video 


Television is being used as a 
tool for explaining Wall Stree 
terminology and procedures by 
Francis I. du Pont & Co., New 
York investment broker. The firm 
has scheduled a bi-weekly series 
of spots over WABD, DuMont’s 
New York station. The drive will 
run for 13 weeks. 


‘BLACK L 


67 Eost Loke 


‘1948 Frigidaire 
Ad Budget Is Up 
100% Over 1947 


| Company Gives 500% 
Boost to Commercial 
_ Push; Uses Co-op Ads 


| Dayton—Frigidaire division of 


sumer and commercial appliances. 
Outstanding facets of the boost 


will be a 500% expansion of space | 0M a monthly basis in American | copy, will appear late this spring 

in promotion of the commercial | Home, Better Homes & Gardens,| in The American Weekly, Parade 
line, 200% boost in space for the | Family Circle, Good Housekeep-| and a group of key-city newspa- 
|consumer line, and a large budget |i™g, House Beautiful, House &| pers. 


|for co-op advertising, offered to 
| dealers for the first time. 

| With a measured expenditure of 
|more than $1,500,000 last year, the | 


''48 total is expected to rise well | 
‘above $3,000,000, although neither | 


the company nor Foote, Cone & 
Belding, its agency, offered a dol- 
lar estimate. 

A four-color spread in the May} 
15 Saturday Evening Post kicked | 
off the consumer campaign. It 
will be followed immediately by 
similar spreads in the June Better 
Homes & Gardens and the Ladies’ | 
|Home Journal, and four-color 
| pages in a long list of consumer 
publications. 


To Use Omnibus Ads 


Much of the copy will revolve) 
around the slogan: “More Frigi- | 
| daires serve more American homes | 


” 


bus” ads in one section of the list. | 
| The four-color pages will run | 


|Garden, Ladies’ Home Journal, 
'McCall’s, Parents’ Magazine, The | 
Saturday Evening Post, True! 
Story, Woman’s Day and Woman’s | 


Ads will follow a similar pattern, Matchabelli Promotes 


headed by the phrase: “This| 
month’s catalog of Frigidaire} 
products for the farm,” and will 
feature three products each month, 
with a coupon attached. 

For its dealer promotion, the 
company will run pages in a long 
list of appliance trade publica- 


tions, home economics books, and | 
trade publications in the architec- | 


tural and building, and school 
management fields. 
Nancy Sasser’s Buy-Lines also 


is on the list for a Frigidaire plug 


each week, and the company’s | 


radio show, 


Spring announcement ads, timed 
to coincide with the first magazine 


Separate Water Heater Drive 


A separate consumer drive for 
the company’s water heaters and 


Home Companion. 
Frigidaire also will conduct an | rently with the main consumer 


|}home freezers will run concur-| 


impressive campaign to give its 
dealers an assist in developing the 
|farm market. The promotion is 
| scheduled to start with black-and- 
|white spreads in June issues of 
i\Country Gentleman, Electricity 
|on the Farm, Farm Journal, Pro- 
gressive Farmer and Successful 
Farming. 

| The drive will continue with 
pages in all of the publications. 


81% 


54% 


TOILET GOODS 
& BEAUTY SHOPS 


69% 


@ JOHN S. KNIGHT, Publisher © STORY, BROOKS & FINLEY, Nat'l. Rep. 


AFFILIATED 


DRUG STORES 


91% 


HOTELS & RESTAURANTS 


63% 


69% 


JEWELERS — 


64% 


Day in day out, result-minded 
merchants of Greater Miami place 
the bulk of their ad linage in the 
well-read pages of The Miami Herald. 
You too will harvest the buying 
power of the year-round Miami 
market when you use the selling 
power of The Miami Herald, one of 
the nation’s top advertising media. 


STATION: 


ELEC. APPL. & SUPPL. 


WQAM, WQAM-FM 


FURN. & HOUSEHOLD 
65% 


Pa 


LIQUOR STORES 


62% 


—~< 


SHOE STORES 


— 


RETAIL CLASSIFICATION 
TOTALS 


61% 


|advertising in a number of the 
| shelter magazines. Black-and- 
| white half pages will be used in 
| this promotion. 

The dealer co-op campaign, an- 
nounced earlier this year, became 
effective March 15. Costs will be 
split by the dealer and the com- 
pany, without distributor partici- 
pation. Outdoor posters, spot an- 
nouncements and _ transcriptions, 
counter and window signs, cus- 
| tomer literature and one - minute 
‘color movie trailers will be sup- 
plied by the company. 

The year will see a 500% in- 
|erease in Frigidaire commercial 
equipment advertising. The new 
line was introduced to dealers at 
the sales conventions earlier this 
spring (AA, May 17) and will be 
pushed with weekly copy in Na- 
|tion’s Business and Pathfinder, 
|}and bi-weekly copy in Newsweek 
-and Time. 


Testimonial Series to Run 


| The unusual commercial series 
| will consist of 84-line testimonial 
| ads featuring business men in a 
| wide variety of fields who have 
‘installed Frigidaire equipment. 
|Each scheduled issue of all maga- 
zines will carry three of the ads, 
scattered throughout the _ book. 
| The ads show a photo of the per- 
| Son actually using his equipment, 
with a brief notation as to what it 
has meant to him. 

Again, the water cooler will get 
|a separate push in Business Week, 
| Newsweek and Time, with black- 
jand- white pages set to run 
‘throughout the remainder of the 
| year. 
| The company’s air conditioning 
‘equipment also will be featured 
in a broad campaign using two- 
| color pages in Business Week, 
| Newsweek, Pathfinder, and Time 
/on a high-frequency schedule dur- 
'ing the summer months. 
| The commercial air condition- 
‘ing equipment ads also will ap- 
| pear in 37 trade publications in 
ithe food, factory, frozen locker 
|plant, hospital, dairy, ice cream, 
air conditioning trade, architec- 
tural and building, and _ school 
management fields. Bulk of the 
ads will be full pages, with sev- 
eral spreads scattered through the 
list. 


Shows Linage Gain 


Through an error in the ma- 
terial sent us, the April linage for 
Southern Farmer, Montgomery, 
Ala., (AA, April 19) showed a 
6,000 line loss instead of a 6,000 
line gain. In other words, the fig- 
ures for April, 1948, and April, 
1947, should have been reversed. 


Buffalo’s WBEN-TV Bows 


Buffalo’s first television station, 
WBEN-TV, has begun regular 
commercial programming after 


; “Man Called X,”| 
General Motors this year will more| than any other refrigerator.”| (g:30 p.m., EDT, CBS) will con- 
than double its advertising budget | Other appliances will be featured | tinue throughout the summer, ac- 
to promote the company’s con-| in the company’s so-called “omni-| cording to present plans. 


three months of tests. 


Stoner and Pearson 

Owen Stoner, advertising ang 
sales promotion manager of Prince 
Matchabelli, Inc., New York, and 
Paul W. Pearson, sales manager of 
the company, have been elected jj. 


wie Ns £ 


Owen Stone: 


Paul Pearson 


rectors and vice-presidents of the 
organization. As_ vice-president 
and sales manager Mr. Pearson as- 
sumes the duties of L. V. Talamini, 
who recently joined the Ann Havi- 
land Company. 

Mr. Stoner joined Prince Mat- 
chabelli in January, 1948, after be- 
ing with William Filene’s Sons 
Company, Boston, for 20 years, 
Mr. Pearson was appointed sales 
manager in Sept., 1946 


IN EVERY CASE, 
WMBBD gives CBS ad- 
vertisers a bonus 
Hooper over the national ratings. 
Superior local programming plus affilia- 
tion with Peoria’s favorite network 
show results such as these (from Hooper 
Peoria Ill. Fall-Winter Report—Oct. 
1947 thru Feb., 1948): 


Program Peoria 

Hooper 
Lux Radio Theatre....... 34.1 
Arthur Godfrey*........ 31.2 
My Friend Irma......... 30.7 
Mr. and Mrs. North...... 29.1 


Big Town 
Inner Senctum atte 


Screen Guild 


Crime Photographer... . . . 20.) 
*Monday Evening Show 


Remember — WMBD has a largé! 
share of the Peoria audience tha” 4! 
other Peoria stations combined! Se¢ 
Hooper Peoria Ill. Fall-Winter Re 0". 

Oct., 1947 thru Feb., 948 


CBS Affiliate © 5000 Watts | 
Free & Peters, Inc., Nat'l. Re 
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NEW RE-TIRE BOY—This is the way 
Donald O'Connor, star of Universal | 


Pictures’ "Are You With It?" looks in a | 


sequence in which he takes the role of 

the Fisk "Time to re-tire’ boy. Fisk dis- 

tributors are being sent posters and 

other promotion material to use in ad- 

vance of the picture's showing across 
the country. 


Pick-up Buyers 
Treated Royally 
at K-F Plant 


Detro1it—Kaiser-Frazer Corpo- | 


ration has inaugurated a customer 
service unparalleled in the auto- 
mobile merchandising industry. 


it has opened Willow Cottage 
Willow Run | 


near its plant at 
where it gives pick-up customers | 
all the plush service and comfort | 
f a first-rate hotel. 
the company’s campaign to have 
customers from all over the na- 


tion come here to pick up their) 


ars and enjoy so-called free va- 
cations. 

The auto company sends cour- 
tesy cars to meet incoming cus- 
tomers at the airports, rail and 
bus terminals and drive them to 
the cottage. There maid and valet 
service at “your home for the day” 
s provided. 

Maids freshen the women’s 
frocks. Coffee and a snack are 
served before the customer is 
taken on a tour of the plant on 
the plant’s electric train. Back at 
the cottage, the customer is guest 
of K-F at dinner, after which he 
gets his new automobile at the 
100r, 

The company has prepared a 
hart to show that, by coming to 
Willow Run to pick up their cars, 
ustomers save money above their 
fares. Air fares are cheaper per 
person from any point in the 
United States than the shipping | 
cost of an auto, the chart shows. 


K-F USING MILLION 
OF CLYMER BOOKS 
Los ANGELES—Through arrange- 
nents with Floyd Clymer of Los 
Angeles, Kaiser-Frazer Corpora- | 
tion has reprinted 1,000,000 copies 
of the book, “Independent Test | 
Report and Investigation of | 
Kaiser-Frazer Cars.” 

Clymer, a publisher of motor | 
ooks and writer on automotive 
procuets, wrote the book as a re- | 
Sult of a 3,000-mile test he made 
I Kaiser car. He gives a part- | 
y-) art analysis and comments on | 
‘he -ood and bad features of saad 
_In his pro and con presentations | 
ly: er pulls no punches but re-| 
ori on every feature of the 
scr car he drove. An interest- | 
hg section of the book is the 
fa! cribed portion of the tests 
Clymer made with a Sound | 
cr er, 

T © writer also polled more 
‘a 5,000 K-F owners and 3,000 
&) -d. A breakdown of their 
‘PL ons is included. Two hun- 
‘re and fifty actual owner let- 
*rs \ppear. 
K ser-Frazer is distributing 
ie ook through its dealers. 


amb Joins Martin 

erson Lamb has joined the 
epartment of George Homer 
“' .n Associates, Newark agency. 


—S= 
* prey 


It’s part of. 


Mortimer Asks 
for Radio Share 
in Council Aid 


Los ANGELES — Reporting 


coopera- 


the council’s program. 
Mr. Mortimer pictured a three- 


fold job and opportunity ahead for | 
| the 


broadcasting industry: to 
serve the public and the nation, | 
to disarm the critics of radio and | 
to build solid good will for Amer- | 
ican radio and American business. 

According to Mr. Mortimer, 
“men who have been close to the 
council have often expressed the 
opinion that radio has reaped 
more benefits and realized more 


good—public relationswise—from | 


on|to the council’s 1948 budget has 
|radio’s share in and contribution | been tentatively set at $50,000. 

|to the work of the Advertising 
| Council, Charles G. Mortimer Jr., 
|council chairman, asked the Na- 
| tional Association of Broadcasters 
at its luncheon meeting Monday | 
| for continued support, 
tion and all-out participation in| 


The broadcasters were told by 
Mr. Mortimer that the Advertis- 

He called for financial support ing Council is now, or soon will 
from the broadcasting industry be, working on 15 campaigns 
| for the council’s activities. He an-| which fall under the _ various 
/nounced that radio’s contribution classifications of “economic and 
political education,” “national 
health and education,” “natural 


the council’s operations than any . ° 
‘other phase of advertising.” Remington Appoints 
Fahey to Sales Post 


Ralph P. Fahey has been ap- 
pointed general sales manager in 
charge of both national sales 
and service of 
the electric 


‘tied . ENE ay SP shaver division 

Biggest PR Bargain resources conservation, ; interna- | 5¢ Remington 

tional relations, national fi-| Rand, Bridge- 

| Even more important, declared nancing,” “national defense” and| port, Conn. He 
|Mr. Mortimer, is radio’s all-out | “fund-raising drives.” has been with 


| the company for 
the past 10 years. 
In 1944 Mr. 


participation and cooperation in| 
|helping the council and helping 
itself at the same time. 


Bernad to Hicks 


Bernad Creations, Yonkers, 


“You have in your hands the N. Y., novelty smoking accessories, Fahey reorgan- 
| biggest bargain i bli ized the shaver 
gain in a public rela-| has appointed Lawrence Boles service depart- 


tions buy I’ve ever seen, and I Hicks, Inc., New York, to handle 
‘can recognize a public relations its advertising. 


| bargain when I see it. I hope _ 
e Joins Needham, | Louis | with modern fixtures and staffed 


|don’t let it go by default,” 
said. | James L. Isham, formerly with| them with trained service per- 
“If radio does its job, we at | Aubrey, Moore & Wallace, has/ sonnel. 
the council can keep on with our | ot Wcclneen, an account executive —_— 
‘Dwyer to Electro-Matic 


job of shouting from the house- | cago. 
| Joseph Dwyer, formerly with 


tops and in the halls of govern-| 
ment that free American radio | ‘Food Retailing’ Moves Collins & Alexander, Chicago en- 
Food Retailing has moved its|graver, has joined the sales de- 


ment, and as na- 
tional service 
|/manager equipped 106 field offices 


Ralph Fahey 


serves the American people as no | 
other form of radio could ever) | offices to 1227 N. LaSalle St., Chi- partment of Electro- Matic En- 


serve it.” ‘ cago. 'graving Company, Chicago. 


a 


—_—— 


ae 


famous 
cover 


girts 
photographed by Benedict Frenkel 


When, as a promotion stunt in connection with the moving picture called “Powers Girl,” a 


beauty contest was run in Milwaukee, Barbara Tullgren won a trip to New York. Arriving at 


the Powers Studio in the morning, by two o'clock of the same day Barbara had posed for all the 
photographs for two full-page editorial features for Vocur. On the way up to her present top- 
ranking position as a photographic model, Barbara was “Miss Milwaukee of 1942” and National 
American Legion Queen. She is said to be the most widely traveled of all photographers 
models, has covered over 56,000 miles to make pictures on location. Loving her work in New 


York, she has refused several Hollywood offers, says she intends never to accept one. 


famous 
cover 
papers 


made by The Beckett 


Paper Company 


Color that catches the eye, texture 

that is pleasing to the touch, quality 
that assures long wear — these are the 
ingredients that make BUCKEYE and 
BECKETT COVERS the first choice of 
Keep 


inspiration at your elbow with a Beckett 


admen and printers everywhere. 


Auto-File — better than any sample book, 
it contains samples of all colors, weights 
and textures, ready for use in working up 


colortul dummies. 


TURQUOISE 


one of the 13 co 


lors in the brilliant BUCKEYE COVER line. 


\ The Beckett Paper Company 


é HAMILTON, OHIO 


Me ) YAKS 
J / [3 ly “ Ih | to be read from cover to cover... 


TT PAPER BE SURE IT HAS A COVER! 
) BEC Ta 


if you want your catalogue or booklet 
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dvertising Age, | 
Plans Whistle Campaign Kruse, New York dentist, presi- MAY ADVERTISING LINAGE IN FARM PUBLICATIONS ‘Ok 
lac ; i . : | Commercial Comme . i 
Vess Laboratories, Inc., which | for Whistle orange drink, spend- | Display Displs 
recently elected Dr. Maurice M.|ing approximately $60,000 on| Excluding Exclud 4\ 
| point-of-sale, dealer tie-ins, news- Beets oo 
|paper ads, radio spots, business -—Total Advertising——, and Classified -—Total Advertising——, and Class 
} | papers and, later on, magazines. fame Lines Pages Lincs Lines iLines Segue Eines ‘Dagen kines Siame i: 
. | 4 "ages ines "ages 4 zines ai les 
The laboratories, under the own- | Farmer, The ....... 71.4 55,972 63.1 49,473 47,170 39,49) 
ership of Dr. Kruse, cover 12 east- | FARM MAGAZINES Hoard's Dairyman.. 43.6 31,752 52.2 38,007 26.458 30s: 
(ern states. An agency will be|Capper’s Farmer .. 62.2 42,270 51.7 35,161 40,507 33,565 soee weaaee --ee+ 62.4 39,562 62.6 39,794 36,090 36 
j Country Gentleman.113.6 77,241 95.2 64,756 74,699 61,951 neisas Parmer s ‘ 
selected in the near future. |Farm Journal ..... 99.6 42,709 86.3 37,064 40,754 34,782 GUide ..seeeeens 36.0 28,245 36.7 28,766 21,347 20 465 
oe Psemer Sickina Firter':: 428 aeane ftp deat geet 2 
Carol -Va. chigan Farmer .. . 2 : ’ *B881 35 455 
7 3 Hayhurst Named _ > ty cia 87.6 63,742 67.9 49,462 59,660 45,463 | Missouri Farmer.... 9.2 7,192 8.1 6,332 6,759 5.94 

Ga.-Ala.-Fla. Missouri Ruralist .. 39.7 30,163 34.9 26,486 26,095 21 73: 

Nuffield Exports Ltd., England, a lm $4.1 61,224 66.6 48,455 57,677 44,699 | Montana Farmer ... 60.3 45,586 55.6 42,065 41,502 34 25 
automobile exporter, has appoint-| xy -renn.-W. Va. Nebraska Farmer .. 79.0 59,774 72.2 64,553 51,685 45.777 
ed the F. H. Hayhurst Company, Edition ........ 81.1 59,077 65.6 47,762 55,404 43,881 | New England “ 
Toronto to direct its advertisi Miss.-La.-Ark. Homestead ...... 47.6 33,246 49.2 34,423 23,757 21.979 - 
: ’ mag Edition ........ 81.2 59,081 67.3 48,980 55,410 45,442 | Ohio Farmer ...... 53.8 41,307 59.0 46,330 36,640 40 10; — 
in Canada. Newspapers and trade Texas Edition.... 89.9 65,465 73.2 53,300 60,941 48,843 Oregon Farmer .. 54.1 40,955 64.2 40,971 37,455 37.59 coma 
publications will be used. *In all 5 Editions. 73.9 53.813 58.3 42/436 51,480 40,209 | Pennsylvania Farmer 43.0 32,998 47.4 36,414 29,412 32 4 = 

*Aver. 5 Editions. 84.8 61,718 68.1 49,592 57,818 45,666 Lag ae desea 42.1 31,836 32.3 24,440 29,940 22 43) =: 

. . Southern Agricul- aiaces Parmer Fs , es 
Coin Journal’ Moves MUNG hat shoks sobie 42.3 29,592 39.4 27,568 26,781 20,066 lowa Homestead... 75.2 58,960 67.3 63,733 53,110 45,635 = 
. x .4, | Successful Farming. 94.2 42,403 90.3 40,656 40,854 38,762 | Washington Farmer 61.8 39,198 66.9 43,039 35,708 39,29 
Coin Machine Journal will — — —_ "| Western Farm Life. 46.8 36,705 38.0 29,764 33,557 26 243 
move June 1 to enlarged quarters; Tetal Group ..... 835.8 542,804 703.5 453,164 512,687 417,454 Stamaie pacteae” 71.4 46,988 63.1 41,664 ..... 
in the Old Colony building, 407 S. MONTHLIES ME scawan css ots 58.2 45,609 61.1 40,071 42,497 35,213 
Dearborn St., Chicago. — — — — _ 
PHOTO Agricultural Leaders’ Total Group ...1,093.3 835,646 1,053.4 797,214 739,368 682.549 
: ENGRAVING : ap aS eee 34.2 6,706 27.8 5,467 6,706 5,467 | 535. Weeklies—April BATTL 
s American Fruit i _ 9 819 
; Delsyn-Gould to Seidel Grower .......... a5. a0 ee thee shes wntie ) Bee ee ee, eee Smee O08 ab 
COMPANY Seidel Advertising Agency, New agen Destiny te -_s Fiwea's 9.9 7,183 13.2 9,628 5,852 589 plains 
York, has been named to handle} Eastern Edition .. 34.1 14,616 37.3 15,992 9,197 8,873 California Edition. 59.8 45,223 66.8 49,783 40,401 43.36; ber fs 
the advertising for Delsyn-Gould, — ——. 37.7 i ane as att tee aes Southern Edition. 58.3 44,085 61.8 46,180 39,263 39.679 staple 
: : , oT + 26.2 ,242 25. ’ 12 7, > i , > 7 5 38.5 on @ 
cream deodorant distributor. *In all 3 Editions. 25.4 10,908 25.2 10,816 7.852 6,971 | PT#irie Farmer oS SRS Cnt Cees Seyeer 88,004 shirt is 
J Arkansas Farmer .. 18.9 10,640 18.4 10,168 9,608 9,863 Total Group ..... 267.0 199,515 274.8 205,074 178,104 178,954 for fal 
° Better Farming 4 
i) Methods ......... 33.1 14,205 28.7 12,298 14,205 12,298 | Weeklies—-April on 
\ | Breeder's Gazette .. 23.5 10,576 20.7 9,319 8,277 6,574 pe er A een Glee 8.8 19,807 10.0 22,479 11,093 11,695 
: California Citrograph 30.8 20,692 26.7 17,920 20,412 17,640 aweekly Kansas - A 
Cattleman, The .... 88.1 37,005 84.0 35,301 17,415 19,652 oh 27.9 68,824 27.4 67,534 51,324 46,586 
Electricit th ee — 
sos em 9 ¢6ns Some eens Total Group ..... 36.7 88,631 37.4 90,013 62,417 68,281 uC 
Farm and Ranch... 40.7 28,515 35.3 24,706 26,157 21,544 | Dailies—April 
tFarmer Stockman. 39.9 30,330 31.6 23,893 28,578 22,346 Chicago Daily Drovers 
Florida Grower .... 21.1 14,356 16.7 11,358 13,846 10,940 SEES adeevesess 24.5 62,032 22.8 48,603 28,361 27,539 
A Kentucky Farmer .. 19.9 15,596 17.4 13,673 13,214 10,154 Kansas City Daily 
: Michigan Farm News 1.9 4,374 3.2 7,726 4,214 7,630 Drovers Telegram 27.7 58,853 33.3 70,844 37,898 40,764 
! National Live Stock Omaha Daily 
j Proagucer ....2:.- 12.9 9,407. 11.5 8,427 9,094 7,734 Journal-Stockman,. 30.3 64,403 36.0 76,619 45,813 55,741 
, New Jersey Farm St. Louis Daily Live 
and Garden ...... 46.9 21,116 50.0 22,554 17,704 18,773 Stock Reporter... 22.2 47,240 22.5 47,906 31,217 34,246 | 
Ohio Farm Bureau 
) “ee Page 11.7 6,277 10.1 4,557 4,932 4,077 | ‘Total Group ..... 104.7 222,528 114.6 243,972 143,289 158,290 
| Poultry Tribune: —__—- 

Eastern Edition .. 44.3 19,014 44.8 19,223 12,867 11,804 *Not included in totals. Tore 
hs Central Edition .. 38.2 16,375 36.5 15,646 12,027 10,228 aFour issues 1948; five issues 1947. howe ¢ 
| i — oe = Western Edition... 33.0 14,149 30.56 13,065 10,569 9,152 tFirst issue September, 1947. y p 
' ge Ue : oo, a vr ome *In all 3 Editions. 31.2 13,376 28.5 12,229 9,796 8,658 tLarger page size 1948. magnii 

. : ih. Southern Farmer 13.5 10,800 6.4 5,092 9,912 4,408 
Southern Planter .. 35.4 24,802 36.8 25,722 22,841 23,901 | CANADIAN Holme 
al 0 S Western Dairy *Canadian efficier 

Journal ....:.... 51.3 21,546 56.0 23,862 9,765 8,407 Countryman ..... 40.4 28,266 39.6 27,642 23,382 21,812 amine 

Os Western Livestock Country Guide, The. 54.7 39,352 50.5 36,387 39,352 36,387 
ill DEN ios ss sdes 98.3 41,314 118.3 49,700 13,272 17,367 | aeFamily Herald & costs. 
. oe ee — Weekly Star: “Ad 
JUST | Total Group ..... 873.2 435,347 849.4 419,488 331,629 302,419 Eastern Edition.. 90.4 90,440 110.7 110,683 67,553 68,714 | 
ay PUBLISHE | Monthiies—April Western Edition.. 73.9 73,852 92.0 92,034 58,259 64,191 ected 
; en D! 1 . - . - ° 9 Farm & Ranch accord 
: | Idaho Granger ..... 9.6 10,416 11.0 11,956 10,402 11,928 edhe 24.7 17,784 24.0 197,206 16,796 16.794 
7 ; ’ ‘ —_ 71.6 94 | __ FROVIOW ..--eeenes ot ’ «4%. ’ . ,te4 
| Nation’s Agriculture _ 6s 8,069 +6 : $,43¢ f 5,069 _ Saat ‘nies bveene & Wallac 
: . > 485 5.9 7 5.352 Home Magazine.. 48.2 33,740 47.3 33,095 28,596 26,431 mana 
| | Total Group ..... 16.4 13,485 18.6 15,380 18,471 15,352 | ,pormer’s Magazine. 44.0 30,778 46.9 32,973 28,442 30,331 ~ 
| Semi-Monthly—April *Free Press Prairie ing be 
’ | American Agricul- WOES 2 vccchened 123.2 135,527 112.4 123,646 66,960 656,87 of the 
| t nO arene 35.6 25,881 35.2 25,614 22,604 21,180 | t*Western Producer-76.6 82,012 58.6 62,697 38,198 27,82 t | 
/ . , gs | California Grange —_— =— = —= ors, 
| r ‘: | SOO wes diiees cx 27.9 30,254 21.2 28,044 29,820 22,694 Total Group .....! 576.1 531,721 581.9 536,463 367,538 349,295 should 
; 4g ; ; **Colorado Rancher |—-_-— i ' 
od & Farmer ....... 31.9 24,010 ey ere eee | ‘April linage. ncreas 
: | Cooperative Digest 11.7 2,467 21.0 4,410 2,467 4,416 +Five issues 1948; four issues 1947, search 
‘ oe Dakota Farmer .... 59.2 45,715 54.1 41,793 43,354 38,310 aFour issues 1948; five issues 1947. tures 
| } nce P , ' He « 
heting, f° Farm Ad Linage April, with the exception of| Cormick, Chicago Tribune, and tore Oe 
‘ Country Guide and Farm & Ranch nag Hays Sulzberger, New ageme: 
| Yor imes. 
Up 5.1 % Over Review, which show May totals. costs 
ae . Itz effectir 
May of 1947 Ad Bureau Committee a snmmnen Sian but th 
i: ' . axwe A chultz ormer to a 
Cuicaco—Farm publication lin- Names Don Bridge ‘president of Adam Hat Stores, mle 
/age was 5.1% above the total for} Don U. Bridge, advertising di-/ Ine., New York, has been ap- pom 
'the corresponding month of 1947, wera of 6° Gannett Newspapers, | pointed executive vice-president basis.” 
‘according to ApvERTISING AGe’s| **°° yb as rape: Bevige ene | of both Willmark Service System, °° Sa 
‘May tabulation of linage in farm|™*",° new plans committee | Inc., efficiency organization, and . 
ae of the Bureau of Advertising, | jt; iate. Will k Research system 
blications : } »|its associate, illmar esearc ; 
° e pu . : } American Newspaper Publishers Corporation, New York. sponsik 
' Marketing Facts OM Trees jue tam o Geli ie ee oe ere cost of 
) reached 2,337,956, as compared| bureau’s chief advisory body. 

: : . areas 
2 with 2,224,305 in the same period; The ANPA last week revived Gypsum Promotes Ryan disteite 
f : A ; of last year. The total linage| the — of the press commit-| James J. Ryan has been /ap- hess 
or executives interested in export dropped from the 2,472,167 lines| tee. Chairman is George C. Big-| pointed manager of gypsum, |im¢ 
: : his| ers, Atlanta Journal. Its other|and steel products sales of the 

'shown in the April report this 3 , | 
lwear, however members are Norman Chandler,| National Gypsum Company, Bul- 
iy F ’ i ae Los Angeles Times; Frank E. Gan- | falo. He has been with the com- Che 
| arm magazines show! €/| nett, Gannett Newspapers; Palmer| pany since 1934 as manager 0! serted, 
greatest year-to-year increase of Hoyt, Denver Post; Robert Mc-| metal lath sales. ° control 
. 7 . GY j 
Marketing facts about Marketing facts about | 19.8% over the preceding year. — § tures. 
: e . | Linage rose from 453,164 in 1947 spent 
Brazul The Reader’s Digest ‘to 542,804 in 1948. . c 
| MARKET "es SALE. | April monthlies dropped 12.3% = 
as your M. & -* your §. SMAN yada F B Silk S W k and yv 
J Pails our from 15,380 to 13,485 lines, while or Better 51 creen Wor eal 
date | April semi-monthlies showed a a mor 
Marketing facts about oak Se Sete rising from RONAN manag 
‘ oO ines. 
the Neves family : - Culines saver —y 
TAY RS Dailies Are Down tising Bulletin erna 
as CUSTOMERS Colors urn 
| Bi-weeklies reporting for April ~~ auditor 
|showed a 2.7% loss, with 199,515 Speed Finish irch 
| . . . . ’ 
For your copy write or phone: Miss Maxfield, Interna- lines this year as compared to a Gises Gatecter Gloss Exterior Enamel... for tough service can “y 
. 1 Editior , : ; | 205,074 lines in the same month Process Enamel on any surface, indoors or out. curae 
tional Editions of The Reader's Digest, 8 West 40th of 1947 Flat § P for brill f ‘ y 
Street. New York 19, N. . 090 | ia 4 i @ Flat Screen at Screen Process...for brilliance © tne Pes 
Y., LAc kawanna + 0. April weeklies carried 88,631 Process Colors color and ease-of-use through the finest certain 
fran, ; 1.5% from bes be @ Pictorial Ol of screens. are ne 
I 2 | Edit; f poy * S ped aan bd  94n.ate olors Write today for Color Cards and name of ther 
os %, dropping from , our nearest distributor ent t 
nternational Editions o hte © Superline Y 
last year to 222,528 in °48. Japan Colors Its f 
@ | Canadian linage showed the eg anizat 
* Rita ; * : 
eKeaders Digest 8s" e2"s> BE ANC. cscs |e 
from 536,463 a year ago to 531,- packin 
} 9 sal — fol — P queef ~~ @ Master Color Grinders to the Advertising Arts for more than half a centur} ° 
. ‘ . m re) 
The world’s most widely read magazine | 
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(OHINOOR HOLDS BACK 
«WE T/DE OF HIGH PRICES! 
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BATTLES INFLATION—This full page 
ad run by Lesem Bach & Co., New 
York, in the Daily News Record, ex- 
plains that although the company’s la- 
bor is up 70.8% since 1943 and rayon 
staple has risen 54.1% the Kohinoor 
shirt is up only 12.5% on the average 
for fall. The agency is Robert B. Grady 
Co., New York. 


Auditors Told 
to Examine Ad 
Expenditures 


Toronto—The auditors, the 
boys with the red and black ink, 
magnifying glasses, Sherlock 
Holmes hats and a passion for 
efficient systems, are out to ex- 
amine. advertising and marketing 
costs. 

“Advertising cannot be neg- 
lected by the internal auditor,” 
according to John B. Thurston of 
Wallace Clark & Co., New York 
management consultants. Speak- 
ing before the anniversary dinner 
of the Institute of Internal Audi- 
tors, he asserted that auditors 
should turn their talents toward 
increasing the effectiveness of re- 
search and advertising expendi- 
tures, 

He declared that internal audi- | 
tors have materially assisted man- | 
agement in reducing production 
costs through establishment of 
effective cost-accounting systems, 
but that “vast opportunities exist 
to apply scientific techniques as a 
means for establishing marketing 
on a fully efficient and effective 
basis.” 

A distribution cost-accounting 
system, he said, can “inform re- 
sponsible executives of the unit 
cost of marketing by products, by 
areas, by salesmen and by other 
distribution media, such as job- 
bers and middlemen. 


Can Study Ad Costs 


[he auditor, Mr. Thurston as- 
serted, can assist management in 
control of its advertising expendi- 
t 


es. “If more money is to be 
Spent for advertising,’ he said, 
“t should be spent judiciously 
and well. The advertising 
aspect of marketing must receive 
a more critical appraisal by top 
Minagement. And _ advertising 
cannot be neglected by the in- 
ternal auditor.” 

Turning to the functions of an 

litor with regard to market re- 
scarech, he said that the auditor 
can “verify the mathematical ac- 
C\racy of standards established by 
e research organization; can as- 
rtain that the methods employed 
e not wasteful, and can take 
ner steps to assure top manage- 
ent that it is obtaining best re- 
lts from its market research or- 
nization.” | 
In addition, Mr. Thurston cited | 
icing policies, packaging and 
cking procedures, materials and | 
' ethods, shipping and warehous- | 
'“§ methods and the sales force | 


mo OF 


as departments whose procedures 


are ideal subjects for the exercise | 
of the peculiar talents of the’ 


auditor. 


Texas Co. to Use Video 


The Texas Company’s $10,000 
television show will debut June 8 
at 8 p.m., EDT, over the NBC net- 
work, originating from WNBT, 
New York. Milton Berle has been 
signed as master of ceremonies for 
the hour-long vaudeville telecast 
for the first four weeks. Time was 


| bought through Kudner Agency, 


New York. 


Appoints Thackeray 
William D. Thackeray, formerly 

with Griswold - Eshleman, Cleve- 

land agency, has joined Beeson- 


Holiner Resigns as V.P., 
Radio Director of L&M 


Mann Holiner, vice-president 
and radio director of Lennen & 
Mitchell, New York, has resigned. 
Mr. Holiner, who has been with 
the agency since 1934, except for 
a wartime leave of absence, was 
made a vice-president in 1946. 
His resignation becomes effective 
July 1. 

Thomas P. Doughten will con- 
tinue as executive and business 


manager of L&M’s radio depart- 
| ment and Frank Woodruff will re- 


main as radio director on the West 
Coast. 


Swaney Resigns Account 


Morris F. Swaney, Inc., Chicago, 
has resigned the account of Allied 


Faller-Reichert, Toledo agency, as| Home Products Corporation, Be- 


an account executive. 


| loit, Wis. 


. varied 


illustration 


with glamor or guts 
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THE souTtH is predominantly 
rural in population and trade and 
The Progressive Farmer is its fa- 
vorite magazine. Not only farmers 
but also their wives and daughters 
read and prefer The Progressive 
Farmer above all other magazines. 

This has been provei by survey 
after survey of farm ‘families of 
the 14 Southern states. Additional 
proof that The Progressive Farm- 
er captures and holds intense 
reader interest is the large volume 
of mail it receives from its MILLION 
subscriber-families. 

Women readers alone requested 
656,489 items of service from The 
Progressive Farmer in 1947 and 


183,500 during the first three 
months of 1948. Their letters ask 
for everything from recipes, pat- 
terns and beauty helps to counsel 
on child care and home planning 
and furnishing. 

More and more Southern farm 
families are turning to The Pro- 
gressive Farmer for advice and 
help. They want to know how to 
use their biggest buying power in 
history. 

Your advertising gets attention 
and action in a magazine which is 
read, cover to cover, month after 
month, by alert, responsive men, 
women and young folks who are far 
more prosperous than ever before. 


ONE MILLION 
OUTHERN 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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Edison Starts Campaign | than 130,000 lines of ads in Chi- 

‘ | cago metropolitan and community 

Commonwealth Edison Com-| newspapers through July, in addi- 

pany, Chicago, has begun a cam-'| tion to bus, street car and elevated 

paign to promote “night cooling” | train posters and enclosures with 

through installation of attic and| monthlv bills. ’ 
window fans in houses and rented | ’ 


apartments. The campaign opened | . 
with a 1,000-line ad in Chicago | P&G Using Coupon 


newspapers and will include more | for Year-Old Prell 


i r Cindenes i Gen & te 
voting 
Cases 


coupon toward the purchase of a 

tube of Prell shampoo, with a 

spread in Life and color pages in 

‘The American Weekly and This 

‘ Week Magazine. In addition to the 

This yom! never Chicago Tribune and New York 

stops hunting for News, the offer also will be 
reasons why. It may 
mean less work to 
trust guesswork, 

but we bank on 

sound research in 


|plugged on P&G’s CBS “Life of 
Riley,” ABC “Breakfast in Holly- 
wood,” and CBS “Rosemary” pro- 

our operation. A good many years of 

research experience in everything that 

makes advertising click may help to 


|grams. The agency is Benton & 
| Bowles, New York. 
account for the satisfaction our clients 
po ang facturer of plastic i 
acturer of plastic ice cream spe- 
FRED GARDNER CO., INC. ‘cialties, has placed its advertising 


Proven Advertising | with Rose-Martin, Inc., New York. 
202 East 44th Street @ New York Business papers, direct mail and 


MUrray Hill 74626 ‘point-of-sale will be used. 


Names Rose-Martin 


Campus Twosdae, Inc., manu- 


CITY LIMITS POPULATION 
NOW 78,142 
(A.B.C. Approved) 

(1940 Pop. 51,688) 


RETAIL AREA POPULATION 
NOW OVER 500,000 
(1940 retail pop. 366,250) 


RETAIL AREA BUYING 


INCOME 
NOW OVER $588,075,000 


(1940 Buying Income $265,479,000) 


462 AMARILLO WHOLE- 
SALERS NOW SELL 
$170,000,000 YEARLY 


{1940—161 Wholesalers sold 
$151,476,000) 


NOW! NEW-LARGER [OPPORTUN- 
ITIES FOR ADVERTISERS IN THE 


AMARILLO NEWS-GLOBE — 


MAGAZINE 


LIWAGE TREND 
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ages 


-—i1948— 1947 
May APR May 

450 — 

5 — 

roo ~ FE 

Ba aes 
75 _— segs ye 4 
. o 
Pages 

GENERAL 
Ace Fiction Grp... 6.6 
American Magazine 62.0 
American Forests. 14.5 
American Home 89.1 
American Legion. 20.6 
American Mercury. 3.3 
Atlantic Monthly.. 23.2 
Better Homes & 

GOPGORS «ccccces 184.0 
Christian Herald.. 33.3 
arr 4.7 
Cosmopolitan 73.3 
Dell Detective Grp. 17.5 
Dun's Review , 55.5 
Eagle Magazine.. 3.6 
 tegebes one's 27.5 
mr »>ared sad cow 9.3 
Esquire (Natl.)... 71.3 
Pe ce ceees 17.7 
PE” vxene sta eu 120.8 
Grade Teacher, The 31.9 
Harper's Magazine 24.3 
PRBOMGAY ...2ccs00e 93.7 
House Beautiful.. 164.2 
House & Garden... 132.8 
|Improvement Era. 18.3 
Inetructor ......-. 21.9 
Macfadden Men's 

iy. Ad dw ke 06% 9.9 
Mechanix Illustrated 80.2 
Motor Boating.... 101.3 
Natl. Geographic.. 52.8 
Nation's Business. 40.0 
Nature Magazine.. 3.5 
an” + we hens 6 ace 23.4 
Popular Mechanics 182.5 


Popular Publications 8. 


0 
1 


to 


Popular Science... 131 
Promenade ....... 33 
pMeGbOOK ..oscccas 3 
| Rotarian rtabueeee 17 
SE  ~pctenwee eee 23 
Street & Smith All 
Fiction Grp. .... 3.5 
PE acécuasensse 106 
Thrilling Fiction 
SE. “'eGreck wise ex 13. 
Town & Country.. 80. 
 k6e da tke tues é 42 
ee... Serer ff 
fer 105 
Total Group.... 2,419 
WOMEN 
SPE \oc'd's 6 oi 3 06 6% 171 
co eee 104 
Good Housekeeping 179. 
Family Circle Nat'l 30. 
*Average all 
Editions 45. 
Harper’s Bazaar.. 123. 
iY y Bere ce 22. 
aHousehold ...... 47. 
b*iIntimate 
Romances ...... 27. 
*Junior Bazaar ... 27. 
Ladies’ Home 
ee 167 
Mademoiselle .... 179 
ree ne ea ee eS 99 
Modern Romances 
SEE? esavcueces 35. 
Modern Screen 
oe a 38 
Motion Picture (F) 33. 
Movieland ....... 27 
Movie Life ....... 25 
Movie Show ...... 24 
| cMovie Stars 
yy) ee 25. 
| Movie Story (F) 34. 
| Parents’ (N. Y. 
Metro Ed.) see 97 
| Parents’ (Nat’l).. 91 
Personal Romances 34. 
Photoplay (Mac).. 52. 
Radio Mirror 
bo” ee ee 35 
*Real Romances.. 23. 
"ROGL BAOtF x6 ccs 23 
Screen Guide ..... 27 
Screenland ....... 23. 
Sereen Stories .... 34 
oo a ee 26 
Silver Screen..... 23. 
Today’s Woman... 23 
True Confessions 
i; eer 47 
True Experience 
0 ee 38. 
True Love & 
Romance (Mac). 42 
True Romance 
ar 42 
™vGe BOOTY onc ese. 69 
Vogue (2 issues). 192. 
Woman’s Day 
SRC ES one dex tes 22. 
*Average all 
Editions ..... 55. 


Lines 


9,730 
116,306 


40,880 
1,963 
29,462 
14,333 
14,925 
7,479 
8,896 


44,845 


3,014 
54.033 
18,006 

3,455 


1,189,852 


73,430 
44,892 
76,800 
12,924 


19,609 
77,864 
15,503 
20,463 


11.601 
17,516 


10,773 


14,661 


41,970 
39,067 
14,992 
22,591 


15,342 
9,935 
9,935 

11,563 

10,222 

14,932 

11,237 

10,003 

10,162 


20.252 
16,380 
18,019 
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Lines 


15,130 
36,960 
2,554 
26,762 
16,369 
18,268 
7,080 
6,320 


651 
34,092 


on 


69,998 
73,216 
78,004 

8,817 


16,259 


104,914 


1 


17,343 
18,668 


50,188 


18,077 


103,818 


67,423 


| 


| 
| 
| 


1947 
way 


1947 
MAY 


cr 1948 “var 1947— 
Pages Lines Pages Lines 
Woman's Home 

Companion ..... 94.2 64,035 86.2 58,592 

Total Group 2,416.9 1,197,306 2,758.3 1,366,860 

OUTDOOR 
dAmerican Rifleman 50.8 21,777 51.6 21,707 
Field & Stream... 103.7 44,469 120.7 51,774 
Fur-Fish-Game... 25.5 10,934 24.1 10,245 
Hunting & Fishing 34.9 14,960 34.4 14,762 

| Outdoor Life ..... 84.6 36,290 97.3 41,761 
CU cuscvcees 7.5 11,791 33.7 14,475 
Sports Aflield ..... 110.1 42,931 103.0 44,572 

Total Group ... 427.1 183,152 464.9 199,296 

YOUTH 
The American Girl 21.3 9,154 12.6 -5,429 
See waa c's 20.3 13,831 21.0 14,265 
Calling All Girls.. 30.0 12,881 27.3 11,724 
ke ae 2.3 967 6.8 2,901 
Open Road ....... 20.4 8,750 18.2 7,815 
Seventeen. ....... 111.8 76,044 146.7 99,766 

Total Group .... 206.1 121,627 232.6 141,900 

COMICS MAGAZINES 
de*Calling All Boys Be 702 0.9 334 
Famous Funnies.. 4.0 1,548 4.0 1,548 
Fawcett Comics 

Oo er ee 8.5 3,213 11.0 4,158 
tHarvey Comics .. 8.5 3,213 1.5 567 
Marvel Comie Grp. 8.2 3,117 5.0 1,890 
National Comics 

Group (total) 19.0 7,182 15.0 870 

 "- 2). | Sa 12.0 4,536 

*Blue Unit ..... 7.0 2,646 oa 
dPolly Pigtails 4.0 1,608 5.4 284 
Premium Group of 

43S aw do 6 3.3 1,245 1.0 78 
*Thrilling Comics 

DP. s¢anne ¥< 3.5 1,323 er 
e*True Comics 9.9 2,398 4.7 1,738 

Total Group .... 55.5 21,126 42.9 16,2 

WEEKLIES—APRIL 
American Weekly. 72.9 72,869 75.9 75,895 
Business Week 312.1 131,077 284.4 119,444 
Christian Advocate 21.3 8,951 17.2 7,204 
gs 199.4 135,610 226.1 53,754 
Te ty s% 5b vide bb a oes 81.4 34,937 94.9 40,696 
Forbes 36.8 15,759 37.5 16,084 
Ore 25.0 26,240 22.3 23,41 
LX > Ze 22.4 9,625 57.3 24,57 
SM + F<e Ge 6.0 oe nen 302.8 205,916 319.8 217,4 
wo... 9.63 65,470 115.5 78,527 
Newsweek ....... 233.3 97,967 244.0 102,494 
New York Times 

SS eee 165.8 140,983 173.5 147,468 
New Yorker ...... 278.1 119,305 272.8 117,052 
Pathfinder ....... 46.7 20,069 28.3 12,1 
PO 6 6 ha he ed bee 32.5 27,622 13.8 11,758 
Saturday Evening 

0 ere 377.6 256,779 383.1 260,517 
Saturday Review 

of Literature 52.2 22,391 60.4 256,024 
Scholastic ....... 26.5 11,152 30.5 12,844 
fSporting News .. 30.1 32,200 35.4 37,908 
This Week Maga- 

es ae eee 60.2 91,155 53.6 45,54 
bo ie areal wikia" 291.1 122,243 312.0 131,02 
gUnited States News 

& World Report. 124.7 52,377 132.2 55,540 

Total Group 2,889.2 1,660,697 2,990.5 1,717 

+First issue June, 1947 *Not included in tot. 's 
aSmaller page size 1948. bFirst issue April, 1° 5 
ceCombined with Movies dLarger page’size. eA] 
May issue combined. tMay-June issues combined 
fOne issue 1948; two issues 1947. **Two issues 1! 
three issues 1947. fFour issues 1948: five issues 1 
geFive issues 1948; four issues 1947 
CANADIAN 
Canadian Home 

(OS ae 57.5 38,609 62.2 41 
Canadian Home & 

CPPGORS 6c ccdoce 62.1 41.744 66.8 44. 0 
Chatelaine ....... 9.6 40,505 57.3 38, 87 
a*New Liberty 22.9 9,804 41.2 17 
Maclean's (2 issues) 91.6 62,298 83.0 56. + 
yo) “2A 79.7 53,585 98.6 6 
National Home 

ae 41.1 27,963 41.3 28 
Revue Moderne, La 39.6 26,909 $7: 25 
Revue Populaire, 

SR Sach iiale ard Waa é 41.4 28,994 36.2 2 
*Samedi, Le ...... 38.9 27,262 42.0 2 

Total Group ... 534.4 357,664 566.0 374 

*April linage. 

aOne issue 1948; four issues 1947. 

*Canadian National Weekend Newspapers 

(Rotogravure linage) 

CM DRCOS. sc ccevieds 42.7 42,757 42.9 42 
ee eae a 47.7 47,711 46.8 46 
Montreal Standard 0.1 50,158 45.7 45, '5 
Star Weekly ..... 66.4 63,102 61.3 68, ‘s 

Total Group .... 206.9 203,728 196.7 193 


ivert 


Doh 
Bit! 
for ] 


os 
ting 
u radi 
were Ol 
discussi 
Costs” 
convent 
Riche 
the Né 
lations 
modera 
broadca 
practice 
ers and 
fees fol 
just bec 
tiser is 
Elimi 
personn 
was als 
Harre, | 
Chicago 
group. 
practice 


Tells 


Mr. I 
during © 
dustry 
with th 
televisic 
extra 1 
newscas 
Jeclarec 
televisic 
rampan' 
galleyw' 
the last 

Josep! 
lent an 
particip: 
notified 
new ag 
provides 
for thr 
roadca: 
staff me 
formance 
vision. 

Mr. 
that the 
preceder 
either in 
work afl 
principle 
gotiatior 
vantage 
ers. 

Third 
group w 
eral mar 
cisco, W 
manager 
good pu 
their e 
member: 
they kn 
problem: 
lems in 
Pabst. 


Trailm 
Trailm 
Nati, co 
Nas acqu 
boration. 
trar spor 
ture rs in 
ry ice 
lrucks ; 
berishab 


NAAN 


Morris 
dDile has 
ip in 
Age icy | 
. 
3us 
Ass 
wit! 
FL 

. 


Baise a e ue : ‘s ae : a = P ee ase Y hie gi ote mee 5s ; OG ee Te es i ‘ a iz PP i eas ioe ees at ae ie Pog Fr 
faa See” eee ig Le Oy ier > ee gee ES ie . i Pe es Re nian bh iii 
Se ee Beecige os pa eG M ee ‘ Pye DiS ieee cle eae eo ee sd ea aks a as oes ea en ye, 9 : aie es 
. i ae fee Saget. cece, * geile -— ee Pe ae CPA MMMM apatite: se ae a eee rampant ——" 

a lO ee i ee ee a ta RE ce ae WOE Os eel er 

mS seep - 
ia om May 24, IR = 

— Ce oe ane aa ee ORE — eee OUTDOOR =f 

” : ; a 

eg ; a 200 — 

ee : (90 — 

— i: 5 san Sita worry Fit 

Sn. iP hie oF eat, . (60 — BASS Berets 

a | ot, ei (70 — Fetes Beate 

YOUTH CANADIAN 

ae | 
en $ i Pee Brits 

sessss 2332 $5322 BE SSs533 
| | zz iiss: Bets: 

Sei es ; 4 
— Mt——. 1947—— 

— Poa 7 

| 1,483 1,052 

26,038 27,238 

44 6,090 4,704 

| 56,331 51,421 

ty 8,633 9,623 

sy 595 777 

ey. | aii 91,359 

ae eg ': | Tats ca er ae 14,281 12,399 = 

— — 5 See ge wi! 3,207 3,224 

> a +e * : : 

| —- . : ° ee 31,440 38,882 
ene ; = : ee -- 7453 7,340 
" ees — a NR |  Wemerene See 23,310 18,797 
—— ——— 1,503 1890 
- oy , ——— — err 18,700 9,690 
ial -: i Sato SS 4,049 4,177 
F mae 4 wen = ws Ai ‘a y & 47,908 72,660 
: A rat a = aaa, aa a eat om “ng 12,175 20,507 
‘s ~ os — = * eee oe " , - 76,314 82,397 
ee aie | - alt Si as 14,073 14,453 
aig . ° * a ra . - » '* ’ 
b 7 oe <a fe 5 Ege 5,792 6,893 
as _ iii — . - ea, ie 63,689 54,615 
¢ : “—" e * . P & 
; , Ms e a 103,793 100,345 
ef | ~~ -. ————- * x 83,916 70,920 
/ - pee | ee wr F am -. . = ny 51s 
it ~ _ rt . + ’ . 
TTR en trtark ° “gma = " > ‘ 
be shatter age ae - ae 4,242 15 6,460 
oS * ie St ee te ogy \ 17,957 77 17,353 
2" Se aah eS ia ' 59,547 115 67,620 
; ; SS ae ' a Jia, <* 12,565 47 11,375 
a eae Sa a 2 rics : ‘; 
“a i Tos oe — . ; ‘t 510 % sity 
eae i" ———re oe : 4 i 15,922 22 
G Cla a —— ‘ ¥: re 165 
, ce 2 es | at Se ________________§ 11 
a é a) * 119 

ani —"* ong eee - - i =. . , my te ‘ | f 28 
i ' ; —< - | . my 6h Se oa 

| og "* ss ae = de ; : = 

aii. = am - 3%. .. 2 = T gansee a00 cones + 24 a eS. 13 
eee - . e , aa ‘a 16 
re} st, eo es F * " ‘ - i 

ae - ae x ate cee 8 S,. 
a ere he =| ‘ » 651 3.5 

it 2 ng . ee ). or cae 
i Ji 4 a ee he ) 11.4 2,548 

oa | » ho eek a . t 110.0 73,892 
oe FS ye Pr a : . 62.7 26,903 

rs a 2 ba s ii So ee : os . eee eeeees 
“a Sd “ony tai eit 2 4 61,858 115.5 67,914 
(: ‘= > ° . . 4 ™ 
; us pe | Na i I 
_e? oC. aan. -- — a | | MEME 2,424.9 1,203,157 
ih. “ . Be eo ee. a 170.7 
: ne ee 181.8 
‘ Bye a ; a %S e ih 20.6 

gua , 166.0 a 

niger % e , 24.8 | 

ao oee Wat e 27.5 

Fae . :. 

‘ay i } \4\ , 79.4 | 

setae ; Ana : 113.815 173.6 7 
fe ie ; 77,148 2420 

la 67,346 99.2 a 
a ' 
ae } 15,300 17.7 20,480 

ct ©) ; 16,584 55.7 28,901 

oy | ili 14,295 58.9 25,276 

jaime 7 11,563 29.1 12,468 

oe | ‘ 10,773 30.1 12,912 
eee - 10,623 30.5 13,068 
is s mm 30.1 s:12,912 

a Coxo. mm 57S 24,804 
ane . 

a a: LM PEL prereset a) u - . . 
eS a , 102.5 43,963 
Be es 04.8 40.675 a 

“a - 27.2 11,709 

i | 64.5 27,659 

ae: *, 

i ae ee "0 ee 

el 20.0 8,770 

=a 20.0 8,770 
; I 29.1 12,468 

: 28.7 12,316 

| 44.9 19,272 

: : 23.8 10,201 
21.2 9,077 

Sane 45.4 19,494 

eee 
fos sali . : : - meets: 43.7 18,727 

tyr be k — 
ai ne Nae? ye a “| 20,347 

ho hl Ni eds) os jg ee a SOS i La at So ee 29,848 80. 34,394 

; } _ Member A can Newspaper, Adv. Netw rk met 121,887 227. 143,805 
ee | Represented Nationally by Texas Daily Press League 22,321 49.0 21,089 

vey 23,608 51.2 21,968 | 
ih oe Ins oe ba , . eee t : ‘ . ; ‘ Bike § ; ae * : ete 7 as 3 - : : ; ‘ : . ‘ ake oe os is i 

peg So SORE tes ene Se Age oe Ang Tete, TE ON ght ALO aR WOM 8 GT goo e gle” ted etiam Nay OnRed eee ee ap eget Ree eM ase Ue ae GOR ee Ete ie MMe PEON oor TRY re WME NEC mete ON eM Sah er eT Se 
Mei See oS rent 3 CT ee eid PE FR EN Fy ate Oe a ae oe Ae ae a a ee ETE OM be, Wy ener “LU PE EPA SSS ay Wiel Ms eee ex Sein EERE Gog tart RI, Oe Ne Sort Cee pene Be rene Series PER PES Gee salad nae, 


ipertising Age, May 24, 1948 


Doherty, Others 
Hit Extra Fees 
for Radio Talent 


os ANGELES—Dangers in per- 

ting the fee system for talent 

radio shows to run rampant 
wore outlined in a special panel- 
discussion on “Controlling Labor 
Costs” at the 26th annual NAB 
ecnvention. 

Richard P. Doherty, director of 
the NAB employer-employe re- 
lations department, who acted as 
moderator for the panel, cautioned 
proadeasters to check up on the 
practice of encouraging announce- 
ers and talent to demand special 
fees for every service performed 
just because the sponsor or adver- 
tiser is willing to “shell out.” 

Elimination of “talent fees” for 
personnel on the regular payroll 
was also pressed for by Arthur F. 
Harre, general manager of WJJD, 
Chicago, a member of the panel 
group. Mr. Harre scored this 
practice as “pay within pay.” 


Tells Meaning of Agreement 


Mr. Doherty warned repeatedly | 


during the discussion that the in- 
dustry must pare its labor costs 
with the imminence of full-scale 
television operation. 
extra fees for sportscasts 
newscasts by staff announcers, he 
Jeclared: ‘“‘We must be careful, as 
television comes about, that these 
rampant fees do not throw us 
galleywest. We must fight this to 
the last ditch.” 

Joseph McDonald, vice - presi- 


Attacking | 
and | 


lent and general counsel of ABC, | 


participating in the discussion, 
notified the convention that the 
new agreement with the AFM 
provides for no increase in rates 
for three years and gives the 
roadcasters the right to schedule 
staff men into all kinds of per- 


formances, including FM and tele- | 


vision. 

Mr. McDonald also reported 
that the recent negotiations set no 
precedents that are binding on 
either independent stations or net- 
work affiliates. He stated that all 
principles set up during the ne- 
gotiations would work to the ad- 
vantage of individual broadcast- 
ers. 

Third member of the panel 
group was William D. Pabst, gen- 
eral manager of KFRC, San Fran- 
cisco, who urged all radio station 
managers and owners to make 
good public relations experts of 
their employes. “Talk to all 
members of your staff. Make sure 
they know about the station’s 
problems and the industry’s prob- 
ems in general,’ advised Mr. 
Pabst. 


Trailmobile Expands 


Trailmobile Company, Cincin- 
hati, commercial trailer builder, 
Nas acquired the Broquinda Cor- 
poration, St. Petersburg, Fila., 
'ransport refrigeration manufac- 
turer, in order to market a new 
“ry ice refrigeration system for 
Tucks and trailers transporting 
ber)shables. 


NAAN Elects Timbes 


Morris Timbes Advertising, Mo- 
vile has been elected to member- 
Ny in the National Advertising 


Age cy Network, St. Louis, Mo. 
® +. 
remember 
3usiness 


with 


FLOWERS 


Koppers Consolidates 


is consolidating its six divisional 
sales offices in the New York area 
in the Empire State building, New 
York, and its five sales offices in 
the Chicago area in the Peoples 


| 


| 


‘Carr Sandwich 


Koppers Company, Pittsburgh, | 


Cookie Debuts 


With 5 Cent Offer 


Wrikes-Barre, Pa. — Carr-Con- 


Gas, Light & Coke building, Chi-| colidated Biscuit Company is run- 


cago. Both cities are to house 
chemical, piston ring, tar products, 
shop and wood preserving divi- 
sions in addition to the New York 
engineering and construction di- 
vision. 


Borden Reorganizes 


Reorganizing to broaden its ac- 
tivities in the industrial plastics 
field, the Borden Company of New 
York has formed a new chemical 
division to take over the functions 
of Borden’s Casein Company of 
America and Durite Plastics divi- 
sions. William F. Leicester, who 
has directed Borden’s casein and 
plastics operations, will serve as 
president of the chemical division. 


ning full-color, full-page adver- 
tisements in the Chicago Herald- 
American, Chicago Tribune, Mil- 
waukee Journal and 


Good Sandwich cookies. 

In addition, more than 
newspapers will be used through- 
out Carr-Consolidated territory to 
tell consumers about a five-cent 
saving deal offered on the pur- 
chase of each package of cookies. 


No coupons are used in advertis- 


but package wrappers €X- | Corporation and Allentown, Pa., 


ing, 
plaining the five-cent reduction 
are used. 

Grocers are offered full profit 
on every sale through an arrange- 


,;ment by which the company sells 


the product at five cents off list 


| price. 


A similar deal continues in 


|'major markets on Carr’s fig new- 
| ton cookies. Lynn-Fieldhouse here | 


is the agency. 


Letter Services eee 


| Cutler Opens Divison 


Cutler Sign Advertising Com- 
estab- | 
13 other | lished a plastics division to serve | 
papers to promote its new Crackin’ | its sign and illumination divisions. 


;}pany, Philadelphia, has 


| : NE for the ex- 
|| BUT ONEY fo really cores 
xecution an " 
| about the e s letters. 
signature 
produce 1s 


t e- 
genuine... - ye 
written all the way 


100 
|helped develop 


The new division will be directed 
by Robert I. Tomlinson, who 
several plastic 
signs for Rohm & Haas, and will 
be the division’s chief sales engi- 
neer. 


To Air Baseball Games | 
The General Electric Supply 


dealers will sponsor this season’s 
broadcast of the Allentown Cardi- | 


0 »writer, 
n electric | type * 
arith. as much personaliza 
tion” as you desire. 


is 

Rm OWN SIGNATURE 

FOUR. ised by our signee 

machine, which EXA _ 

reproduces | YOU anis sery- 
en an . 

ie exclusive with us in 


Chicago. 


& CO. 
W. J. REYNOLDS & CO- 


$t., Chicage, 
109 N. Dearborn re cial 0157 


nals over WSAN-FM, Allentown. | 


| The time was bought direct. 


a favorite “live” show with demonstrated sales 


impact on Chicago’s best known radio station. 


A Clear Channel Station... 
Serving the Middle West 


MBS 


Here is an excellent chance to sponsor 


Chicago 11 
Illinois 
50,000 Watts 

720 
On Your Dial 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. 
West Coast Representatives: Keenan and Eickelberg 
2978 Wilshire Bivd., Los Angeles 5 « 235 Montgomery St.. San Francisco 4 


710 Lewis Bidg., 333 SW Oak St., Portland 4 
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YaR Hails 25th Milestone; 
Bigness Still No Object 


Agency Introduced 
Much New Technique, 
Likes Thoroughness 


By JOHN CRICHTON 


New Yorx—The partnership of 
Young & Rubicam was formed 
during the course of a lunch-hour 
walk in the spring of 1923. John 
Orr Young was a contact man for 
N. W. Ayer & Son, Raymond Rubi- 
cam a 30-year-old copywriter at 
Ayer. The agency they founded, 
which has since sprouted into one 
of the titans of the business, yes- 
terday marked the 25th anniver- 
sary of the day the two men and 
a secretary opened an office in 
the Atlantic building in Phila- 
delphia. 

They took no accounts from 
Ayer, and agreed voluntarily not 
to solicit any Ayer business for 
a year. Many agencies have been 
said to begin on a shoestring, none 
so literally as Y&R; one of its 
first accounts was the “Quick 
Tipper,” a kit for pinching a tip 
of metal on a lace, thus making 
shoestrings at home. 

The partners’ determination to 
set up a different kind of agency 
paid off, not only for Young & 
Rubicam, but to a great degree 
for the whole agency business. In 
1923, the emphasis in. agency 
work was on securing new ac- 
counts, and remuneration was 
heaviest for men who could se- 
cure accounts, far less for the men 
who serviced them. Y&R deter- 
mined to reverse the trend. 


Spawned ‘Creative Group’ 


Similarly, it was the day of the 
advertising prima donna, the day 
of the great individual adman. It 
was Rubicam’s opinion that the 
era of the advertising specialist 
was dawning, and that the agency 
should be a,body of specialists, 
with no ond man attempting to 
know the full gamut of the 
agency’s activities. Y&R was to 
introduce the “creative group” 
method of advertising and mer- 
chandising. 

In 1924, Y&R caught its first 
big account, Postum Cereal Com- 
pany, soon to become part of Gen- 
eral Foods Corporation. It is the 
agency’s oldest client, and Y&R’s 
billing comes from many, many 
GF products. In 1926, the com- 
pany’s headquarters were moved 
to New York, and it added In- 
ternational Silver; in 1927 it ac- 
quired Johnson & Johnson and 
Borden Company (a Y&R com- 
mercial writer was later. to 
christen the Borden cow “Elsie”’). 

Shortly the agency was forced 
to send out—as it did at two later 
periods—a letter announcing that 
no additional business would be 
added for six months. 


Equality of Service 


Sigurd S. Larmon, president of 
Y&R, says that the last “no new 
business period” came in 1942. 
He recalled an- 
other Rubicam 
principle: equal- 
ity of service for 
accounts, and its 
corollary, no un- 
profitable 


accounts in the 
agency. 

Y&R has no 
accounts with 
budgets of less 
than $200,000, 


Sigurd Larmon 


unless they pay 
a fee amounting to the difference 
between the commission on their 
billing and $30,000. Each account 
pays its own way, and gets equal 
treatment—although the number 


of people assigned to the account 
varies with size. Larmon says 
flatly that Y&R has never com- 
pensated a man in relation to the 
size of the account he worked on. 

Much of Y&R’s top brass got an 
early start with the agency. Its 
oldest employe is Jacob Geise, 
treasurer of Y&R, who walked 
into the agency immediately after 
quitting as treasurer of F. Wallis 
Armstrong. He installed an ac- 
counting system for Y&R, and 
took charge of it without pay until 
the agency was earning profits. 
Six months later he began to col- 
lect back pay. Robert D. Work, 
a veteran copy supervisor, joined 
a few weeks after Geise. 


When Others Joined 


Charles L. Whittier, vice-presi- 
dent, chairman of the plans board 
and top creative man of #the 
agency, joined Y&R from Ayer in 
1924. Vice-president A. V. B. 
Geoghegan, head of media and 
plans board member, joined in 
'24, after working with McCann 
and Federal. Other staff members 
who came in 1924 are Carl G. 
Linz, layout man, and John F. 
Aldinger, manager of mechanical 
production. 

In 1925, Y&R acquired vice- 
presidents Samuel Cherr and Mil- 
ford Baker (Rubicam paid Cherr, 
assistant publisher of the New 
York American, a salary higher 


R. Rubicam 


J.O. Young 
than his own to head a new mer- 


chandising department). In 1926, 
vice-president H. Sidney Ward, 
head of copy, came to Y&R from 
Ayer. Vice-presidents John Rose- 
brook, copy department manager, 
and Edward Barnes and Albert 
Tilt Jr., contact supervisors, joined 
in 1927, along with Harold O’Sul- 


livan, traffic manager; T. M. 
Hackett d E. J. Byrne, space 
buyers; and George Leithner, 


media director of the Chicago 
office. 

D. G. Schneider, vice-president 
and merchandising director; Al- 
bert Newell, production, and A. B. 
Pratt, space buyer, joined in 1928. 


Gallup Had Misgivings 


President Larmon came from 
Ayer at the beginning of 1929, and 
executive vice-president Louis 
Brockway joined in 1930. 

Y&R now employs 1,000 people, 
about 10% of them in research. 
Larmon told AA that Y&R’s mer- 
chandising department is the 
largest in the agency business, 
staffed by men who had been suc- 
cessful sales managers before they 
joined Y&R. 

Research in Y&R really dates 
from the agency’s acquisition of 
a corn-fed young professor from 
Drake, who viewed the advertis- 
ing agency field with considerable 
trepidation and hesitated to leave 
teaching. Dr. George Gallup was 
to become Y&R’s vice-president 
in charge of research and to be- 
come the symbol of research in 
advertising and public opinion. 
From 1932 to 1947, when he quit 
to supervise his other activities— 
the American Institute of Public 
Opinion and Audience Research, 
Inc.— Gallup spearheaded Y&R’s 
penetration into reading-and-not- 


ing, copy-testing, market research, 
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THE OLD AND THE NEW—On the left is one of the earliest ads Young & Rubicam ever ran—for Postum Cereal Co., its 
oldest client and now part of GF; in the center is a later sample, a 1939 color page for Sanford division of Cluett, Pea. 
body & Co., and at right is last year's startling ice ad for Frankfort Distillers’ Four Roses. 


radio coincidentals (Y&R claims 
to have antedated Hooper), con- 
sumer panel, radio jury and an 
experimental kitchen for testing 
new food products. 


450 Research Projects in ’47 


In the course of 450 research 
projects in 1947, Y&R racked up 
113,829 consumers in vis-a-vis in- 
terviews, 1,321 telephone inter- 
views, 9,431 product test reports. 
In research it believes it was the 
first agency to employ reading and 
noting research as a guide to cre- 
ative effort; it pioneered in meas- 
uring audience for radio, and in 
dominant illustration techniques 
in copy. 

No less important was an early 
Rubicam tenet that what is said 
in an ad is no more important 
than where it is said. 

Y&R’s media department is pre- 
sided over by “Tony” Geoghegan, 
who has been buying space for 
some 28 years. Geoghegan insists 
that his buyers are the best in 
the business (and the best-paid), 
that they are better because they 
must think their selections through 
and then write their reasons for 
selecting the media on a list. 
Forthright and vehement, Ge- 
oghegan also is noted as a peace- 
maker, a man who has consoled 
many a “peddler’—and his pub- 
lisher as well. 


Ist Comic Strip Ads 


Y&R was the first agency to buy 
space in a comic section for an 
advertisement in comic-strip form, 
one of the first agencies to use 
new, successful magazines, the 
first agency to buy 52 full-color 
pages in a weekly magazine to 
advertise a single product (Hunt 
Foods, Life—AA, April 5). 

Y&R was also the first agency 
to install a radio commercial de- 
partment, claims to be both the 
inventor and developer of the in- 
tegrated radio commercial, and 
believes itself to be the first to 
buy radio time during the day for 
a client. 

In 1935, Joe Cook sang a parody 
on a toothpaste show, carrying the 
commercial plug. Shortly there- 
after, Y&R instituted two new 
procedures, now common in radio 
advertising: writers were re- 
quired to submit commercials to 
clients by reading them, and com- 
mercial writers began to attend 
rehearsals. 

On the Burns and Allen show 
for Swan soap, the cast first be- 
gan to roll straight into the com- 
mercial instead of stepping politely 
aside for the announcer. This was 
in 1939; in 1940, Variety presented 
to Young & Rubicam a special 
award for “research and speciali- 
zation in radio commercials.” No 
other agency has yet received this 
award. 


In Video’s Van 
Y&R is proud of its record in 


Y&R video show was a 26-week 
program staged in 1945 for the 
Sanforized division of Cluett, Pea- 
body & Co., and it was the first 
agency to present a commercial 
network program—a travel series 
narrated by Mrs. Carveth Wells 
and sponsored by Bristol-Myers, 
on NBC. 

Young & Rubicam answers fan 
mail for clients having radio and 
television shows; if a _ listener 
writes a favorable letter, the an- 
swer leaves from Y&R on the 
sponsor’s letterhead; if the com- 
ment is unfavorable, the answer 
goes on Y&R stationery. 

But more important to adver- 
tising is the contribution to agency 
organization. Many topflight 
agencies have judiciously copied 
all or part of the Y&R system, 


and the results have been good 


for advertising. 
Size Is Not Goal 


Larmon, for example, repeat- 
edly stresses that the agency’s size 
is not the goal—“we want to be 
the best agency, not the biggest” 
—and he deplores emphasis on 
agency billings. But the reason 
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LONG SERIES—It was back in 1941 
that Y&R ran this house ad, which it 
still considers one of the best in its 
long series on how the agency works. 


for Y&R’s growth (it ranks second 
only to J. Walter Thompson Com- 
pany, and 23 of the past 25 years 
have seen increases in billing 
over the previous year) probably 
lies in its thoroughness. 

Before any new campaign may 
be launched, or before any im- 
portant change in creative effort 
can take place, it must have the 
approval of the Y&R plans board. 
This is composed of the top brass 
of the agency; meetings and at- 
tendance are mandatory. 

Before a problem comes to the 
plans board, the product group— 
composed of representatives from 
each department—drafts the 
“plans board memorandum.” This 
memorandum states the problem 
under consideration, the group’s 
proposed action, the reasons be- 


radio, and expects to move into|hind the action. The memoranda 
the van in television. The first|go to plans board members 10 


days before the meeting. 

At a typical plans board meet- 
ing, members of the product group 
explain their proposals. The prob- 
lem is usually stated by a mer- 
chandising man, using statistics 
to substantiate the data. If the 
board goes on to proposals, the 
account executive explains these 
and their evolution, and justifies 
the choice of media. If these are 
accepted, the media member de- 
tails the lists, backs up his choice, 
reasons for size and frequency of 
insertions. Then members of the 
art and copy departments explain 
the basic selling theme and pre- 
sent the proposed campaigns, usu- 
ally several versions. If radio is 
contemplated, the board hears the 
proposed show and commercials. 


Tough Quiz Session 


Plans board members give the 
product group a rigorous quizzing, 
shooting “why?” at them repeat- 
edly. The session lasts for at least 
two hours, and sometimes several 
days, and Y&R men have been 
known to say that facing the cli- 
ent is a breeze after the plans 
board. 

Members of the plans _ board 
have before them charts showing 
the sales and advertising history 
of the product, reading and noting 
figures for present and past cam- 
paigns, typical ads, sales records 
in dollars and units and records 
of activities and advertising 
themes of competing products. 

As president of Young & Rubi- 
cam, Mr. Larmon notes that Y&R 
was probably one of the _ iirst 
agencies to penetrate the business 
of a client, and to be taken into 
complete confidence as far as 
sales, earnings, financial strength 
and future prospects were con- 
cerned. Y&R works on this basis 
with “many—but not all” of its 
clients, he said. 


Taken into Confidence 


To complete its idea of thor- 
oughness, Y&R puts a Dow-Jones 
news ticker into its public rela- 
tions department, has a medical 


and public health expert who 
makes all the medical conventions 
in order to keep creative me on 
Metropolitan Life and similar ac- 
counts abreast of the latest © ta 
in the field, employs the fone! 
editor of a fashion magazine 5 
stylist, keeps a large agency li- 
brary and contributes to o ner 
special libraries, and—suppos <dly 
—once had an art director »h° 
read “Moby Dick” twice be ‘oré 
Melville’s white whale was dr... 

This is not to say that Y&R as 
laid creative ability on the ‘tal 
of thoroughness. AA’s Cre: ivé 
Man has called attention tc its 
sprightly and effective house +4- 
vertising, some examples of w ich 
are illustrated. 

Larmon sums up the © & 
philosophy as “we're only as » 04 


as people plus organization ‘“* 
morale.” He _ points out 
“when you’re trying to buil 4 
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The fourth is training. Y&R is| income tax report; and W-2—with| was as executive vice-president. 
widely regarded as a leading ad-| some modifications—is sort of an| Young began to relinquish his 
| vertising academy. annual memorial to the efforts of | 

Like many another agency,| Y&R. 
Young & Rubicam gave whole- 


New Products? 
Young Active for Willkie I took 18 years to dis- 


heartedly during the war, but few cover “8 Basic Plans” . 
other agencies could match its ac-| John Orr Young was originally | fF. “jSk, {istribation, 


tual contributions. Raymond| president of Young & Rubicam,| Send $10 for complete 
Rubicam was a special assistant| but retired because of ill-health, | °° 

to War Manpower Commissioner | and Rubicam became president in | 8e* 7071, Advertising Age 
Paul V. McNutt; Ted Patrick—a| 1927. When Young returned it] '% © hie St. Chicago 11, 1. 
Y&R copy supervisor — worked 


TOP KiICKS—Three of the men who have served from the start. At with OWI overseas; Mr. Repplier 


left is Jacob Geise, treasurer and oldest employe; center, Charles followed Rubicam into the WMC, : 
Whittier, v.p. and chairman of the plans board, and A. V. B. Geo- became the Washington repre- 
ghegan, v.p. and director of media and general production. Mr. | sentative of the War Advertising 
Geise joined in 1923, Whittier and Geoghegan in 1924. | Council and is now president of| § Tell us about your 


| the Advertising Council; Chester 
| J. LaRoche, -consecutively presi- 
Yankee ball team you look for| three men, two of them part-time, |dent and chairman of the board | 
300 hitters and there are some| reporting to vice-president Frank | of Y&R, headed the council; Y&R | 4 The Ke to 
who just can’t hit the pace,” and| Fagan. Like J. Walter Thompson |/men were in WPB, OWI nt y 
that “in a personal service aaa | Company, Y&R makes no specu- Treasury. 


. f 
its Hness men frequently find bigger | lative presentations.) The agency itself handled the| # accesepul 
ea- | 

: 


offer and we will 
recommend svuit- 
able lists. 


f 


opportunities elsewhere.” | The third is security: as the | WAC recruiting, Treasury drives, 

Yet no man has ever left Young | agency business goes, Y&R with | sent 225 employes into service— 
& Rubicam and taken an account | its accent on thoroughness is| and two Y&R men (Copywriter 
<. with him. | Probably as stable as an agency Frank Gearhart and Milford 
Some 51 men and women have) can be. Baker) simplified the Treasury’s 


| SELLING 
GUILD COMPA 


Bad Oo Dts, SRP Le as, sae 


up been with the agency more than | 
> 18 years; a study of employes’ 


. above clerical level shows that the 
1S Baverage age is 36, the average 
length of service six years, about | 
half are college graduates, two 
hold doctorates, a score are Phi) 
fies Bi peta Kappas, and 800 of the 1,000. 
employes are in the home office. 


ice, They Quit Happy 


_ It has been said of Y&R alumni 
afin that they “quit happy,” and Lar- 
in. mon notes that “they generally | 
feel they have been well and | 
Su Biairly treated . . . and a Y&R 
a training is quite an asset.” | 
se Y&R has been able to achieve | 
“ Zia sort of esprit de corps which | 
seems to the outside observer to : 
be neither simulated nor juvenile. | ? 
the Hi the morale is high, and the feel- | / 
8, Ming of being part of a team seems | 
rat widespread. There are reasons for 
~ast both: | 
eral The first is money. In a “basic 
een Mi story” prepared for its 25th anni- 4 
cli- Hl versary, the agency notes that “in. ie 
ans contrast to some agencies where S 
a few individuals receive very ; 
ard Mhigh salaries, it is Y&R’s policy 
108 Gi to spread its income widely among | 
Ory Bexecutives and creative workers | 
in§ Hithrough stock ownership and to | 
‘m= Gall workers through an annual 
rds Mbonus.” Stock in the agency is) 
rds held by 41 workers besides Presi- | 
108 Mident Larmon, but the largest’ , 
re amount is held by the employes’ | 
ibi- trust fund, for which all employes | 
&R of three years’ service are eligible, | 
irst Hand which matures in 10 years , 
'eSS and is disbursed over a 10-year 5 
into period. . 
as 
\gth Many Are Home-Grown 
one 


The second is opportunity: 60% 
- of Y&R’s billing comes from new | 
its Bproducts and other additional | 
ouSiness given to the agency by 
clients it already has. Despite the | 

fash of Ayer men—many of whom 

vor- §§J0ined early in the agency’s his- 
nes @0ry—plenty of Y&R’s younger 
ela- @&Xecutives are home-grown, many | 


ical #§f them starting as office boys and | 
vho @Working their way up the inside | 
ons @oOute. There is not the frantic 
on Mddition and jettisoning of per- 
ac- @ Snel as accounts are added and 
ata #<St which is commen in other 
rer HB esencies, 
sa (Y <R’s new business department —« 
lic BS ‘.e smallest ‘in the agency: sé ad ae ’ ° 
ve The only positive statement he’ll make is that 
yho ~ * « . e e e bd e 
. 39 
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duties in 1933, and was a director 
as late as 1936. He was active in 
the Willkie campaign and is now 
a partner of Young & Faught, a 
New York public relations firm. 


Raymond Rubicam retired in 


“OUR BUSINESS IS THE HANDLING OF 
PREMIUM and CONTEST 
Py, Responses 

FREE 16 PAGE BOOKLET 
ciated Activities Inc 


] MINNEAPOLIS 3, MINNESOTA 


a 


1944 as chairman of the board and 
is now chairman of the research 
committee of the Committee for 
Economic Development. He no 
longer has any connection with 
|the agency, his stock has been 
purchased and, aside from occa- 
sional friendly lunches “with his 
| boys,” he sees little of Y&R. 

| Chester J. LaRoche, president 


‘of Y&R from 1932 to 1942, and! 


later chairman of the board 
| (while Rubicam was chairman of 
| the executive committee), left the 
‘agency in the late years of the 
war, was briefly in radio, and 
|now heads his own agency. 


Larmon became president at the | 
beginning of 1942, and with the 
retirement of Rubicam became’ 


top executive of the agency. With | 


a background in world trade and 
account work (AA, May 20, 1946), 
he sees in the future a growing 
business for Y&R. 


billings,” he adds quickly. “We 


don’t want to be biggest—just | 


best.” 


‘Moore to Launch 
Porcelain-Enamel 


(Advertisement) 


’ 


he 


nal 
a 
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(LF Hm-m-m! 


Must be a“SPEND-O-CRAT” 


Coffee Brewer 


| West Larayette, O.— An ex- 


| tensive campaign to introduce a 
| new porcelain - enameled vacuum 
| coffee maker, the first of its kind 
/on the market, will be launched 


this month by the Moore Enamel- | 
ing & Mfg. Company here. 


| The new coffee brewer, which 
| combines the sanitary features of | 
| glass with the durable qualities of 
| steel, will be featured in ads in | 
| this month’s issues of leading | 
| home appliance trade publications 
| and on radio give-away shows on 
| 70 stations, according to E. C. 
| Stark, sales promotion manager. 
| Initial display of the coffee 
_maker will be made at the Na- 
| tional, Housewares Exposition at 
Atlantic City May 30. This will 
be followed by ads in the August. 
issues of Better Homes & Gardens, 
Ladies’ Home Journal and Wom- 
| an’s Home Companion. 
_ Features of the coffee maker 
,are a whistle vent that provides 
| fool-proof control of the process 
| of coffee making, an oversize top 
| bowl to prevent over boiling and 
an unbreakable filter. It is de- 
signed as an addition to the com- 
pany’s nationally-advertised line 
of “Memco” cooking utensils. | 
Byer & Bowman, Columbus, is 
the agency. 


! Sales-Aids Names Five 


Five industrial research and ad- 


“Not just in| 


ATTEND AYER OPENING—Celebrating the Paris a of the Harriet Hub. 
bard Ayer salon at a New York luncheon recently were Ralph P. Lewis, president 


of Ayer; William S. Paley, chairman of the board, Columbia Broadcasting Sys. 


tem, and Charles Luckman, president 


of Lever Bros. Co., of which Ayer is a 


subsidiary. 


activities of Sales-Aids, Chicago 
market researcher. They are G. H. 
Kent, Koppers Company, Pitts- 
burgh; W. D. Crelley, General 
Electric X-Ray Corporation, Mil- 
waukee; Willard M. Fox, Reming- 
ton Rand, New York; A. R. Tei- 
feld, Copperweld Steel Company, 
Glassport, Pa., and Russell Baker, 
Irvington Varnish & 
Company, Irvington, N. J. 


Moore Retires from ANPA 


Thomas H. Moore, a member of | 


the executive staff of the Bureau 
of Advertising, American News- 
paper Publishers Association, since 
1914, is retiring this month after 
34 years of service. Mr. Moore 
joined the bureau as associate di- 
rector in the first year of its ex- 
istence. 


Baby Chick Elects 


Roy M. Lynnes has been elected 
president of Baby Chick Company, 
Chicago, and publisher of Poultry 
Supply Dealer, succeeding the late 
Burridge D. Butler. Other officers 


| vertising managers have agreed to named are J. E. Edwards, vice- 
| serve on a new research advisory president; F. W. Orlemann, treas- 
‘board to guide the market study urer, and A. R. Hirsch, secretary. 
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Breau to Wertheim 

The Breau Plastic Industries, 
Philadelphia, has appointed Wer- 
'theim Advertising Associates, New 
_ York, to handle its advertising. 


*According to a complete | 00%, 
survey of National Grocers Bulletin 
subscriber-readers made by an it 
dependent research organization. 
What's more, 49°, of our “thorough 
readers have continuously suscribed 
and paid to read National Grocers 
Bulletin for an average of 15 y: ars! 
27°%/, have subscribed for over 5 y 2a"s 
because National Grocers Bulle‘ 's 
the ONE and ONLY national 5 °teil 
food trade publication which pro: des 
NARGUS members access to of ici! 
authoritative association inform tion 
and leadership. a 
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Court Order Won't 
Change Our Sales 
Policy: Marquette 


Cuicaco—While FTC Commis- | 


sioner Lowell Mason was insisting | Continental to Retail 


tnat the Supreme Court decision | 
in the Cement Institute case 
sounded the death knell of de- 


company to change its sales poli- 
cies. 

Marquette “intends to continue 
to sell cement delivered to the 
buyer’s destination at wholesale in 
carload lots,” the company said. 
“If Marquette finds that its quoted 
price at any destination where it 
seeks to do business is higher than 
the price quoted by a competitor, 
it will be the company’s policy to 
meet that lower price whenever it 
seems good business to do so.” 

“Marquette’s customers are in- 
terested in buying cement only on 
the basis of cost at the place of 
use,” the statement continued. 
“This service and method of sell- 
ing will be continued.” 

The Supreme Court ruling, says | 
Marquette, emphasized that the. 
FTC order which it upheld will | 
not “bar any individual cement | 
producer from selling cement at | 
delivered prices such that its net 
return from one customer will be, 
less than from another.” It goes) 
no further than to prohibit the | 
cement producers from entering | 
into or carrying out any planned 
agreement, understanding or ac- 
tion “to do a number of things | 
pursuant to what the court called 
a basing point system of pricing.” 


DISTRICT COURT DENIES 
CONDUIT MAKERS’ APPEAL 


Cuicaco—Individual use of the) 
basing point method, with knowl- 
edge that other sellers use it and | 
with the result that identical 
prices are quoted, does constitute | 
an unfair method of competition, 
the Seventh Circuit Court of Ap- 
peals held here May 12. 

The case discussed was a peti-| 
tion of a score of companies and | 
individuals, accounting for some 
93% of all rigid steel conduit pro- 
duction, for review of a Federal 
Trade Commission order requiring 
all companies to cease use of an 
identical basing point formula. 
The companies involved in the 
order maintained (a) that the FTC 
had failed to prove conspiracy, 
and (b) that individual use of the 
basing point system does not con- 
stitute an unfair method of com- 
petition. 

In refusing to entertain this con-| 
tention, the circuit court said: 

“Each conduit seller knows that 
each of the other sellers is using 
the basing point formula; each 
knows that by using it he will be 
able to quote identical delivered 
Prices and thus present a condi-| 
tion of matched prices under | 
which purchasers are isolated and 
de. rived of choice among sellers | 
SO ‘ar as price advantage is con- 
cer ied, 


Holds FTC Right 


Each seller must systematic- | 
al inerease or decrease his mill | 
ne price for customers at numer- 
ol. destinations in order to match 
th delivered prices of his com-| 
Pe ctors. Each seller consciously 
inonds not to attempt the ex-. 
cl sion of any competition from 
hi natural freight advantage ter- 
Tory by reducing the price, and | 
i effect invites the others to) 
Shire the available business at| 
mM: '‘ched prices in his natural mar- | 
ke’ in return for a reciprocal in- | 
Vit ation. 
In this situation . . 


. the legal | 


Mich., manufacturer of industrial, 
automobile and aircraft engines, is 
livered prices (see Page 1), Mar-|entering the retail field with a 

quette Cement Mfg. Company is- | now many-purpose power tool to 
Lae a statement saying that noth-| be used for cement mixers, pumps, 


ing in the decision requires the} drill presses, lathes and a variety 
other equipment. 


(question presented is _ identical Sets Foot Comfort Week 
with the one the Supreme Court 


| considered in FTC vs. the Cement 

| Institute. . . 
| epieilen. we cannot say that the 
| commission was wrong in conclud- 
|}ing that the individual use of the 
| basing point method as here used 
/does constitute an unfair method 
| of competition.” 


Stanfield Ltd. has been appointed | ager of the Gaines dog food di- 


Kams, a new anti-acid tablet) tion, New York, has been appoint- | 
product of W. K. Buckley . Ltd., 
Toronto. sion. 


Scholl Mfg. Company, Chicago, 
; maker of foot comfort appliances, 
In the light of that wij) conduct a campaign in na-|™ we 
tional and local publications, as | 8iMs, associate advertising man- 
ager of the division, has been ap- 


to promote its annual pointed associate sales and adver- 
tising manager of Calumet baking 
powder, another General Foods 
division. 


well as using window and counter 
displays, 
Foot Comfort Week June 19-26. 
Donahue & Coe, New York, is the 
agency. 


Raytheon Units Move | 


The equipment sales division, 
Continental Motors, Muskegon, international division, Russell 
Electric Company and Submarine 
Signal Company, all divisions and 
subsidiaries 
Company, have moved to 50 
Broadway, New York. Raytheon’s 
publicity department and Broad- 
Wallace-| cast Equipment Sales remain at 
Lindeman, Grand Rapids, Mich.,' 60 E. 42nd St. 

handles the account. 


Sutline ~ Biante’ 4 GF Promotes McGrath | 


Harold P. McGrath, for the past | 
The Toronto office of Harold F.| year sales and advertising man- | 


ed general manager of the divi- 
Edwin Ebel, formerly mer-' 


|chandising director of Pedlar & 
Ryan, New York, succeeds Mr. 
McGrath as sales and advertising 
manager for Gaines. C. A. Wig- 


Creates the Unusual in » 


Advertising that's salabi —- 
sound! , ——J 
Special or regular assign- 

ments from advertisers and 

agencies. 


“Vhat Fellow Gott” 


Leo P. Bott, Jr. 
64 E. Jackson S| CHICAGO 


Raytheon Mfg. 


Re ee 


to handle the advertising for| vision of General Foods Corpora- | 


Genuine photographs manufac- 
Ry sen in quantity at little 
“ee than letter-press in 
c> any size... get full 
particulars from 


“421 So. Wabash Ave. Fine Arts Bldg. CHICAGO S, ILL. 
; Phone HARrison 2770 


WORCESTER... 
A Maj or ~ 
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Turn your advertising spotlight on 
this sales productive Central New 
England Market through the Wor- 
cester Telegram-Gazette, with a 
daily circulation in excess of 

140,000, and over 100,000 on 

Sunday. 


We Thneastee macarons 


In each category associated with peak 


sales potentials, the Worcester Market 


proves its major importance 


in 1948. 


White 
Families 


Per Family 


Retail Sales 


Per Family 


Food Sales 


Per Family 
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Industrial Center 


Wage Earners 
1947 Payroll 


Net Effective Buying Income 


THE 1948 WORCESTER 


Population 


Per square mile 


$422,224,000* 


$159,687 ,000* 


$242,750,000 
Average Weekly Wage 


Number of Plants 


WORCESTER, MASSACHUSETTS 
cen: F BooTH Pubishes- 


OWNERS of RADIO STATION WTAG 


Sources: # 1945 State Census 


## Mill & Factory 


* Sales Management Survey of 


Buying Power, May 


17th in the Nation 


MARKET 


522,607 * 


341 
99.4% 
134,354 


$661,409,000* 


4,923 


3,143 


1,189 


92,000 # # 


$50.75 
1,120 


10, 1948 
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REPORT ON 
TELEVISION 


——NO. 1 


More than 350,000 American Families 


are enjoying television now, with 
about 45,000 new receivers going into 
new television homes each month. 


HOW THAT YOUNGSTER GROWS! 


27 television stations now on the air. Stars 
indicate present television cities. Dots soon 
will be. By late 1948, 44.5% of the nation’s 
population will be within reach of television. 


WABD - Channel 5 
New York, N. Y. 


Ears o 


SPONSOR IDENTIFICATION 


High sponsor identification ratings are usual 
in television. The most recent Hooper survey 
shows 5 out of the 10 highest ratings were 
programs presented on the Du Mont Network. 


Key Stations 


WTTG - Channel 5 
Washington, D. C. 


WDTV — Channel 3 
Pittsburgh, Pa. - 
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5 PEOPLE PER RECEIVER 


That’s average home audience. In public 
places, audience may be a hundred or more. 
46% report they bought products because 
they had seen them advertised on television. 


Che Du box — 


For information on any phase of television 


Wy 


—advertising, starting a broadcasting static», 

opening a dealership—ask Du Mont. Du Mott .~ 
has pioneered in every phase of televisio.: § \ . 
knows all the angles; is interested in any J | Y% 
thing that promotes television. Shown 


d ensior 
DU MONT TELEVISION NETWORK 7 heen 
515 Madison Avenue, New York 22, N. ’- E 
The Nation’s Window on the Word 
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OTOGRAPHIC 


The vacation you promised yourself 


++ the luxury of « miperh raise timer... 
the glamour of 


Lath fd morite 


Oren again the 33.000-ton hiners af Moore. MeCormack's 
Goad Neghbor Fleet, completely rebuilt and restyled, «ail 
south secre the bqustar to the wonderlands of Beal 
Upeguay aed Argentina Peery comfort esate the ie) ler 


~ ey creme activities outdoor tiled sre mmiag jane 
servounded by broad spore decks a drtinguches 
Amerwan cosine aur comditsoned dieming salons 
npeeons pull rooms all staterooms cutsade, manny 
wath private beth or shower Here ore splendid sigs 
operating to ports excitonghy hewetitul 


"$$. ORAZ © SS. URUGUAY - 55. ARGENTINA 
Suiting Fortnightly from New York 


38-DAY CRUISES 


NEW DRENE PACKAGE—As a result ca ae eens 
cS of a recent survey conducted by Don- arts lah ec orem ng 


Id Deskey Associates, New York, and 

POPAI OFFICERS—Photographed at the Point of Purchase Advertising Institute ar ag ny Gamble oe yah tthe 

symposium in New York were (left to right) Norman F. McKean, executive sec- shaped to allow a firm grip has been MOORE-M CORMACK 
retary, PoPAI; John Palmer, president of Palmer Associates and chairman of designed for Drene shampoo. The new i 
the symposium, and Clifford x Vanderbogart, vice-president of Niagara Litho- bottle is now being introduced through- Stemdnay oa 

graphic Co. and president of PoPAI. out the country. Ow nasmane Stn 


Pew tafermvarrom ( amsarts wmr desthar ad Tomed Agemis on 


New York & N.Y 


COLGATE'S — This Lustre - Creme 
shampoo window display by Kindred, 


MacLean & Co. for Colgate-Palmolive- HI, NEIGHBOR—Cruises to our South American neighbors will be promoted in 
Peet Co. was somehow called a Pond's a new campaign by the Moore-McCormack Lines, New York, beginning this 
Cold Cream counter display in a re- month with ads like this, showing life on the ships and points of interest in South 
cent AA spread on point-of-sale aids. America. Kelly, Nason, Inc., New York, is the agency. 


TOUGH JOB—Frank E. Delano, vice-president of Foote, Cone & Belding, looks 

as if he's having a tough, but pleasant time trying to decide who will be “Miss 

Rheingold 1949" at the eliminations held in New York. Each year New York's 
registered models compete for the sought-after title. 


HOLLYWOOD VISITORS—Bristol-Myers Co. “elite” visit Duffy's Tavern and 
Ed “Archie” Gardner during a West Coast tour. Left to right: Joseph P. Hardie, 
a vice-president in charge of sales; Palmer J. Lathrop, vice-president in charge of 

production; Stanley L. Bloyer, engineering department; Archie; William R 
Martin, assistant to the executive vice-president, Lee Bristol; Young & Rubicam 


Producer Tony Stanford, and announcer Rod O'Connor. 
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BROADCASTERS INVADE LOS ANGELES—The roving AA cameraman picked up a representative selection of broadcasters 
at the NAB meeting in Los Angeles last week. In the top row, left to right, are: H. K. Carpenter, United Broadcasting Co., 
Cleveland; J. Harold Ryan, Fort Industry Co., Toledo, forme r NAB president; Frederic R. Gamble, president, Four A's, and 
Carl K. Tester, Philip Meaney Advertising Agency, Los Angeles, chairman, southern California chapter, Four A's, and Lisle 
6: Baker, WHAS, Louisville. In the middle row are: William McGuineas, WGN, Chicago, and Edgar Kobak, Mutual president; 
> IWING—McArthur Advertising Corp., New York, which originated three- Judge Justin Miller, NAB president, and Charles G. Mortimer Jr., General Foods vice-president and chairman of the Adver- 
ensional advertising in Grand Central terminal, is now installing the ads in tising Council; and John J. Gillin Jr.. WOW, Omaha, with H arry Bannister, WWJ, Detroit. In the bottom row are: Walter 
thern Pacific's San Francisco terminal. Looking over the scale miniature are Reilly, Simpson-Reilly, Advertising Age coast representative, taking a chance on three 10-gallon hats from Kay Van Arsdale 
+ to right): Fred Tredway, Southern Pacific's advertising manager; Claude of Commodore Productions, Los Angeles; C. E. Hooper having a merry time with George Hollingbery, G. P. Hollingbery Co., 
eterson, vice-president, passenger traffic, and Carl Kulberg, McArthur's vice- Chicago, and John McCormick, WTAM, Cleveland; and Richard O. Lewis, KTAR, Phoenix, and Ray C. Smucker, KYUM, 
president and western manager. Yuma, with William S. Hedges, NBC vice-president. 
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aD 


ADVERTISING MANAGER 


seeks position with a major 
manufacturer or agency as 


ADVERTISING MANAGER and / or 
SALES PROMOTION MANAGER 
or ACCOUNT EXECUTIVE 


where 22 years extensive experience in 
_a and other fields can be used 
to full advantage. Can competently ad- 
minister advertising budgets of $560, 
or over. Know marketing, market analysis, 
market research, channels of distribution, 
broker functions, chain and co-op outlets, 
sales promotion. sales strategy, prepara- 
tion of sales manuals, advertising on 
radio, newspapers, magazines, outdoor, 
trade papers. Know how to win con- 
sumer acceptance thru research, booklets, 
premiums, contests, publicity. Know copy 
and graphic arts thoroughly. Know 
agency relations and procedure. Excel- 
lent organizer, resourceful, personable, 
faithful. Married, a2. college. Resume 
sent on req ; u rt $12,000. 


Box 7067, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


Publishers REP Available 


Thoroughly experienced, proven execu- 
| tive and management ability, sub- 
stantial financial background, unques- 
tioned integrity and highly successful 
space selling records in the trade and 
general fields are the qualifications 


offered to publishers seeking indi- 
7 f vidual representation in area which 
ak ; includes states of Ohio, Michigan, In- 
ng diana, Illinois, lowa, Wisconsin and 
Minnesota. 


Only commission and exclusive ar- 
rangements considered. Can furnish 
best of references. Submit your 
proposition and details in letter ad- 
dressed to: 


Box 7069, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


HELP WANTED 


POSITIONS 


WANTED 


“ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—-Executive 
Consult our H. R. Hazard 

GEORGE WILLIAMS CO.—Personne!l 
200 S. State St., Har. 2063, Chicago 


SPACE SALESMAN: Only _§ trade 
publication in rapidly expanding re- 
tail field. Opportunity for young ex- 
perienced man. New York City. Also 
interested in New England repre- 
sentation. 
Box 9585, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 


rRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
185 N. Wabash, Fra. 0115, Chicago 


COPY WRITER WANTED by long- 
established industry in middle west. 
Position requires mature experience 
in creation of direct mail and allied 
media on semi-industrial products 
or services. An interesting oppor- 
tunity with a future. Agency or 
comparable experience preferred. 
Send samples and picture to: 
Box 9586, ADVERTISING AGE 


Y. 


100 E. Ohio St., Chicago 11, Ill. 
Serving Both Employer & Employee 
Advtg—Sales Prom. Mgr...... $8,000 
Assistant Account Exec....... 4,200 
Industrial Copywriters ...... 5,900 


Jr. Copy-Engineering Deg. 

Layout Artists 
SHAY AGENCIES | 

30 W. Washington Central 9800 


Looking for Building Material— 
Young man with “get-up and git” 
interested in the future, to learn 
photo engraving, production and 
selling the hard way. The best con- 
cern in Chicago with a national rep- 
utation for quality, service and mod- 
ern equipment, has an opening now. 
Give complete background, history, 
first letter. Confidential. 

Box 9582, ADVERTISING AGB 

100 E. Ohio St., Chicago 11, Il. 


ART DIRECTOR, 4-A AGENCY 


20 years experience creating nation- 
al magazine, tradepaper, newspaper 
ads; billboard & package designs; 
direct mail, ete. Buy art & photog- 
raphy. Supervise dept. 
Box 9583, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR 
AGENCY OR INDUSTRY 

Creative Layout, Lettering, Retouch- 
ing. 18 Years Productive Experi- 
ence and Sound Industrial Back- 
ground. 

Box 9584, ADVERTISING AGE 

100 E. Ohio 8t., C hicago 11, Ill. 


Industrial 


Advertising Manager— 
10 years in machine tool and indus- 
trial advertising. Mechanical engi- 
neering graduate. Versatile, creative 
—read to put his experience to 
work your company. 

Box “0573, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 


SPACE SALESMAN 
Experienced Advertising Space 
Salesman desires position; with in- 
dustrial or trade publication. Inter- 
ested in permanent position with 
reasonable weekly income. 

Box 9588, ADV ERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


ADVERTISING AGENCY PRODUC- 

TION MAN 

8 years experience in top Advertis- 

ing agency having comp ete charge 

of all production. Chicago location. 
Box 9587, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


¥. 


ywriter knows what makes 
Presently employed with 
agency, writing con- 
industrial copy, radio, 


This co 

copy se ‘i 
medium size 
sumer and 

publicity. 
for advancement. My employer 
knows about this ad, will give top 


reference. If you seek a writer of 
good selling copy, address: 
Box 9591, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il, 


Position open as Director of Student 
Publications and Assistant Profes- 
sor of Journalism. Eleven months’ 
basis, three-quarters supervision 
and one-quarter teaching. Initial 
salary $4,500, beginning September 
1. Address C. C. Todd, Dean, College 
of Sciences and Arts, State College 
of Washington, Pullman, Wash. 


| TWO PROFIT-MAKING 
MAGAZINES FOR SALE 


} Here's an excellent opportunity for some- 
one interested in the juvenile publication 
ene magazine for boys and one for 
girls. 
These are two well-established, profitable 
magazines. Both members of ABC. 
{ Reason for selling — publishers’ doctor's 
orders. 
Sale price based on net earnings over 
. past five years. May be purchased with 
moderate down payment and balance 

from earnings—or cash sale if desired. 
Purchaser must be a _ responsible indi- 
vidual or organization. Replies held 
strictly confidential. 

Box 7068, ADVERTISING AGE 
100 E. Ohio Street, Chicago !!, Illinois 


IDEA MAN 


Printing plant out of town wants man 
with ideas on point-of-sale and direct 
mail material. Must have practical knowl- 
edge of reproduction processes, especi- 
ally letter press and Ieheeraphy. Pro- 
Sood" plant. Rapidly growing business. 
ood opportunity. rite full details of 

rience, background and salary re- 
ws rements. 


' Robert N. McMurry & Co. 
332 South Michigan Ave. 
Chicago 4, Illinois 


Small Agency has opening for a man 
with accounts. Chance to write his 
own ticket and to make for himself 
whatever place he wishes. Write fully 
in confidence. 


Box 7066, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


SALES DIRECTOR 


/ Leading midwestern manufacturer needs a 
| product sales ee oe To Ry for this 
; position you must have sales experience 
I. and a thorough knowledge of composin 
room operations. Please reply in full. 


Box 7073, ADVERTISING AGE 
10 E. Ohio St., Chicago II, Illinois 


O'SHEA 
“America’s Largest” 


MGR.-PUBN. 
publisher wants West- 
to hdqt. in Chgo. 
travel. Must have 
strong administrative bked. 
as well as proven ability 
to train space salesmen, Sal- 
ary as listed plus incentive 


bonus. 

ADVG. SPACE SALES...... $ 6,500 
Age 28-35. Exp’d on farm 
papers. 

ASST. ADVG. MGR...... «++ee$ 5,000 
Age 28-35. Machine tool exp. 
INTERIOR DECORATOR ...$ 6,000 
Age 30-39, married, children. 

Must know textiles, furniture 

& interior decorating materi- 

als. Writing abil. desired tho 

no req. This is staff position 

in editorial dept. leading 
magazine. 

SALES PROM. MGR. 
Age 30-40. Exp. in 
mail, mat serv. & creation 
point-of-sale material for re- 
tail chain. 


(Negotiations Strictly Confidential) 


O’SHEA EMPLOYMENT SYSTEM 
Seven offices in major cities 


SUITE 640, LYON-HEALY BLDG. 
64 E. JACKSON, CHICAGO 4 


ADVG. 
he ¢ 
ern Mer. 
Limited 


ARTIST capable of layouts and fin- 
ished artwork. 

COPYWRITER capable of creating 
ideas and copy for industrial and 
consumer accounts. 


The above positions offer pleasant 
working conditions, good salary and 
good future in a nationally recog- 
nized Mid-West agency. Write. 
Box 9594, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 


CHICAGO CORRESPONDENT 
Editorial coverage for your publica- 
tion is available in Chicago area 
by experienced correspondent with 
ability to provide a steady flow 
of material which will make your 
magazine dominant in this field. 

Box 9592, ADVERTISING AGE 

100 EB. Ohio St., Chicago 11, Ill 


REPRESENTATIVES AVAILABLE 


ESTABLISHED SALES COMPANY 
Covering national advertisers in 


N. Y., N. J., and New England states 
wants to represent manufacturer of 
quantity point of sale signs and 
displays. Send full particulars. 
Box 9590, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


SPACE SALESMAN WITH 
UNUSUAL SELLING RECORD 
on top national trade publications 
offers his services as publishers rep- 
resentative in NYC and New Eng- 

land—possibly the whole East. 
Box 9593, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 


z. 


MISC! EL LANEOU 's 


FOR SALE—83300 
WEBENDORFER used 17 x 22 sheet 


press now operating. Have cc ' es 
Millington contact you, WAB. 8528 
or write 53 W. Jackson, Chicago, 
Advertising, Sales Literature, copy 
layouts, ideas for Publications and 
Direct Mail, expertly prepared at 
low cost. 


Robert Peterson, Phone Central 6750 
442 Civic Opera Bldg., Chicago 6 


MAGAZINE 
50,000 
only 


for sale— 
controlled 
publication 
has always 


NATIONAL 
trade journal—. 
circulation. The 
serving its field. It 
shown a profit and has unlimited 
possibilities. Started 18 months 
ago. Averages 28 pages of ads per 
issue. Publisher leaving Chicago. 
Full price $5000. 

Box 9589, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE AVAILABLE 
For Free-Lance Illustrator and 
Photo Retoucher. Illustrations pen 
and ink spots, some wash. Retouch- 
ing: General and mechanical, Studio 
will furnish some work. Call for ap- 
pointment. FINancial 2860. Mr. Kuehn. 


TIME AND PROGRAM SALESMAN — 
ACCOUNT EXECUTIVE 


Here's opportunity for the right man to 
make a key spot for himself in the Mid- 
west Headquarters of a leading radio 
station representative. 
You bring us thorough radio station or 
representative experience, plus ability to 
develop and service worthwhile business. 
We back you with an agency-respected 
organization, a small list of outstanding 
stations, and complete sales tools for in- 
telligent representation. 
Write fully, covering experience, personal 
data and salary required. 

Box 7076, ADVERTISING AGE 
330 W. 42nd Street, New York 18, N. Y. 


SPACE SALESMAN 
Don't Need A Job — | Have One 
Want An Opportunity 

Excellent Past Record 
Farm, Trade Or Industrial 
In Mid-West Preferred 
} Box 7074, ADVERTISING AGE 
| 100 E. Ohio Street, Chicago I!, Illinois 


WANTED—Sales-Adv. Mgr. 


Aggressive Mfgr. Est. 1941. Home-auto- 
motive products. $400 monthly plus real 
incentive. $6000 to $15,000 yearly. You 
must be good and hard worker, clean, 
cooperative. Available now. Southwest. 


Write Box 7075, ADVERTISING AGE 
100 E. Ohio Street, Chicago I!, Illinois 


Episcopal Church 
Schedules Fall Drive 


The National Council of the 


| Protestant Episcopal Church will | 
| begin an evangelism advertising | 


|campaign this fall. It may start 


/a network radio show Oct. 1, with | 


network and type of show still 
| unsettled. A council spokesman 
‘told AA the campaign will em- 
_ brace newspapers, magazines and 
|motion pictures besides the net- 
| work program, placed through 
|'H. B. Humphrey Company, Bos- 
|ton agency. The target of the 


| campaign is the bloc of 60,000,000 | ¢ 


'“unchurched” Americans, not 
| proselyting, the spokesman said. 


| Casey Joins McCann 

John F. Casey Jr., 
| with the James A. Coveney Com- 
pany, has joined the Boston office 
of McCann - Erickson, where he 


Capable, ambitious, ready | 


Advertising in the 


Test Stage 


Del Monte White 


Test in Fresno 


sampling, an entirely new depar- | 


Del Monte White Sauce. 
A sample 12-ounce can of the 


of March 15. A week later, the | 
first announcement advertisement | 
appeared in the Fresno Bee. 


Concurrent with, and imme- 


FRESNO -the first place in the 
whole U.S. where you can buy it! 


We though women resily wanted 20d vended 1 protect 
Wis Del Mente White Sevce, Se we consted * We gore freses 
women the fest chance te try it. How Od gy fe a? 


DEL MONTE 
WHITE SAUCE 


men made complete coverage of 
the retail outlets within Fresno’s 
city limits to introduce the prod-| 
uct to the grocers. Their visits | 
were immediately preceded by a 
comprehensive mailing that ex- 
plained the test introductory cam- 
paign in detail. 

Weekly reminder advertise- 
ments are appearing in the Fresno 
Bee. 
also participating 
audience shows over Fresno sta- 
tions. 

Wilmot Rogers, California 
Packing Corporation’s advertising | 
director, told AA that Fresno 
was selected as the test com- 
munity for introduction of De 
Monte White Sauce because it had 
been determined to be the “ideal 
locality” for such a campaign. Re- 
sults of this test will determine 
the manner in which the new 
white sauce will be introduced in 
other markets around the country. 

McCann-Erickson here is the 
agency. 


PHONO RECORDS NEW 
POTATO CHIP PREMIUM 


Tacoma, WasH.—A test cam- 


records as premiums has been 
undertaken by Nalley’s, Inc., to 
build distribution and sales for its 
potato chips. 

Opening in Vancouver, Wash., 


formerly 


| last month, the campaign moved 
|into the Grays Harbor cities of 
| Aberdeen and Hoquiam, and will 
| shift into other cities of the North- 
| west. 

For 25 cents and the front 
€ panels of two 25-cent packages of 
its potato chips, Nalley’s offers a 
phonograph record, mailed post- 
paid. At Vancouver, 10 current 
|/numbers were offered. At Aber- 
deen-Hoquiam, the list has been! 
doubled. 

The campaign is supported by | 
600-line newspaper copy, run 
once, and 17 radio spots of one- 
minute and five-minute duration. 
A coupon listing available records 
'is clipped to potato chip packages, | 
|and promotion material is given) 
| retailers. 
follow-up. 

Preliminary results in the Van- 
couver market indicate that sales 


coverage, which had been about | 
50% of retail markets, has been | 
will be in charge of new business.| made practically complete as a)! 


Sauce in Sampling 


San FRANcisco—House-to-house 


ture for California Packing Cor- 
poration, has just been completed 
in Fresno to introduce the new | 


product, together with a 16-page 
recipe booklet, was left at every troduced in the Twin Cities by 
home in Fresno during the week | 


diately following, Calpack sales- | 


Del Monte White Sauce is| 
in housewife | 


paign using popular phonograph | 


Route salesmen handle | 


|result of the campaign, and sa e; 
|of chips have stepped up fas e, 
| than sales of records. 
Milne- Heffernan, 
‘handles the account. 


/'SNIRKLE SAUCE GOES 
‘TO SECOND MARKET 
Mi.wavuKee—Howard B. Starck 
Company here has invaded the 
Twin Cities area with its new 
| Snirkle’s caramel sauce after , 
| successful test campaign here 
The Snirkle product is being in- 


Seat le 


600-line ads in the Minneapolis 
Star and Tribune and the St. Pay! 
Pioneer Press. 

| In a coupon offer, consumers 
/are allowed 10 cents toward pur- 
chase of a 25-cent half-pound jar 
of the sauce. The product is ad- 
vertised as a topping for ice 
cream, cake, puddings and other 
| desserts. 

| Company officials say almost 
|perfect distribution has been 
/achieved in Milwaukee. They as- 
sert that a continued increase in 
sales has been evident after initia] 
impact of the test drive ended. 
The product has wagon-jobbe: 
and wholesale grocer distribution. 


INGERSOLL IN DRIVE 
FOR HOME FIRE ALARM 


Str. Paut—Insertions in the New 
York Times and Popular Science 
Monthly will start a test campaign 
| by Ingersoll & Co. here for its 
jnew thermostatic home fire 
| alarm, Fire Tattler. 
| The campaign, which the com- 
| pany claims is the first extensive 
|}one for such a product, will be 
| expanded later to farm and wom- 
|en’s publications and the entire 
science publication group. 

The alarm is described as the 
lowest priced of its type on the 
market, retailing at $24.75. It con- 
|tains a “penetrating” automobile- 


| 
| 
| 
| 
| 
| 
| 
| 
| 


itype horn and is hung on a wal! 
| like a clock. The alarm is con- 
|nected by wire to eight “fire de- 
tectors,” or cartridges, placed in 
home danger zones. These contain 
|units that melt upon approaching 
170° temperatures, breaking the 


| electrical circuit and starting the 


| alarm. 

Harold C. Walker Advertising 
Agency, Minneapolis, handles the 
account. 


GENERAL FOODS TESTS 
BAKER’S SYRUP COPY 


New York—General Foods Cor- 
poration is testing the new Baker’s 
enriched chocolate flavor syrup in 
newspapers throughout New Eng- 
land, upper New York state and 
Cleveland. The agency is Benton 
& Bowles, here. 


UNEXCELLED CHEMICAL 
TESTS EX-SPOT 

| New Yorx—Unexcelled Chem- 
| ical Corporation is testing a new 
product, Ex-Spot spot remover, in 
the Hartford Times. The agency 
is Kelly, Nason, Inc., New York. 


Publish Drug sanabeck 


Coordination needed between :d- 
vertising and sales departmen’ ? 
discussed in a booklet being 
tributed to drug wholesalers 
chain drug outlets by. Shar & 
Dohme, Philadelphia drug m 
facturer. The beoklet, designe 
a salesmen’s handbook for r | 
effective selling, is compose: 
editorials written by Jerom: B. 
|Gray of Gray & Rogers, P 


|delphia agency, for “Sales  is- 
patch,” monthly organ issue bY 
Sharp & Dohme for company » ‘/és 
repeqaemtacives. 

Takas Joins Sweet's 

| Andrew Takas, formerly of ‘he 
advertising and sales prom: \P 


department of General Ele ©¢ 
Company, has joined the cat -°% 
design department of Sw °5 
Catalog Service, division of F 
Dodge Corporation, New Yor! 
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\' §. Wholesalers 
Expand Efforts 
s. Direct Buyers 


New YorK—Under Joseph Kol- 
_iny, president, and Charles J. 
( unneen, just appointed executive 
oficer, trustees of the 16-month- 
od National Association of Whole- 
selers are launching a promotion 
program to combat the encroach- 
ments of supermarkets, chains 
and other direct buyers by show- 
ing the importance of wholesaling 
in the distribution scheme. 

With a present annual budget of 
only $20,000, the program will 
start modestly. The NAW now 
embraces National Association of 
Tobacco Distributors, Wholesale 
Dry Goods Institute, American 
Coal Sales Association, National 


Wholesale Druggists Association, | 7 


National-American Wholesale 
Lumber Association, Motor & 
Equipment Whoiesalers Associa- 
tion, and National Wall Paper 
Wholesalers Association. 


Others te Join 

Associations in the electrical, 
stationery and toy fields may join 
soon. Their participation would 
expand NAW’s budget. 

Formerly with Topics Publish- | 
ing Company and American Drug- 
gist, Mr. Cunneen was a staff 
writer on Yank in World War II. 

One project approved by the 
trustees will be “Daily NAWs,” a 
pictorial tabloid to be edited by 
Mr. Cunneen and a group of for- 
mer Army editorial associates and 
published each of the four days 
of the NAW convention in New 
York next November. Place and 
dates of the convention have not 
been set. The paper would have) 
a circulation of 25,000 and would 


carry a total of 100 pages of ad- 
vertising at $500 per page per in-| 
sertion. | 

Among manufacturers reported | 
planning to run special advertis- | 
ing on wholesaling are General | 
Foods and Wm. Wrigley Jr. Com- | 
pany. 

NAW is successor to the Coun-| 
cil of National Wholesale Associa- 
tions, a voluntary group initiated | 
by B. W. Ruark of the Motor & 
Equipment Wholesalers Associa- | 
tion. Mr. Kolodny, head of the 
Tobacco Distributors, has been 
president of both the council and 
the association. The council also 
embraced associations in the food, 
hardware and jewelry fields, not 
yet in NAW. 


‘Forget Bashfulness’ 


lhe wholesaler, Mr. Cunneen 
told the trustees, must stop being 
‘the bashful boy of distribution.” 
He must face “the glistening fa- 
cades, blatant newspaper adver- 
Using and other trappings of the | 
cul-price chains, supermarkets, 
and other direct-buying rivals.” | 

ir. Cunneen urged more dealer | 
ec ication by wholesalers; “attract- | 
in: better minds;” the breakdown | 
0! NAW into product group sec- | 
tins for more intensive cultiva- | 
hon of specific fields; a trade idea | 
li ary; speakers’ bureau; a 
Sc _nd-slide film in “March of 
T ne” technique for showing be- 
foe consumer groups, marketing | 
© sses and others, and increased 
© .munity work by wholesalers 
“fight chain store Reeenine| 
0 nership.” | 
Vith his report he tego 


roductions of news stories in 
ich “chain store officials, ad- | 
Y tising people and government | 
© clals attack wholesaling or ad-'| 
Y ate methods of distribution | 
° er than through wholesalers.” | 
‘Daily NAWs,’” Mr. Cunneen | 
', “will not accept ‘greetings | 
‘ wholesalers’ copy. .. On the 
° er hand, copy telling how 
™-nufacturers have, over the! 


years, built distribution through 


'service wholesalers would be. 


‘legitimate and wise promotion.” | S O LAT EF D F RO M 
|NAW would not go after “black- ¢ 


jack advertising.” 

The association has decided to 
discontinue its publication, “The. 
Wholesaler,” but continues to is-| 
sue regular bulletins on grand 
saling developments. 

Last year NAW made a grant 
to Ohio State University for ex- 
ploratory research on wholesaling. | 
A first report of findings prob- 
ably will be made soon. 


Names Miller-Gould 


Ridgefield Silversmiths, Ridge- 
field, Conn., manufacturer of ster- 
ling and silverplated holloware, 


OUTSIDE INFLUENCES 


The South Bend market is completely self-contained. The 
people who live here buy here—not elsewhere. And they 
are guided by one newspaper, The South Bend Tribune. 
Competing newspaper circulation does not exist in “Test 
Town, U.S. A.”—outside circulation is negligible. Want 
all the facts on this great test market? Write for free 
market data book entitled “Test Town, U.S. A.” 


has named Miller-Gould & Co., ALL 
New York, to direct its advertis- 

ing. BUSINESS 
Church Names Humphrey | IS LOCAL 


The National Council of the | 
Protestant Episcopal Church has) 
appointed the New York office of) 
. B. Humphrey Company to. 
handle its advertising. 


STORY, BROOKS & FINLEY, INC. 
NATIONAL REPRESENTATIVES 


REX [5 ALL RAPT UP! 


Old King Cotton is a radiant regent since Queen 


Industry gave him such a vigorous nod, and the 
This month 


the 14th annual realm is ‘richer than ever before with these versatile 
Cotton Carnival 
is being celebrated monarchs sharing the throne. Together, they rep- 
sane aaa be hee resent a new dynasty in Dixie, industrial frontier of 
to Caruana oF venters the Nation. The advertising columns of Memphis’ 
to the Nation's Party 
in the two great newspapers offer the most direct route to 


Land of Cotton. ; hd : 
the coffers of a billion and one-half dollar kingdom. 


Use BOTH and make an optional daily combina- 


‘tion rate savings of 13c per line! 
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Weber Named A.M. 


Charles S. Weber, formerly pro- 
duction manager of White Adver- 
tising Company, Cleveland, has 
been named advertising manager 
| Thew Shovel Company, Lorain, 


Publication to Move 


Production Equipment will 
move to larger quarters at 407 S. 
Dearborn St., Chicago, on June 1. 


NEED house organs? 


Can pre 2 sides and fold in | operation on 
new high- rotary web press. Up 
to page size 9 x 12, in 8-16-32 page units. 
Complete produeticn facilities, New York 
City. Quality reproduction. 
Address 7055, ADVERTISING AGE 
330 W. 42nd St.. New York 18, N. Y. 


Traube Leaves Ferris 


Leonard Traube has resigned as 
vice-president of the Earle Ferris 
Company, New York, public rela- 
tions firm, to become an independ- 
ent publicist and trade relations 
consultant. He was editor-in-chief 
of Billboard before joining the 
publicity organization. 


Appoints Vladimir 

Artistic Foundations, Inc., New 
York, has appointed Irwin Vladi- 
mir & Co., New York, to handle 
the export advertising of Flexees 
foundation garments. 


McCauley Elected V.P. 


W. E. McCauley has been elected 
a vice-president of the Sawyer- 
Ferguson-Walker Company, news- 
paper representative, Chicago. 
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‘Presteline Push | 
‘Uses 5 Pages in 
‘American Weekly’ 


Cuicaco—The largest space pur- 
chase ever made in a single issue 
of The American Weekly will 
form the nucleus of a spectacular 
advertising promotion by Preste- 
line appliance division of Pressed 
Steel Car Company, as the issue 
hits the newsstands June 20. 

Two four-color pages and three 
full-page black-and-white ads will 
boost both the brand name and 
the company’s line of electric 
ranges, with the five ads sched- 
uled to run on consecutive pages 
in the issue. 

Until Monday of last week 
when the purchase was an- 
nounced, the five-page order was 
one of the most hush-hush space 
sales consummated this year. 
Only a few key personnel on the 
publication were aware that 
Presteline was responsible for the 
order, and it was carried on all 
the books as “Client X.” 

A 700-line ad in Retailing told 
dealers and distributors of the 
coming push. The lead sentence 
read: “What would you say, Mr. 
Major Appliance Dealer ... if a 
leading electric “range manufac- 
turer would agree to spend over 
$75,000 in your town—in one 
day?” 

Local Emphasis 


The ad played up the local em- 
phasis — $75,000 for all the 23 
'local marketing areas, and de- 
| scribed sales promotion material 
'which is to be made available. 
_Dealer counter and window cards, 
Prennny mats and a wide as- 

sortment of similar items all will 
_be distributed as part of the pro- 
'motion during the weeks just pre- 
ceding and succeeding the push. 

Although the plans were in- 
cluded in the schedule last fall, 
the company was convinced of the 
effectiveness of its unusual method 
by the reaction to its color spread 
_in the March 29 Life. 

That promotion and the support- 
ing campaign, which ran for two 
weeks, consumed 3,000% more 
display material than the com-| 
pany originally planned. One 
dealer in Salt Lake sent up 10,000. 
balloons carrying the Presteline 
|name, and another dealer in a 
little town in the South was 


swamped by requests for three| 
| times as many premiums (recipes, | 
Indian hats) as there were people | 
|in the town limits. And today, 
| almost six weeks later, the com- 
|pany still receives requests for | 
| tie-in material. 

| The special drive does not alter 
| Presteline’s regular magazine 
‘schedule of full-page, four-color 
|and black-and-white ads now run- 
ning in American Home, American 
Magazine, The American Weekly, 
Better Homes & Gardens, Coun- 
_try Gentleman, Farm Journal, 
_ Good Housekeeping, House Beau- 
| tiful, Household, Ladies’ Home 
| Journal, Life, McCall’s and Small 
Homes Guide. 

| Weiss & Geller directs the ac- 
count. 


Elects Robert Millar 


Robert C. Millar, secretary and 
treasurer and a member of the 
board of directors, has been elected 
president of the Florida Publish- 
ing Company and has been ap- 
pointed general manager of the 
Florida Times-Union, Jacksonville. 
He succeeds the late Jesse M. El- 
liott. Mr. Millar has been with | 
the company for the past 23 years. 


Lists Advertisers 


Effective with the May issue, 
Mademoiselle, New York, has 
| added a new reader service, under 
|the page heading of “I saw the ad) 
in Mademoiselle.” The feature 
lists the ads that appear in each 
lissue of the publication and the | 
|page number. 
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The Creative Wan Corner 


This Corner admits itself completely perplexed by cigaret 
advertising. It singles out the accompanying Camel ad for 
no particular reason, except that a critical reading of it 
brought up this whole subject. 

It is beside the point to ask, if Camels were starting out 
on the market today as a new brand, whether or not they 
would employ this same kind of advertising. Patently, they 
couldn’t. If five people were smoking Camels today as 
against only one yesterday, they might be able to say that 
“More people are smoking Camels than ever before.” But 
they certainly couldn’t claim that “More doctors smoke 
Camels than any other cigarette.” 

It occurs to this Corner that there is less wrong with 
Camel cigaret advertising than with the critical faculties 


BRANDS CAMELS 
THE CHOICE 


a -_ MANY DIFFERENT 


ARE 


OF EXPERIENCE 
witH mE! 


. 
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of the people exposed to it. (And it doubts, at the same 
time, that readership and sales show any relationship what- 
soever.) In this Corner’s opinion—and it stresses this 
qualification—the Camel copy is completely phony. Yet 
the completely phony copy, the completely staged photo, 
and the completely agency-written testimonial, act as a sort 
of confirmation of millions of smokers’ opinions that Camel 
is the cigaret to smoke—next to Lucky Strike, of course. 
There is serious doubt that Camel could maintain its pres- 
ent volume and popularity without this earnest acceptance 
by the “right people.” There is reason for serious doubt 
that what the advertisement actually says helps sell Camels 
at all— for anyone, with even a modicum of common sense, 
must realize the complete unreality of the entire perform- 
ance. 

What is apparently taking place here is the acceptance of 
a pattern. People who have arrived are expected to drive 
Cadillacs—hence, if they drive Cadillacs they must have 
arrived. Cigarets that have arrived are (by this time) 
expected to advertise in a splashy way—hence, if they ad- 
vertise in a splashy way (a la Camels) they have arrived, 
and therefore must be good. 

As this Corner has already observed, the reflection is not 
so much on Camel as it is on the people who accept its ad- 
vertising so uncritically. At the same time, its humble 
occupant is certain that Camel’s volume—regardless of its 
advertising—could not be maintained without the quality 
product it produces. The Corner says this, feeling slightly 
biased. Pass me a Camel, will you? 


er re er ee ee ee re Jf 


er 


/ 


ea Oe ee ee eter et ge nT = 


Frigidaire Signs NRI 


_and trade publications, wee 
|newspapers, radio and direct ! 


| 


\ 


} 
ili 


The Frigidaire division of Gen- wij] be used. 


eral Motors Corporation, Dayton, | 
has subscribed to the Nielsen 
Radio Index service and an addi- 
tional contract covering NRI an- 
alysis service has been signed by | 
Frigidaire’s agency, Foote, Cone & 
Belding, Chicago. 


Gets Hat Account 


John A. Cairns & Co., New York, 
has been named to direct the ad- 
vertising of MacLachlan Hats, 
Inc., South Norwalk, Conn. 


Marlow Names Walker 


Harold C. Walker Advertising, 
Minneapolis, has been named to 
direct the advertising of J. C. 
Marlow Milking Machine Com- 
pany, Mankato, Minn. Farm 


@® 


Largest PAID Circulation —by #/ °¢ 
times—of any magazine cove: 9 
the entire industry... and a toto. of 


1,000 reavers montniy 
(Tops in the field) 
82 Wall Street, New York 5, N 
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Point-of-Sale 
Wire Recorder 


basis. 


Gadget Gives Sales 
Talk to Customer 
at Display Point 


development work, 
men last week unveiled their an- 
swer to the problem of the time 
lag between ad impression and 
point of purchase. 

Advertone, 
invention, spiels out commercials 
to customers. as they pass the in- 
stallation in grocery, drug, depart- 
ment and variety stores, and a 
long list of similar consumer mar- 
ket places. 

The principle is simple. A mass 


tone 


corders 
that a national 
as they call their|reach all of his outlets with one 
series of commercials. 

Should he desire to carry a 
partial schedule, the company will 
arrange to rotate blocks of 20 or 
more side so that he will have Promotes McConnell 
representation in a given number 
of stores for the duration of the | 


| where necessary, and change com- 
mercials when required. Franch- 
ises for markets outside Chicago | 
now are being sold, and contracts 
with national advertisers, of | stallation. 
course, will include arrangements | 
‘with the franchise owners. 

. | Contracts with manufacturers 
evice Bows ‘will be signed on an exclusive 
Only one soap manufac- 
turer, one meat packer, etc., will 
be able to use Advertone over any 
period of time. : 


To Reach All Outlets 


While the advertiser will bear | 
Cutcaco—After a long year of|the rental costs, and will have ex- 
three young|clusive use of the device for the 
duration of his contract, Adver- 
contracts to 
in competing chains, so 


| month. 


79th St. 


install the re- 


advertiser can 


Lincoln 


‘contract, with different stores each 
“ Canada Dry Ginger Ale, Inc., New | 
York, has been appointed man- 


t of the service averages ap- I 
—- S » ager of Canada Dry International, 


proximately $1 per day per in- 


Sparked by initial successes of 
|the venture, Irving and Gil Grod- 
|zins and Bill Hemmons already are 
exploring the possibility of in- 
|stalling the device in self-service | 
food cabinets, 
stations and a dozen other places | 
where the sale of slow moving or 
tie-in items can be speeded up 
‘through use of suggestion power. 
Advertone is located at 2538 E. 


Carothers to Sylvania 


Chalmer J. Carothers Jr., for- 
merly sales manager of Color- 
escent Laboratories, Elizabeth, N. 
J., has been appointed merchan- 
dising supervisor of fluorescent | 
tubing of Sylvania Electric Prod-| 
ucts, New York. 


McConnell, 
‘general sales manager of the car-' 


bonated beverage department of; succeeding the late W. G. Schopp- 


meyer. Mr. McConnell has been 
with the company for the past 12 
years. 


automats, service | 


assistant | 


SERVICE 


Twenty-four years of faithful service to 


American agriculture makes WIBW the 


most-listened-to-station in Kansas and 


adjoining states. 


TheVoiceosKansas 
in TOPEKA 


display of the product to be 
plugged by use of the gadget is 
located at a peak traffic point in 
the store. A lighted figurine is 
placed atop the display and the 
loudspeaker hidden close by. 

The speaker is connected with 
a wire recorder concealed under 
a convenient shelf. The wire re- 
corder, which carries as many as 
90 commercials of from 10-20 sec- 
onds in length, is started auto-— 
matically when a customer breaks 
a photo-electric beam in front of 
the display. 


Already Tested 


The machine already has been | 
tested to determine the most ef- | 
fective types of commercials. | 
The customer passes through the 
beam and the figurine flashes on 
and off as the voice suggests a | 
certain brand of canned meat, or | 
soup, or similar item ip the dis- 
play. 

Results in the tests to date have 
been phenomenal. The device has 
been installed in grocery stores of | 
from 4,000 to 50,000 traffic count. 

During a week shortly before | 
Easter, when it was placed in a 
small store which had sold, on | 
the average, one case of all brands | 
of canned meat weekly, sales of | 
the brand boosted by the device | 
jumped to five cases. 


Sales Up 600% 


In a larger store, located at a/| 
peak traffic point, Advertone 
moved 12 cases of the same canned | 
meat in three days, whereas the 
product’s normal sale averaged | 
two or three cases a week. | 

Irving Grodzins, a former signal 
corpsman in the Army, did most 
of the development work on the 
device. He, his brother Gilbert, a | 
heating engineer, and their mu- 
tual friend William Hemmons 
have pooled their talents and re- 
sources to get Advertone on the) 
market. For over a year they have 
been testing and improving the 
device. 

Jutstanding feature of the de- 
Vice is the personalized message at 
the actual point of purchase. Each 
in.pression is an individual im- 
pression, delivered in a conversa- 
Ucnal tone similar to that an 
elicient clerk would use in “push- 
” a product. In addition, the 
lo .dspeaker is toned down so that | 
ory persons in the immediate vi- 
Ci \ity can hear. 


15 Minutes to Install 


\dvertone requires 15 minutes | 
“install, and is operated on a. 
lise basis. Once installed, it 
neds no attention, since all reels | 
1 
I 


the wire recorder are arranged 

that they rewind automatically. 

‘ wever, the company includes 
a merchandising service in the | 
rental charge. 

Xepresentatives of Advertone 
‘it all stores where the device | 
's installed several times weekly | 
check the display, rebuild it) 


_ 


Advertising Age, September 99, 1947 


Reader Inquiries 
‘Outprove Starch,’ 
Hawley Declares 


New York —A thorough ex- 
ponent of inquiries as an indicator 
of both readership and sales effec- 


tiveness, ee em last 
week tol the ops Research 
Council that inquiries receive re) 
not correlate with Starch reports, 


and that, in his opinion. inguiries 


rs — —— a isuable 
r awley, who is director of 


advertising and promotion for 
Armstrong Cork Company  dis- 
cussed analysis of inquiries be- 
fore the group (which 1s on rec- 
ord as evenly split as to the 


validity of inquiries for measumng 
Inquiries, h 


copy effectiveness) 
insisted, 


He's a ‘Hunchster’ 


Appraising himself as a “hunch- 
ster, not a huckster,” he disclosed 
that Armstrong switched to edi- 
torial-style copy after he dis- 
covered that one of his own short 
stories in a magazine had nearly 
four times the readership of an 
Armstrong ad. 

As a major advertiser-~Arm- 
strong spends $7,000,000, 

1,000 pages in ine apers, 

consumer pages in magazines, 
has a network radio show—the 
company has learned from _ in- 
quiries. 

1. Editorial- style copy pulls, 


with a 300-word short stbry tech- 
effective 


Advertise in TSN— 
For Productive Automotive 
INQUIRIES 


TSN $ 45.000 monthly dembunor yoss to « huge flee morte! 
wales busses and pos 


BF Ste ameee 00 cusuc cms 
re [tinal 


293 SSS 23 ose= 


on epee 


Transportation Supply News, 418 S. Market St, Chicago 7, Ill. 


2 Readership varies in differ- 
ent size cities, and widely in 
warious sections of the country (in- 
quiries indicate this, a Starct 
sample he said. often does not) 

3 Teasing and_ sophisticate 
headlines don't pull well for Arm-| 
strong, testimonial copy invariably 
does worse than imaginary copy, 
children in ads—supposedly sure- 
tire—pull badly, 


Timing Not Lmportant 


4 Timing—which had been a 
fetish—was found to make no dif- 
ference in the inquiry rate 

5 Position in the magazine is 
very important contrary to cur- 
rent opinion He also said a recent 
Armstrong study slowed that 
thickness of magazines resulted in 
fewer inquiries, 

6 A definite correlation be- 
tween editorial material in a 
magazine and inquiries He cited 
a wartime case where a magazine 
reduced its home-building articles 
for food material, and Armstrong's 
inquiries dropped in proportion 
When home articles were in- 


creased, inquiries rose in exact 
proportion 
Inquiries are thoroughly ana- 


lyZed, Mr. Hawley reported, al- 
though the company does not, try 
hard for them. It uses no coupon, 
seldom pictures the booklet it 
offers, uses no typography to call 


attention to the booklet When 
asphalt tile was introduced in 
1942, it made particular effort, 


traced respondents for sales, found 
that they bought Armstrong tile 
in four out of five caseg 

But copywriters are steered 
away from inquiry results, Mr 
Hawley thinks too much writing 
for results makes for bad copy 


re: 


en Elect 


- Advertise in TSN— 
~| — For Materials Handling 


Marenate handling toms wm TSN are by tur the lunges! mquery 
peadure: TSN « 45.000 monthly disinibyson gars to the coun 
ty @ leading buyers of matencis handing equipment Below 
inquires 'o we recom 'ypeca! materais hondhing 


@ @ record oF 


Foneded Leptemeer (008 


418 S Merten SF. Chicege, 
fee tating for Bronce e@ces & F evtos 


Lomeese # 


INQUIRIES 


Transportation Supply News 


~ Peene Weber 2887 


“Inquiries are more reliable”, as 
Cameron Hawley puts it in the adja- 
cent story. “They quickly mirror the 
effectiveness of ad and medium”. That's 
exactly what TSN has to offer you. 

That is why “Inquiries” are the 
theme of TSN’s promotional effort in 
publications. Starting December, 1947, 
the three ads below run in each issue of 
Standard Rate and Data. The ad above, 
merchandising the three messages, ap- 
peared in: ADVERTISING AGE, Printers’ 
Ink, Industrial Marketing, Sales Man- 
agement, Tide and Advertising & Sell- 


ing. 
Advertise in TSN to the largest and 
most responsive audience covering 


every phase of transportation. 


Advertise in TSN— 
For Productive Railroad 


INQUIRI 


# of TEN 6 45.000 month! 
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Appoints D’Olive 

Charles R. D’Olive, formerly 
manager of the appliance division 
of Stewart-Warner Corporation, 
has been appointed vice-president 
and general manager of the newly- 
created Ingersoll utility unit di- 
vision of Borg-Warner. He makes 
his headquarters in Chicago. 


Leaves Erwin, Wasey 


A. F. Jones has resigned as man- 
aging director of Erwin, Wasey of 
Canada, Toronto. Ralph L. Law- 
son, executive secretary of the 
agency, will take over the man- 
aging director’s duties temporar- 
ily, until a new appointment is | 
made. 


department 


WASHINGTON—Dollar volume of | 
store sales for the 
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week ended May 8 were up 6% 
over sales for the same week last 


| 


| 


| 
| 


| 


| 


| year, bringing the sales index up 
| to 329, only two points away from 


the Easter week high of 331. 

In its weekly report on depart- 
ment store sales, the Federal Re- 
serve Board showed that Houston 


| led the cities for the fourth suc- 
| cessive week, with a 25% rise in 


volume over the corresponding 


| week last year. 


Mother’s Day buying this year 
came closer to equalling the 
Easter week sales volume than it 
has for the past two years. 

During 1946 and 1947, sales vol- 
ume during the three weeks fol- 
lowing Mother’s Day has fallen 
some 50 points in the index, 
reaching the low point during the 


ing . . in its size. 


today. 


This demonstration of leadership in the industry further 
proves that BAKERS’ HELPER is your best medium 
for reaching the largest number of successful bakers— 
those who do 92%, of the business in this 2!/, billion 


dollar industry. 


Bakers’ Helper 


105 W. Adams St., Chicago 3, Ill. 


NEW YORK 
165 Broadway 


SEATTLE 
White Building 


Once a purely craftsman’s trade, the baking business has grown into a 
giant mechanized industry. It has matured in its strength . . 


The baking industry is the second largest food industry in value of 
product (second only to Meat packing). 
try promotional program to increase the public’s appreciation of com- 
mercially baked foods. 


Now Baking has its own indus- 


BAKERS’ HELPER originated this 114 million dollar Baking Industry 
advertising and public relations program. Through full page color ads 
in Life, Ladies Home Journal and McCalls, the program is making the 
housewife conscious of the fact that bakery foods are the best food value 


16,687 Net Paid—Highest paid circulation any 
Bakery publication has ever reached 


in its think- 


LOS ANGELES 
816 W. 5th Street 


SAN FRANCISCO 
240 Stockton Street 


Federal Reserve Figures on Department Store Sales 


week preceding Memorial Day, 
and has risen almost the same 
amount within the next two weeks 
when Father’s Day buying is re- 
flected. Father’s Day buying tra- 
ditionally is responsible for the 
last peak before the usual summer 
sales decline. 

The Dallas (11th) district failed 
for the first time in a month to 
lead the districts in sales volume 


DEPARTMENT STORE 


~ SALES INDEX 


1935-39 EQUALS 100 


Week to May 8, °48* .p329 
Week to May 1, ’48* .p.301 
Week to Apr. 24, ’48* .296 
Week to May 10, ’47* .310 
Week to May 3, ’47*. .279 
Year of 1947......... 285 


pPreliminary. 
*Not adjusted seasonally. 


increases during the week ended 
May 8. Its 10% increase over the 
same week last year was exceeded 
by both the Cleveland (fourth) 
and Atlanta (sixth) districts, both 
of which racked up 12% sales 
boosts from the same week of 
1947. 

No district showed a year-to- 
year loss during the week ended 
May 8, although both Los An- 
geles and Washington experienced 
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Vick Names High V.P. 


Hermon A. High, general ma)- 
ager of the Vick division of te 
Vick Chemical Company, New 
York, and a di- 
rector of the 
company since 


1943, has been 
elected vice- 
president. He 


will be succeeded 
as general man- 
ager of the Vick 
division by Kirby 
Peake, assistant 
general manager. 

Richard D. 
Waters, sales 
manager of the 
division, has been appointed to 
succeed Mr. Peake, and Donald E, 
Livingston has been promoted 
from assistant sales manager to 
field sales manager. 


Drops Osco Account 

Harris D. McKinney Organiza- 
tion, Philadelphia, has resigned 
the Osco Motors Corporation ac- 
count. Osco makes engines and 
conversion parts for the marine 
industry. 


Hermon Hig} 


Milwaukee 


St. Louis District... 15 12 10 
Little Rock ...... 46 s 9 
Louisville ....... 23 23 19 
TR, MO oé6s% 0080 7 S 5 
Memphis ........ 19 16 10 

Minneapolis District ° be e 
Minneapolis ..... ® ° bd 
Fe ee * bd bd 
Duluth-Superior.. bd ¢ ad 

Kansas City Dist... 15 rg 9 
og. eee 2 14 7 
0 re 19 1 6 
Kansas City ..... 14 12 8 
St. Joseph ......- 7 5 8 
Oklahoma City .. 23 11 3 
URE 2a Gab OHA Sa 26 15 17 

Dallas District .... 27 14 r10 
Pe eee 16 1 1 
Fort Worth ..... 21 15 5 
"Ee 60 38 25 
San Antonio ... 28 20 17 

San Francisco Dist. 10 r5 2 
Los Angeles Area. 7 6 —l1 
OBMRIGNE 26s +ees- * * . 
San Francisco ... 12 3 7 
4... eee 18 6 5 
Salt Lake City... * s bd 
ee eee 2 4 3 


r—Revised. 
*Data not available. 


Appoints Yuill 

Jim Yuill, formerly interior dis- 
play director of R. H. Macy, New 
York department store, has been 
appointed art director in charge of 
packaging and point-of-sale dis- 
play material of Hirshon-Garfield, 
Inc., New York. 


1% drops from last year, and 
Philadelphia showed no increase. | 
Yr.-to-Yr.% Gain | 
Week Ending 
Federal Reserve Apr. May May 
district and city 2A 1 s 
UNITED STATES.. 11 r7 6 
Boston District ... 7 5 4 
New Haven ..... 13 7 0 
BOO cece s ceeds 5 3 2 
Springfield ...... 12 10 6 
Providence ...... 6 9 5 
New York District. 10 8 4 
FIOWOEE ccccecses 4 r5 5 
ee s 12 8 
Be EON. sic teks 12 r7 3 
Rochester ....... 7 r5 7 
eee 6 1 7 
Philadelphia Dist... 9 ~-1 2 
Philadelphia .... rb --2 0 
Cleveland District. . 9 11 12 
pe” eer see ov) 16 ll 
ee TS eee 10 10 14 
eS eee 7 11 7 
COUP sc cccees Ss 15 12 
TOOOGD ccctvccvas 11 9 8 
Pittsburgh ...... 13 9 14 
Richmond District.. 10 --2 2 
Washington ..... 22 —-t --1 
Baltimore ....... —-1 3 6 
Atlanta District .. ..18 rg 12 
Birmingham ..... > 28 ° 
PEEE . -Saccecnens 5 “= 6 
MEE... cis ccests 26 r 5 A 
New Orleans .... 19 5 13 These useful Kits — eon- 
oo . 0 14 2 “ ° 
Chicago District .. 10 rs 6 taining convemtent tools 
Chicago ......... 7 6 1 for making repairs around 
Indianapolis ..... 4 2 8 
ee as gn 15 «(15 N the home, office, farm and 


automobile as well as 
model building and hobby 
crafting—are constant re- 
minders of your products 
and services . . .. and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
.- + handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted . . . 
with your name or trade 
mark .. . at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 
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No Decline in ‘48 
Appliance Sales, 
Survey Indicates 


Cuicaco — Electrical appliance 
dollar volume will not vary more 
than 10% above or below the rec- 
ord-breaking volume of 1947, the 
editors of Electrical Dealer de- 
clare in the May issue, basing 
their prediction on the third an- 
nual door-to-door check of all 
electrical dealers in Kalamazoo 
County, Mich. 

The Kalamazoo Study III indi- 
cates that unit sales of big ticket 
appliances in the first quarter of 
1948 are ahead of unit sales dur- 
ing the corresponding period last 
year. Sales of refrigerators and 
electric ranges are well above 
those of last year even though the 
two items are still in short supply. 

With products such as radio re- 
ceivers, however, where supply is 
more than adequate, the seasonal 
peaks and valleys again have be- 
come quite apparent. 


No More Lists 


Admitting that the long waiting 
lists of impatient customers are 
definitely a thing of the past, Elec- 
trical Dealer nevertheless notes 
that only one out of five electric- 
ally wired homes in the county 
has purchased a washer, refrig- 
erator or range since the war. 

In order to equal last year’s 
record-breaking sales volume, the 
study finds, it is only necessary 
for dealers to sell one refrigerator 
to every eight “wired home” fami- 
lies who either have one or whose 
equipment is more than six years 
old. 

The share of retail sales cap- 
tured by appliance and depart- 
ment stores has jumped from $1.40 
per $100 of sales in the last pre- 
war year, to $2.50 in ’46 and $3.10 
in ’47 and, according to the sur- 
vey, there is little chance of a 
drop this year. 


Nine Down, Eight Up 


During the year since the last 
survey, nine dealers stopped sell- 
ing appliances for one reason or 
another, but in their place at 
year’s end were eight new deal- 
ers, bringing the total number of 
dealerships to 72. Rural dealers 
still found it difficult to get their 
proportionate share of the market, 
but the 27 located outside the city 
managed to raise their percentage 
of the total take from 11% to 13%. 

The retailers with the largest 
dollar volume were, with very few 
exceptions, those stores which had 
been in business prior to the war. 
Twenty-one of the 72 dealers did 
7Ti% of the $3,827,000 sales and 
service volume. Both allocation 
and established name contributed 
to the old-line stores’ share of the 
murket. 

lalf of the specialty appliance 
deilers had a sales and service 
toil of more than $50,000. Al- 
th ugh many of the 88 dealers 
w!o have sold appliances since 
th first Kalamazoo study was 
ur lertaken have gone out of busi- 
nes, only one of the old-line 
St es has passed from the scene 
Si ce the initial study. 


Franchises Still Fluid 


lost of the veteran dealers, the 
St vey indicates, believe that the 
ir ustry would prosper more with 
fe er outlets, but the fact remains 
tr t there are 22 brands of refrig- 
© tors and 34 brands of washers 
re resented in the county, and 
n.e of the manufacturers is 
“ ling to give up its representa- 
th a, 

‘ranchises are still in a fluid 
St te, however. Even though the 


°C npanies may wish to maintain 
thcir present position, many of 


the dealers told Electrical Dealer 
editors that as soon as supply im- 
proves, they plan to discard the 
cats and dogs in their stores. As 
an indication of the trend, 63 deal- 
ers who were in business during 
both of the last two studies 
dropped 57 radio lines, 10 brands 
of refrigerators and seven brands 
of washers. 

The survey cites the trend to- 
ward reduction of the number of 
lines per dealer as another reason 
for the overpopulation of appli- 
ance outlets. However, distribu- 
tors indicate that dealer franchise 
applicants will go through a more 
careful screening in the future. 

The study notes that there is 
still a wide-open market for the 
low-price models of practically 
every major appliance. Few of 
the dealerships have done or plan 
to do any outside selling, and 
most reported that they will be 
content with the 1947 volume. The 
larger operators, however, men- 
tioned that they would inaugurate 
increased promotions should sales 
begin to lag. 


Beaumont & Hohman 
Adds 5 Accounts 


The San Francisco office of 
Beaumont & Hohman has been 
named to direct the following in- 
dustrial accounts: Marlsbury Mfg. 
Company, heavy duty steam 
cleaning equipment; Straub Mfg. 
Company, mining and rock quarry 
crushers; Rotex Punch Company, 
metal punches; Eby Machinery 
Company, saw mill equipment, 


‘Physics Today’ Bows 

The American Institute of Phys- 
ics, New York, has launched a 
new monthly magazine, Physics 
Today. David A. Katcher, physi- 


cist and science writer, is editor. | 


Haines Joins Belden 
Ronald V. Haines, formerly of 
the advertising staff of the Good- 


year Tire & Rubber Company, 
Akron, has joined Belden & Hick- 


ok, Cleveland agency, as an ac- 
count manager. 


THE LETTER SHOP, Inc. 


Chicago 5.1linoi 


431 S. Dearborn St., 


and Quaker Rubber Company, in- 
dustrial conveyors, hoses and 
belts. 

Charles W. Tennant Jr., for- 
merly copy chief of J. R. Pershall 
Company, has joined B&H’s Chi- 
cago office in the same capacity. 


STANDARD 


Macfadden Elects Heyn 


Ernest V. Heyn has been elected | 
vice-president of Macfadden Pub- 
lications. He will be editor-in-chief 
of all of the company’s magazines. 8 
Mr. Heyn joined the company in 
1934 as an editor, served as a lieu- S 
tenant-colonel in the Army, and 
returned in 1946 as consulting edi- 
tor. Sport was founded under his 
editorship. 


- STUDIOS 


540 N MICHIGAN AVE. 
185 N WABASH AVE. 
410 N. MICHIGAN AVE. 
11] £. DELAWARE ST. 


PHONE WHitehall 5355 


& 
ie 
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$ 
SHAVE... 2. ; 


THE DOLLAR FEE for face scraping, now standard in :_ 
barber shops in San Francisco and its suburban counties 
. . - has been variously attributed to the advance of dry 
shaving, the wartime shortage of scientists (from barber 
colleges) the psychological compensation for fallen arches... 
and just as variously interpreted as a cinder in the economic 


eye, and the footnote to a flush fiscal chapter . . . However, 
there are more conventional indices for this market. Consider: 
San Francisco indices—’47 vs. ‘46 | 
RETAIL SALES . . UP $152,000,000 to $1,180,000,000 ail 
WHOLESALE ... UP $714,880,000 to $4,468,000,000 
BANK DEBITS . . UP $2,127,823,000 to $25,458,399,000 
FACTORY WAGES UP $8.41 to $61.95 weekly average 
EXPORT CARGO UP 4,598,745 to 16,782,556 tons 
AIR TRAFFIC . . . UP 82,906 to 917,266 passengers 


San Francisco Chronicle —’47 vs. ’46 
TOTAL LINAGE . UP 1,898,422 to 
RETAIL DISPLAY UP 1,059,925 to 
GENERAL ..... UP 666,934 to 
AUTOMOTIVE .. UP 
CLASSIFIED .... UP 4,143,317 lines 


THERE ISN’T ANY possible doubt that the above figures 


15,240,958 lines 
6,617,645 lines 
3,249,400 lines 

148,885 to 436,132 lines 


111,854 to 


mean Buying Power... in a market of exceptional potential, 
and a medium to match. Sellingest medium in the market, 
The Chronicle assures a cordial reception to San Francisco 
and the whole of Northern California!... Ask any SFW man 
for the details! 


San Francisco Ghronicle 


SawYER-FERGUSON-WALKER Co., National Representatives, 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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Durstine Opens 
2 Coast Offices 


Los ANGELES—Roy S. Durstine, 


manager of Seiberling Rubber 
Company and Four Roses for 
Frankfort Distilleries, will be on 
the executive staff at Los An- 
geles. 


‘Rejoins Borg-Warner 

| John P. Morgan, who first | e- 
‘came associated with the Detr j; 
Vapor Stove division of Bors. 
Warner Corporation in 1930, has 


aa 


dents of the Chapparal, monthly 


No—because BH&G women are worth 


your attention without any stunts. iy _more effective job and thus get a 
They're running prosperous homes, bigger return on their invest- 
spending billions every year to main- \ | ment. 
tain the world’s highest standard of ° ‘ - 3 
Hamilton Names Olson ‘ , , 
| LEADING RADIO STATIO' 5 


living: suburban America’s. Better 
Homes & Gardens 100% service con- 
tent screens out casual readers, screens 
in over 3,000,000 husbands and wives 
whose big interest is home and family. 


Gar dens 


and 


AMERICA'S FIRST SERVICE MAGAZINE 


carried current copies of the four 


_metropolitan San Francisco news- 
| papers, the Palo Alto Times and 
‘the Stanford Daily and Chapparal. 

The most-read off-campus 
| newspaper, according to the poll, 
is regularly read by 5 out of 10 
'Stanfordites. Only one out of 10, 
or less, regularly read the other 
off-campus newspapers. 

Pollsters found that 5 out of 10 
campus dwellers see the average | 
advertisement surveyed in the| 
Stanford Daily, according to Mr. | 
Collier. The Chapparal ranked | 
|highest in average advertisement | 
/seen with a mark of 6 out of 10.| 
Only 3 out of 10 see the average | 
advertisement surveyed in the! 
most-read off-campus newspaper. | 


ABP Prints Booklet | 


Associated Business Papers has | 
published 10,000 copies of a new! 
booklet designed to acquaint ad-| Him 
|vertisers and agencies with its | 9 
|aims and purposes. Since 1940, | 
the booklet says, ABP has distrib- | 
/uted 70,000 pieces of ABP litera- 
ture to advertisers and agencies 
|'and has spent $500,000 for ads and 
| promotion to help those who ad- 
| vertise in business papers “do a 


| Betty Olson has been appointed 
/home economist of the appliance | 
|division of Hamilton Mfg. Com-| 
| pany, Two Rivers, Wis., manufac- | 
‘turer of the Hamilton automatic | 
‘clothes dryer. 


“Offices in Chicago + New York « Det t 
‘St. Louls » Los Angeles « San Franc: ° 


New York, Chicago and Cincin- Other personnel: Robert Eng- /rejoined the company as regio: a! 
nati agency, has opened offices | land, executive staff, Los Angeles; \sales manager. He will be in 
here at 2853 W. Seventh St. and| L. Edward Scriven, executive staff, | charge of the southern and south- 
in San Francisco at 703 Market|San Francisco; Sidney Stivers, | western region, with headquarters ! 
St., and plans to open a third | creative committee, and Angus M.| in St. Louis. 4 
: office in the Northwest. Babcock, art director, Los An-| — / 
Pacific Coast manager will be geles. | Gets Glove Account j . 
Robert L. Nourse Jr., formerly of a —— ye ates i fit 
Dorland International and Ruth- . of Makons hand made gloves, has : 
, ~ | Appoints Nelson placed its advertising with Lane j 
rauff & Ryan. H. H. Hindley, for-| : Be f h 
merly in charge of the San Fran-|. Lawrence W. Nelson, public re-| Advertising Agency, New York j t 
cisco office of Dorland. will be San | /@tions director for Duluth and eng oh oe eee 4 eae _ =. 
; ‘ former public relations head of | ions an irect Mali Will be used, / re 
Francisco manager, and James L.| the Northwestern Aeronautical | cere ; at 
Moloney, previously advertising | Corporation, has been appointed | Names McKinney Agency §; 
director of publicity and advertis- | : Wi pi / 
+ : A pie sf National Milling & Chemica! : re 
ing of the Minnesota Territorial Company, Philadelphia, manufac- j 
SIGNS OF LONG LIFE” bee which will occur in turer of industrial soap products, j of 
ron quanriry guvens | 17 Gere cy Oreenisation Philacelphic sf) A 
. * A Ae » . 
Hl THE ARTKRAFT” SIGN co.) CASF Schedules Meeting = handle its advertising. j a 
Division : ae ae cuntbetatannn / 
Actas’ Mamtededing Comention The Canadian Advertising and ae me , j m: 
900 Kibby St. Lime, U.$.A.1 Sales Federation will hold its an- Schulenburg Joins MBS 
, nual convention June 28-29 at the Ralph Schulenburg has joined H/ 
<istovorss oop vdeo? Jj King Edward Hotel, Toronto. the midwest sales staff of Mutual j - 
| Broadcasting System in Chicago. = 
| 
; j cu 
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j | 
Peet's series of full-page newspaper ads being used to promote Fab, the com- j de 
pany's “super-wetting action" washing preparation. The product is being intro- : at 
duced market by market, across the country, with special attention to hard water / pe 
areas in the Midwest and Far West. William Esty & Co., New York, directs j na 
advertising for Fab. : 
bieomsommes 
| | campus magazine, is 8 out of 10. am 
Stanford Students | All campus groups were repre- — 
{ sented equally in the survey, Rus- f hs 
Read Own Papers, °<i Collier, president of the Stan- OF en 
ford ADS chapter and survey its adve 
Ignore Others ‘manager, told AA. The pollsters HOT INFORMATION sian 
Pato ALTO, CAL. — Advertisers made random selections within the 
hoping to reach the collegiate | Various groups. A total of 400 
'market should rely on campus | Were interviewed on the campus | 
publications, according to a recent | over a period of three days. | on 
| | Survey conducted by the Stanford | ‘Chapparal’ Ranks Highest 
i i h f Al 
saver cage Am elt) oe curzex, wus coc! TOP STATIONS 
tisin ‘trat rnit under the direct supervision of 
The study, nade by 18 Alpha|D?: Chilton R. Bush, head of the : 
uM AT K s x ¢ oe Vi Pp A NX Y Delta Seaes sediineh. ineie that pee Fs say s0r ae inl 
o WA Bash 9 out of 10 Stanford students regu- | mrt a ae 
517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 1204 larly read the Stanford Daily. The | ss Seite saints: eaieesdial 
average readership among the stu- | 7B TOP M ARKETS 
} se 
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The Pay-Otf 


NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


j WHAT TO DO ABOUT ORDERS CALLING FOR 
ITEMS TEMPORARILY OUT OF STOCK 


Is it better to return. money immediately for items tem- 
porarily out of stock, or should such orders and money be 
held for filling later? This is a question that puzzles many 
firms starting a mail order department or business. 

Recently, your Pay-Off editor, while browsing through 
the Sears, Roebuck retail store in Des Moines, Ia., placed 
a catalog order for an item that was out of stock in the 
retail store. Three days later he received a refund slip 
and his original purchase order with the notation: “We are 
out of this but expect a new supply within 20 days. Please 
reorder.” 

The refund slip was numbered and had the exact amount 
of the refund printed in a circle prominently displayed. 
Across its face the refund slip says: “This refund voucher 
represents the balance due you. When endorsed, it may be 
applied on your next order, or cashed at any one of our 
many retail stores.” 

What are the advantages of this procedure? First, it 
saves the clerical work needed to handle the correspondence 
and watch incoming shipments to avoid delays in filling 
holding orders; second, it eliminates complaints; third, the 
customer appreciates this prompt and courteous method of 
handling his business; fourth, refund slips encourage the 
purchase of additional merchandise, and fifth, a certain per- 
centage of your customers change addresses, and back orders 
will be returned because of incorrect addresses. It costs 
money to handle returned merchandise, then hold the 
money, and again correspond with the customer. 

But. what about losing the profit on the sale by returning 
the money? True, you may have lost a sale temporarily, 
but the cost of holding the average order with out of stock 
items eats into your profit to such an extent that you have 
little or no profit left. In addition, you have all the grief. 

Another angle worth considering is that, often, unexpected 
delays hold up the delivery of new stock. This may cause 
a disgruntled customer to complain to the Post Office. Ex- 
perienced mail order men know that the best way to elimi- 
nate complaints is to keep the customer satisfied. 
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Names Leland Davis R&R Names Neill 


Queen _ City Photo Supplies,; Walter K. Neill, formerly vice- 
Cincinnati, has named Leland) president and director of public 


Davis, Inc., Cincinnati, to handle | relations of Forest Lawn. 


its advertising. Newspapers, dis-| Memorial Park, has been named 
play and direct mail will be used. | an account executive of Ruthrauff 
'& Ryan, Hollywood. Thomas W. 
|Moore, advertising director of 
Forest Lawn, will assume Mr. 
|Neill’s public relations responsi- 
| bilities. 


ES 

. Thee | Tuman Names HG&S 

SMOSSOMEEONESY = John Tuman & Son Compary, 
St.Joseph Ouzette 


dress manufacturer, has appointed 
|Hanson, Gerber & Shaw, New 
York, to handle its advertising. 


- THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
-IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 

DVANTAGEOUSLY BY YOU 


as 


FRCHANDISING KNOWLE 
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‘Butterick Names Gibson Joins ‘Field & Stream’ 


New York, has named Geo. H./ pointed resident salesman in De- 
Gibson Company, New York, to/troit for Field & Stream. He will 
handle the advertising and sales|serve eastern Michigan and To- 
promotion of Progressive Grocer.|ledo, making his headquarters at 
1963 Penobscot building, Detroit. 


Butterick Publishing Company, | Chas. J. Sheppard has been ap- | 


Names West-Marquis 


The Fairliner division of the 
Western Boat Building Company, 
Tacoma, has appointed the Seattle 
office of West-Marquis, Inc., to 
handle its advertising, effective 
June 1. 


To National Broadcast 


National Broadcast Sales, To- 
ronto and Montreal, has been ap- 
| pointed to represent Station CJCH, 
Halifax, N. S. 


Ayer & Gillett Moves 

Ayer & Gillett, Inc., Charlotte, 
N. C., has moved to larger offices 
at 123 N. Poplar St. 


: Doreen Moody, 16-year old Queen of 
1948 Puyallup Valley Daffodil Festival. 
A bulb-planting machine at work. 


CLOSE to one-fourth of all daffodil bulbs sold in the 


United States today come from Pierce County, Wash- 
ington. More than a thousand fertile acres are devoted 
to the industry—which in 1947 shipped more than 8,000,- 
000 bulbs worth approximately $1,000,000. It's just one 
more example of Tacoma-Pierce County's diversified 
economy—and one more reason why advertisers are 
making Tacoma a “must buy” on every Washington 
State newspaper list. 


A “Must Buy”- and Here’s Why 


No “outside’’ newspaper gives adequate 
coverage of the important Tacoma met- 
ropolitan area—second most populous 
region of Washington State. Check these 
coverage figures: 


TACOMA NEWS TRIBUNE 79%, 


Second Tacoma Paper 51% 
Seattle Morning Paper 10% 
Seattle Evening Paper 5%, 


Now Delivering More 
Than 60,000 Daily 
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Says Beauty Should Be 
Admired, Not Driven 


To the Editor: In your May 10 
issue, the Creative Man, in his 
usual interesting style, takes apart 
a recent automobile ad. He easily 
showed that, as an ad that says 
nothing, it is a masterpiece. There 
is another type of auto ad which 


This departmen 
writer would not think of using|of the entrance, but slightly to 


such 
technique is something like this: 


‘ (Zl vist... toe 


s a reader’s forum. Letters are welcome. 


a, 


ti 


Present-day one side, with the owner sitting 
| alone. The remainder of the fam- 
‘ily, snappily attired in the latest 


“old stuff.” 


For background there is a por- 


tion of the front of a very large | sport clothes, are tastefully 
residence, with one of those semi-| grouped about the doorway, all 
circular driveways. 
such an imposing residence there|cinated by its “thrilling beauty.” 
usually stands a car costing $4,000 Obviously, if this man has any 
or up, so it is mildly surprising | consideration for his family, he 


In front of| gazing intently at the car, fas- 


may be even more deserving of/|to find instead, one of the “low” | will not drive this handsome ve- 
lor “medium priced” cars (about) hicle away and out of their sight, 


attention. 


Before the war the auto ads/| $1,990 including a full quota of 
| extras, and they are not sold with-| 


usually depicted a car rolling 


along the highway, filled with | out them). 


| 


but instead will get out and take 
a taxi or a bus to his office. 
The ad planner is| Other luxurious backgrounds 


happy people showing plainly by realistic here, as, after paying in- | are also used, such as showing the 
their facial expressions that they|come taxes and for the up-keep car parked very close to a tee on 
were really enjoying the ride. And|of such a magnificent home, the |a golf course (what good club 


the text emphasized 


comfort,| unfortunate owner has so little) 


| permits this?) or in front of a 


safety, speed, acceleration, hill-| left he can no longer purchase the | sparkling body of water. In the 


climbing ability, 
etc. 
garded today. The modern copy- 


braking ease,|car he wants but must take one} 
How naive that style is re- of these cheap ones. 


latter case, the artist puts in the 
well-known and highly esteemed 
The car is not parked in front| “action,” but, strangely enough, 


al 


assure an adequate supply of electric power 
A — 


Wi jiu good basivess 79 Ge 


the action has no connection wit 
the product advertised, as some- 
one in the background is waving 
to some people out in a small 
yacht. There is a truly generous 
gesture, as it must help the boat- 
builders, who should appreciate 
this, as they still have to sell 
their merchandise. 

After feasting the eye on all 
this beauty, a really nice color 
job, the reader looks below, to the 
text, to learn why these appar- 
ently opulent people selected this 
car. There seems to be only one 
answer—Beauty. And also inter- 
esting, it is discovered that if the 
car had no motor and could not 
be driven a foot, the text would 
still be entirely appropriate, as 


there would still be that “new 
styling,” “new look inside and 
out,” “flowing lines,” “sweeping 


lines,” “modern styling,” “thrill- 


| ing beauty” ad nauseum. 

Occasionally a copywriter gets 
'a little off the beam and writes 
_ vaguely, very vaguely, of “many 
‘engineering improvements.” He 
'carefully avoids anything definite. 
| Now there is a clever touch. He 
‘leads each reader to expect, or at 
least hope, that the particular 


those “many.” 
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MEVI DUETY ELECTRIC COMPANY 
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h |appear in the June issues of See; 


and Metal Progress takes an en- 
tirely different slant on the prob- 
lem. We are not mentioning fue! 
shortages. We like to feel that 
the modern advertising method of 
telling your own story is the bet- 
ter approach. We’re selling the 
power that is necessary to operate 
our client’s product and we’re try- 
ing to make electric power just as 
attractive as we can without re- 
sorting to the negative side of 
“shortages.” We believe this type 
of advertisement will havea better 
reception with business leaders in 
all geographical locations. 
Howarp D. Camo, 
Scott - Telander Advertising 
Agency, Milwaukee. 
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Held Up, But Not 


Out of the Running 

To the Editor: I read with a 
great deal of interest your article 
on Consumer’s Aid operation in 
Chicago in the May 3 issue of AA. 

I believe Mr. Johnson had ref- 
erence to our company when he 
mentioned that a firm in a fairly 


large midwestern city had gone so 
far as to issue rate-cards before 


improvements he wants are among | encountering difficulties. 


We had planned to be in opera- 


After wading through all this| tion in the Thriftway Supermar- 
beauty slush, the reader may be-| Kets in Des Moines on April 5 
gin to perceive that this style of | But a lack of telephone lines has 
ad has a definite and most worthy |US thrown for a temporary loss 
objective. The copywriter realizes| We are definitely not out of the 


that these days, with endless lines 
|}of cars crawling along the high- 
| ways, there can be little, if any, 
|pleasure in driving any car, no 
matter how beautiful. And be- 
sides, it is likely to become in- 
volved in an accident which would 
mar its “thrilling beauty,” to say 
nothing of the lives and limbs of 
the occupants. So he is subtly ad- 
vising purchasers not to drive 
their cars, but to keep them at 
home for the family to feast on 
their external beauty. The Na- 
tional Safety Council has an op- 
portunity to recognize this safety 
effort by making a handsome and 
widely publicized award. If all 
new cars would be kept off the 
roads, how the number of acci- 
dents would go down! 

So the thoughtful reader will 
not drive his new car except the 
few feet from his garage to some 
spot on his driveway. Then he 
and his family can spend the 
happy days viewing it from his 
window, or doorway, completely 
lost in admiration of its “thrilling 
beauty.” 


W. H. RILey, 
American Surety Company, 
New York. 
. 2 


Hevi Duty Electric Ad 
Skips ‘Fuel Shortage’ 

To the Editor: In the midst of 
preparing a campaign for our 
client, Hevi Duty Electric Com- 
pany, we were interested in see- 
ing the story of the controversy 
between James A. Clark of the 
|Minnesota Department of Busi- 
iness Research and Development 
}and Walker Saussy, who handles 
the Louisiana campaign (AA, 
April 5, April 19). 


The attached advertisement to! 


picture because we have as much 
faith as ever in this form of ad- 
vertising and we intend to go 
ahead with our plans to start 
service here in a very short time. 
We also expect to expand our op- 
eration to other cities. 

Mr. Johnson states that at least 
75 stores are needed to operate 
successfully. We feel that we can 
do ajob for an advertiser in much 
smaller chains. We concern our- 
selves not so much with the num- 
ber of outlets that are in a chain 
as we do with the percentage of 
business that the chain is doing 
in the market. We feel that if we 
can deliver 25 to 40% of the food 
business in any market to an ad- 
vertiser, we can make our media 
pay off for him very nicely. 

As a matter of fact, we would 
like to hear from any chain of 
supermarkets in the Midwest 
that has 10 or more stores in 4 
city to discuss with them the pos- 
sibility of installing our service. 

Cy NEwMAN, 
Super Market Advertisiig 
Company, Des Moines, Ia. 
vvwyY 
Raps Writer's View 
of Corporate ‘Duty’ 

To the Editor: Recently 
New York Times printed a | 
from a contributor who ins 
that the boards of directo:. ~ 
American business corporé | 
had no duty beyond the fin: 
interest of their corporation ™ 
“public interest” consideratic. “ 


take in account beyond the 0 
mercial angle of the good w ! % 
customers, stockholders and em 
ployes. This was regarded b: the 


|correspondent as the essen of 
|the “free enterprise” system 


It is well that this point of ieW 
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. s so clearly and _ succinctly 
ed, in order that it may be 
sidered with equal coolness. 
. subject has too often been 
sed up in the mists of partisan 

ideological emotionalism. 
‘he elemental defect in the cor- 
yondent’s position lies in the 

-umption that, after obeying the 
|.ws, the corporation has ended 
iis responsibilities for the national 
y elfare and need only consider its 
own profit, let the chips fall where 
they may. This is the usual 
“\hinking in water-tight compart- 
ments” to which certain types of 
minds are habituated. Like the 
isolationists, they find it so easy 
to draw a neat circle around their 
short-term, local interests and re- 
fuse to consider the larger impli- 
cations, the inevitable long-term, 
over-all results of ‘such narrowed 
outlook and indifference to the 
whole. 

The corporation is a creature of 
law and public policy, a privilege 
granted by the many to the few, 
to operate both in the private and 
the public interest. In small cor- 
porations the private interest is 
bound to be larger and the public 
interest relatively small, except 
en masse, whereas the opposite is 
the case with a large corporation. 
The impact on public welfare of a 
corporation with one or two hun- 
dred thousand employes, or one 
which manufactures and sells a 
large percentage of a needful item, 
is very considerable indeed. It 
can tilt the balance of public econ- 
omy precariously. 

Corporations are not citizens, 
they are legal extensions of in- 
dividual citizens’ power, size and 
capacity to affect public welfare. 
As such, they cannot, however, 
throw off the inherent unlimited 
obligations of citizens toward the 
whole public interest. They are 
entities deriving value from the 
nation as a whole, and in funda- 
mental law and justice must in re- 
turn yield allegiance to its over- 
all welfare. That each individual 
corporation director is also an in- 
dividual citizen does not annul 
this obligation when he acts as a 
corporation director. It is alto- 
gether a common thing in modern 
corporate America for a director 
of a company to be very powerful 
as a director but very unimpor- 
lant as an individual. He sways 
and affects the public welfare a 
thousand times more powerfully 
as a director than as an indi- 
vidual. 

» No individual does his full duty 

to the public welfare merely by 

“obeying the law.” He does it by 

many more attitudes, ideals, re- 

straints and performances of pub- 
lic interest duties. The corpora- 
tion which has drawn so much 
privilege from the public cannot 
take refuge in mere law abiding, 
cannot evade a parallel responsi- 
bility. We have seen how in small 

towns the absentee chain store di- 

rectors placed a local employe 

Who was a mere cog in the wheel 

with little local scope for action; 

he failed to be a good local citizen 
on pull the full weight of citizen- 
ship commensurate with the size of 
the local business. He was resented 
as a slacker. Wise chains today 
do not make that mistake; but it 

IS precisely the sort of mistake, in 

th large, which is represented by 

th corporate outlook favored by 
the correspondent. Substitute the 

Ww ole nation for the small town 

& | you have the picture... 
he American corporation, 

fionkly, has long been too ob- 

S ately legalistic; a plaything of 

© poration lawyers. It has taken 

& ‘remendous push from “public 

‘tions counselors” to make 

m see, of recent years, the 

at value of making themselves 


& nore integral part of the com-| 


'Y inity, quite as does a good in- 
© idual citizen. Many corpora- 
is have therefore been holding 
en house,” participating as- 
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tonishingly in local good works, 
completely aside from and in ad- 
dition to law-obeying and the 
strict “profitline.’” Despite a lot 
of talk about the financial benefits 
of local or national “good will” 
arising from such more respon- 
sible, citizen-like actions of the 
corporation, the truth is that a 
good deal of it has been arising 
from more mellow humanistic 
understanding of citizenship and 
relationships, and a deeper ac- 
knowledgment that corporations 
have something more to do in a 
really sound free enterprise sys- 
tem than obey the law and squeeze 
out the last cent of profit. It is the 
sheerest legalistic nonsense to as- 
sume a mere monetary, mechan- 
istic goal for the corporation. The 
corporation, no less than the indi- 
vidual, cannot escape the basic re- 
sponsibility of promoting the pub- 
lic interest, even if at some sacri- 
ee 

Which brings me to the final 
angle: the fact, fairly well dem- 
onstrated in business history, that 


those corporations which take 
these imponderables of public in- 
terest into account have been on 
the whole the most successful and | 
popular. The Times correspond- | 
ent freely grants that the govern- | 
ment has the right to make laws 
for business in the public interest 
and see that they are obeyed; but 
history also shows, unfortunately, 
that too many large corporations 
have spent large sums to cleverly 
circumvent the law or at least to 
fight hard and even bitterly to 


prevent government from regulat- 
ing business. Isn’t it pretty clear | 
now that the goal of both govern- | 
ment and corporations must be) 
the public interest? 

J. GeorGE FREDERICK, 


President, The Business 
Bourse, New York. 
vvy 


1935 Ad Still Pulls 


To the Editor: We think you 
might be interested in the follow- 
ing little tidbit, evidence of the 
pulling power of a well-placed, 
well-written advertisement: 


Loren M. Jenks, sales chief of | 
Palace Corporation, Flint, Mich. | 
(builder of trailers and coaches), 
recently received a letter from one 
R. Bensemato of Golden Gate, | 
Paremato, New Zealand. | 

Mr. B. said he had just seen an 
advertisement in a 1935 publica- 
tion and would like more data on 
“the Palace Model 15%-foot 
trailer for $495” as built by the 
firm, then Arehart Brothers. 

Very apparently this one-col- 
umn, two-inch ad is still working 
for them. 


Jack L. OLIVER, 
Director of Publicity, Shutran- 
Mahlin-Green Advertising 
Agency, Detroit. ° 
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Circulates in the U. S. A. 


It is read 
by Export Managers 
of 


LEADING AMERICAN 
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THE Only STATION 
THAT COVERS BOTH © 


HALVES OF THE 


‘VANCOUVER AREA ” 


FIELD & STREAM 


; her 
| iS AMERICA’S 


Use this yardstick to compare 
Field & Stream with any other 
sportsman’s magazine! 


* QUALITY CIRCULATION 
¢ ADVERTISING LEADERSHIP 
¢ EDITORIAL CONTENT 


7, 4 
My 


‘ -SPORTSMAN’S 


MAGAZINE 


¢ DEALER INFLUENCE 

¢ INCOME OF SUBSCRIBERS 

¢ READER DESIRE STUDIES 

* READER SERVICE 

e READER RESPONSE 


¢ PUBLISHING LEADERSHIP 

» EDITORIAL STAFF 

© PRESTIGE 

e SALES RESULTS 


five mo 
past 


sportsman's magazine! 


The most important measurement of 
any magazine is—"sales results."” Sales 
results is the reason more advertisers used 
more space in Field & Stream in the first 


nths of 1948, as well as for the 
38 years, than in any other 
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Advertising Age, May 24, 1948 


NAB Members Okay 
immediate Board 
Decision on Code 


(Continued from Page 1) 
to get a cut of radio and television 
renditions of recordings and tran- 
scriptions was called for in a 
resolution adopted by the NAB. 

Such an amendment to copy- 
right laws, the broadcasters held, 
would work an undue hardship 
upon the industry and be con- 
trary to public interest. 

Also adopted by the convention 
was a resolution instructing NAB’s 
poard of directors to exert every 
effort to convince the Census Bu- 


rau it should obtain complete 
statistics on the ownership of 
AM, FM, television and _ fac- 


simile receiving sets in the 1950 
census, 

Other resolutions passed by the 
broadcasters endorsed the activi- 
ties of the Advertising Council 
and urged full cooperation with 


and support to its work; urged 
NAB’s industry music committee | 
to continue seeking a lift of Pe- | 
trillo’s ban on records and tran- | 
scriptions, and commended the) 
service of Broadcast Music, Inc., | 
to the industry. 


No Time Wasted 


NAB members generally ap | 
proved President Miller’s pres- | 
entation of the proposed Stand- | 
ards of Practice, and on motion | 
from the floor, the board of di- 
rectors was advised that the dele- | 
gates preferred that the code be | 
put in final form and completed | 
at the board meeting to be held | 
at the conclusion of the conven- 
tion. 

Objection voiced by Edward 
Breen, KVFD, Fort Dodge, Ia., 
who said he spoke for 309 inde- 
pendent stations which feel that 
the code is not in their best in- 
terests, was voted down by a 
large majority. This took care of 
these stations’ hope for a refer- 
endum vote to remove the board’s 
code-writing powers from the by- 
laws. | 

Ted Cott, WNEW, New York 
independent station, who had led 
the fight against the code orig- 
inally presented at the convention 
last September, declared that as 
one who was at first a dissenter, 
he had found all concerned will- 
ing to listen to his objections, 
changes made in the original draft 
had satisfied him, and “it is now 
a pretty good code.” 


One Dissenting Vote 


Participating in the panel which 
led the discussion were Harold 
Fellows, WEEI, Boston; John F. 
Meagher, KYSM, Mankato, Minn.; 
‘illard Egolf, WBCC, Bethesda, 
|, all of the NAB board code 
mmittee, and Harold Fair, NAB 

ctor of programs. 

At the board meeting Wednes- 

. Mr. Breen cast one dissent- 
vote against the code. He ex- 
ned that he objected only to 
time limitations on advertis- 
on the ground that it would 
< an undue hardship on small 
ms, and he filed a _ petition 
ed by 309 NAB members ask- 
for by-law revision. This will 
onsidered by the board next 
ember. 
tarlier, Mr. Miller, in his offi- 

address to the convention, 

d immediate adoption of the 
a: clation’s proposed standards. 

‘ idge Miller put it bluntly: “It 
'S me to act. We have deliber- 


to demonstrate convincingly that} culty in this respect, according to| 


the industry is able and willing | 


to clean its own house as other | 


professional groups have done in 
the past. 
Warning against further quib- 


bling and sophistry by the broad- | 
casters over the proposed code, he| that these persons could volun-/the broadcasters 


maintained that they should keep 
control of the situation by adopt- 
ing, accepting and observing) 
standards that appeal to all con- 
cerned as a fair harmonizing of 
the ideal with the realistic, down- 
to-earth necessities of practical, 
successful broadcasting. 


Marginal Ops Important 


Setting standards which would 
fit the broadcasting industry’s 
needs is no easy job, Mr. Miller 
conceded. Standards must be 
strict enough to meet the charges 
of the industry’s critics, but not so 
strict as to make ethical broad- 
casters the prey of their less 
ethical competitors, he said. The 
competition of marginal operators 
in the industry is a major diffi- 


ae 


ty 


Judge Miller. Many persons were | ment. 
lured into broadcasting, he said, | 
by unrealistic government esti- | 
mates of the capital required to) 


build and operate a radio station. | vertisers 


Rival Media Accept It 


Evidence of support from ad- 
and agencies for the|erted by advertisers for ‘third- : 
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come from willingness to experi-| set of standards had been accepted 


in good faith by rival media and 
that favorable comment had been 
well mixed with the unfavorable. 

“We still hear of pressure ex- 


“It is unreasonable to expect} adoption of a code of practices by | grade’ scripts, but we are getting 


tarily participate in a program of| by Judge Miller. 


was presented | wholehearted commendation and 
He reported a | | assurance from responsible ad- 


self-regulation and self-discipline | “cordial willingness on the part of | 


which would destroy the possi- 
bility of their own successful op- 
eration.”” Normal business failure 
might eliminate such operators, 
he predicted, after which broad- 
casters might decide to stiffen 
whatever standards they adopt. 
One major difficulty in adopting 
broadcasting standards lies in de- 
fining good taste, said the NAB 
president. “We hope we will have 
no government censor of the tastes 
of our people. We should pray 
for guidance in our own efforts to 
set standards in this difficult area.” 
Standards must permit and en- 
courage experimentation, he 
stated, for past achievements of 


ANA and Four A’s representatives 
to harmonize their views with 
those of the broadcasters to the 
best interest of both.” 

Although he referred to a con-| 
tinuation of “caustic newspaper | 
comment and slanted magazine | 
articles,” Judge Miller also re-| 
ported that the NAB’s work on a 
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ABC 
GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, 


MEMBERSHIP 
NEW YORK 


the broadcasting industry have 


_ News, Advertising, 
Readership 


Devoted to Building a 


Better Civilization 


long enough. If our proposed 
dards of Practice are not in 


shape.” 
“iting the prospect of legisla- 
action as an alternative, he 


e, let us quickly put them | 


‘d the assembled broadcasters | 


DEPTH OF 


PENETRATION 


is essential in building sales soundly 


Mere coverage of a market is one 
thing —- penetration to the very 
center of the buying impulse is quite 
another. It not only effects an initial 
sale, it builds continuing demand. 
When you advertise in THE CHRIS- 
TIAN SCIENCE MONITOR, you are sure 
that your message is reaching the 
special interests and inclinations of 
its readers. 

This friendly, fearless interna- 
tional daily newspaper has a reader- 
ship of much better than average 
“‘spendable income’? — spendable 
for the good things of life. Important, 


SPEAKING OF DEPTH OF PENETRATION, 


too, is the fact retail stores repeated- 
ly tell us that our readers —- beyond 
all other customers — ask for na- 
tional-brand merchandise by name. 
They show an active interest in 
products they have seen advertised 
in their favorite newspaper. 

Try the stimulus of a planned pro- 
gram of MONITOR advertising. We 
will gladly submit a proposal tailor- 
made to the requirements of your 
business. 

THE CHRISTIAN SCIENCE MONITOR, 
One, Norway Street, Boston 15, 
Massachusetts. 


HERE IS WHAT ONE ADVERTISER 


says: “I could write a daily testimonial letter, going back over thirty 
years, to the effectiveness of our advertising in The Christian Science 


Monitor. Your readers are most 


responsive and, judging from their 


letters, intelligent, thorough readers of your paper.” 


Listen every Tuesday night to 


“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D. Canham, Editor, over the ABC network 


Branch Offices 


NEW YORK: 500 Fifth Avenue 

CHICAGO: 333 N. Michigan Avenue 

DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 

SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 

LONDON, W.C. 2: Connaught House, 163/4 Strand 
GENEVA: 28 Rue du Cendrier 
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vertising leaders that we are mov- 
ing in the right direction.” 


When the NAB has finally 


adopted a code of Standards of | 


Practice, Judge Miller said he will 
Suggest to the executive board of 
NAB that a special committee of 
representative broadcasters be ap- 
pointed for reviewing all possible 
methods for securing observance 
of the code. 

Increased revenue — through a 
greater share of the advertiser’s 
dollar—and control of costs—by 


100% COVERAGE OF THE 
LATIN AMERICAN SOFT DRINK INDUSTRY! 


FL EMBOTELLADOR 


The only Spanish language publica- 
tion devoted exclusively to the Latin 
American soft drink industry 


Guaranteed minimum circulation $,000. 
Published quarterly. Jan-Apr-July-Oct. 
KELLER PUBLISHING COMPANY 
80 Broad St., New York 4 
Detront Penobscot Bidg 
Pacitic Coast: 714 W Olympic 
Bivd., Los Angeies 


‘especially, to avail themselves of | vertising dollars. 


more efficient labor management 
—were described by A. D. Willard 


Jr., NAB executive vice-president, 
as radio’s principal immediate 
| needs. 


| Radio broadcasting is still 


America’s greatest mass communi- 
cations medium, but it must tell 
| the story of its effectiveness force- 
fully in these days of competition 
for advertising allotments, ac- 
cording to Mr. Willard. 

Printed cards bearing the mes- 
sage, “Radio has been strangely 
silent,” were in prominence 
| around the convention meeting 
| hall while he presented his appeal 
'for the broadcasters to do more 
| “broadcasting” of their medium’s 
advantages. 


| Refers to Research 


Mr. Willard told the convention 
that “enormously increased pro- 
|}motional activity of the newspa- 
|pers, as well as the stepped-up 
|presentations of 


publishers, outdoor and direct mail 


people, need to be effectively com- | 


batted at the advertiser, agency 
and public levels.” * 
| The broadcasters were urged, 


. . » Wrife or Phone for 
one of our Representatives 

—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


. - You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Ad-Setters + Engravers + Printers 


400 N. Rush St., Chicago 11 + Whi. 2300 
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AFTER HOURS—Charles Carter, Car- 
ter Advertising Agency, Kansas City, 


Mo., general chairman of the San 
Francisco conference of the National 
Advertising Agency Network, helps 
Oakleigh R. French, the net's managing 


the periodical | 


director, to one of the pleasures of a 
cocktail party. 


the case-history material collected 
by NAB in cooperation with the 
National Retail Dry Goods As- 


| sociation to obtain more retail ad- 


Studies on de- 


| partment stores’ successful use of 


| radio, such as the “Joske studies,” 
| were pointed out by Mr. Willard 
as examples of effective selling 
levers for radio as a medium for 
retail advertisers. 

wocal retail radio advertising 
grossed almost $20,000,000 more 
in 1947 than in 1946, surpassing, 
for the first time, network adver- 
tising dollar volume, according to 
Mr. Willard. 

He told the convention that 
radio’s principal costs of operation 
are labor costs. Management 
|should now more earefully con- 
trol these costs or face the conse- 
|quence of losing its preferential 
standing as the lowest-cost-per- 
thousand medium. NAB has been 
working to reduce industry costs 


| by research on typical radio sta- | pressed as I am with the almost | 


tion expenses, on employe-em- 
/ployer relations studies and on 
/engineering practices, Mr. Willard 
/reported. The work of NAB’s in- 
‘dustry music committee in the 
recent negotiations with the 
American Federation of Musicians 
| was pointed out as one industry- 


= : 
| wide cost savings effort. 


WABF Names Cottin 


WABF, New York, has appoint- 
‘ed Louis M. Cottin & Co., New 
l'York, to handle its advertising. 


Baker Predicts 


AM Will Survive 
Despite Video 


_ BMI Ready for TV, 
_ Says Haverlin; BMB 
Fees Reduced 5% 


Los ANGELES — “Television, the 
|newcomer, is no longer on the 
horizon or around the corner. I 
|is in our midst. It need not threat- 
/en broadcasting. Instead, it can 
-hold a promise which the facts can 
| well bear out.” 

So declared Kenneth H. Baker, 
NAB director of research, opening 
NAB’s Tuesday session on “Facts 
for the Future” at the annual con- 
| vention here. 

“The owners of television sets 
constitute a very special and very 
interesting audience group. There 
is no doubt of the fact that these 
people are ardent fans. Diaries 


TV homes disappears to nearly 
zero during the hours when tele- 
vision programs are available. 
More than that, AM and FM lis- 
jtening in TV homes when TV 
|programs are not available is 
about half of what it is before the 
TV set is installed,” he said. 


High Prices Will Be Paid 


| To those who look upon TV as 
|a novelty which will wear off, he 
| warned: “‘Let me put you on your 
| guard about what’s going to hap- 
| pen to the novelty in this matter 
of television. You and I have no 


way of knowing what the future | 


role of television will be in the 
|family life of this country ... in 


|its entertainment, its education, its 


‘information. But you must be im- 


limitless possibilities.” 

Looking to the future, Mr. 
Baker warned broadcasters not to 
|permit the seeming high cost of 
television sets to lull them into 
|waiting and indifference. He re- 
minded them that the cost of auto- 
|mobiles and washing machines had 
-been considered prohibitive when 
they were first introduced, but this 
attitude had not taken mass pro- 
‘duction and consumption into ac- 
count. 

Citing Hooper 


figures which 


COMMON SE 


Would you place an ad ina 
Los Angeles paper if you 
were selling your goods in 


New York or C 


Of course you would not 
and the same holds true in 
your Export Advertising. The 
chances are that your ad- 
vertising would be more 
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effective in a local publica- 
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The easiest, fastest, and most economical 


way to Mexican Industry 
of these three publicatio 


NSE 


Mexico has only one 
magazine, 


INDUSTRIAL. 


Mexico has only one industrial 
directory, THE FIRST INDUS- 
TRIAL DIRECTORY OF MEX- 
ICO (similar to the Thomas’ 
Register). 
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Mexico is one of United States’ best industrial customers. 


Mexico has only one 
mining magazine, RE- 
VISTA MINERA (for- 
merlv "Mining Survey’). 
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is through any one 


Plaza de la Republica No. 6—407 


New York Representative — M. E. Bensig 
55 W. 42nd Street 


Mexico City 


nor 
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show that AM and FM listening in| 
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. show that sets-in-use in New York 
‘approach 60% for television a; 
contrasted with 30% for AM, and 
that about 5 people are grouped 
around each receiver as compared 
with the 2 or 3 listening to Ay 
or FM, he said, “Common sense 
insists that this situation can) ot 
go on forever, and already spe:u- 
lation is rife as to how the listen- 
er’s time will ultimately divide 
itself between listening and doing 
something else. Common ~ sense 
also insists that the time spent in 
viewing must come from some 
‘other activity. It cannot be com- 
|bined with something else as radio 


llistening is now. 


Reading to Suffer 


“It looks now as though the ac- 
tivity which will suffer most is the 
family’s reading and perhaps some 
features of its radio listening. The 
facts remain, however, to demon- 
strate that the television audience 
will grow in size and enthusiasm 
as receivers become available.” 

At the same time that Mr. Baker 
projected the glowing future for 
television, he gave assurance that 
radio listening has not yet been 
threatened. “Everyone owns a 
radio. In interview after inter- 
view, people have told us that if 
and when the pinch comes their 
radio is the last of their contacts 
with the outside world that they 
will give up. Nowadays with 
everyone able to afford everything, 
other media are enjoying the veak 
in their circulation. Even now, 
however, they cannot show the 
penetration that we can demon- 
strate and, when family incomes 
cannot afford magazines, newspa- 
pers, movies and rides in the car, 
the radio set will still be at home, 
leaving you pretty much the medi- 
lum of informing the people about 


‘what goes on around them.” 
Listeners Love Radio 


Speaking of the hold radio has 
on its public he said: “I do not 
mean to lull you into a false feel- 
|ing of security in this matter, but 
it is certainly true that your audi- 
‘ence is on your side. The people 
have time and again demonstrated 
‘a genuine affection for their radio 
'This is solid gold in the bank fo! 
‘you. It is a reserve that you can 
jalways turn to if you need it 
|Calling it gold is not too close an 
|analogy because it has a dis- 
tressing property of evaporating 
unless some attention is paid to it 
Although the people say they pre- 
fer a commercial radio, they find 
fault most with the commercial 
aspects of radio. This should be 
warning to you, especially since 
the people have gone farther than 
to simply say ‘don’t like.’ They 
have told you what they do like 
and want. They want commer- 
'cials that inform, that don’t in- 
terrupt, that amuse or entertain, 
that don’t exaggerate, that don't 
bore, that are not in poor taste 
But they want commercials.” 

Turning to FM, Mr. Baker said, 
“There are probably 2,000,000 FM 
receivers in the country now; an- 
other 2,500,000 will be produced 
in 1948. What kind of an audience 
does this represent? It’s certa:nly 
not a national audience, but ' }5 
a select audience. Its incom 
average and higher-than-ave! :s¢ 
For a while at least we may 45 
sume that this audience is a! 
average in its interest in radi. ! 
haven’t seen the figures, bu ! 
wouldn’t be surprised if 
showed that FM set-owners | ' 
somewhat more than a mat 
group of non-FM owners.” 


Need More Local Mone) 


Even though “in dollars, the | 
dustry is making more than 
before,” he asserted that com 
cency is not justified. He ¢ 
for a major onslaught agains! 
remunerative sustained prog! 
and advocated that radio st 
operators turn to local advert 
for added revenue. “Local '‘° 
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» can be developed to keep the 
nultiplicity of new stations on the 


ir. In the past there hasn’t been | 
and there isn’t now enough na-| 


ional and network money to do 


Slimination of rate differentials 
y»etween night-premium rates and 
fees charged for daytime, and the 
large percentage of sustaining 
t me on Saturday and Sunday, was 
another suggestion offered for in- 
creasing profits. 

Mr. Baker revealed that FM au- 
thorizations are not developing at 
the rate originally expected, ex- 
plaining that only half of the 1,000 
authorized FM stations are on the 
air, and that only 123 have licenses. 
He reminded the convention that 
the figures are a far cry from the 


pow so too is sound radio re- |zine expenditures at $1,131,222, | 


| * 
' search.” Pepsi-Cola Drops i) \oi7" both on the list. | 
——__—_—— The new agency had no com-| 
Newell-Emmett ment to make on plans but in- 
James Edwards Heads dicated that the old Pepsi pattern | 


‘Prairie Farmer,’ WLS for Biow Company might be changed. 


James E. Edwards, for 35 years (Continued from Page 1) | 


. h . e -— 

D. Butler in the management of| OmPany spokesmen told AA that! ABC Lists Stock 8 
a * | e co 4 

Cnicago hn beens cantatas | scheduled date. gay id mah 

dent of the Prairie Farmer Pub-| It was the second week on the; American Broadcasting Com-| 


a : : : : New York, has registered | SERVICE” sansa” | ‘ 
lishing Company and the Agricul- | hit parade for Biow, which the| Pany, in a 

| tural Broadcasting Company. Mr. | week before had been awarded | Commission an. issue of 500,000 | SUPerior 8154 

| Edwards, also advertising man-|Spic and Span by Procter : 


sani . a | Sh of common stock. Funds 8 W. Ontario, Chicago 10, Illinois 
(ager of the Prairie Farmer and|Gamble, and the combined bill- | received from the stock sale as 


|secretary of the two companies, | ings seemed likely to take ‘the! well as $5,000,000 from a private | — - 
Wil be replaced in nese Posi-agency into the $30,000,000 term loan ‘will be used for tele-|  |(MAsMMNALMAMAcIUMCENSMANRAI 
| Bons OF Vern \. ANGER, 8S | practet (last year it billed $25,-| vision expenditures and to pay a | 

|sistant advertising manager, and | $4,000,000 bank loan 

|Arthur C. Page, associate editor | 900,000). a ee } 

'of Prairie Farmer and farm pro-| The company had no comment | 


Multigraphind 
Mimeogro 
Mailing 


Mechanical is 
Addressing from 
Meta! Plates 


-- 


| 
} 
| 
| 
| 
| 
| 


3,000 FM stations which had been|8™@™m director of WLS, respec- as to the reason for changing HAND 
par | tively. agencies. | BINDERY rah eee . 2 ee 
predicted for the end of 1948. He G. Succhmen hep teeve) “Admertiding sumasusemant. aurv:| somneen ena 


didn’t believe this mark would be} named assistant advertising 


achieved before two more years. 
BMI Ready for Video 


into business in 1940,” said Carl) 
Haverlin, president. All music | 
rights BMI holds include the right 
to televise and to adapt for tele-| 
casting. He said BMI is laying) 
plans for increasing use of its 
nusic by broadcasters and has set 
as a goal 50% of all copyright per- 
formances on the air by 1953. Last | 
year, BMI accounted for approxi- 
nately 35% of copyright perform- 
ances, he stated. 

Theodore C. Streibert, WOR, 
New York, chairman of the NAB 
nusic advisory committee, said 
television negotiations with Ascap 
are proceeding “in an atmosphere 
t mutual understanding and a 
common desire to arrive at a work- 
able and fair solution. However, 
they probably will take a long 
time to work out.” 

In addition to television rights, 
the committee is also currently ne- 
gotiating on the questions of per 


program licenses and cooperative ° 


ietwork programs. Mr. Streibert 
predicted both will be worked out 
satisfactorily and that the coop- 
erative program rate will prob- 
ably be set between the 234% paid 
by networks and the 2%4% paid by 
local stations. 


BMB Fee Drops 5% 


“The need for facts is particu- 
larly acute in radio because radio | 
has changed so radically in the| 
past few years,” Hugh Feltis, presi- | 
dent of Broadcast Measurement 
Bureau, declared. 

“New statioas, FM and tele- | 
vision have reduced the ability of | 
advertisers to base their judgment | 
on past experience.” 

BMB’s president announced a) 
5% reduction in the bureau’s sub- | 
scription fees, effective July 1. The 
reduction is possible, he said, be- 
cause of economies in operation, 
the present number (more than 
600) of subscribers, and expec- 
tancy of still more subscribers. 

He said advertisers are now 
using the bureau’s data not only to 
Duy time but also to get the great- 
est possible value from their ad- 
verlising by merchandising their 
racio campaigns. Referring to the 
rise of FM and TV, he said, “BMB 
recognizes its responsibilities to 
the.e branches of the industry and 
's i vcilitating the measurement of 
FM and television by offering com- 
5inotion subscription rates.” 

ie next survey will be made in 
Ma ch, 1949. Data obtained will 
‘nc ude the reporting of audiences | 
‘several hundred _ additional 
“ts and information on fre- 
qU-ney of listening, expressed per- 
4 as average daily audience, to | 
Su) plement total weekly audience | 
"8u°es. He said non-subscribers 
Wo ld not be shown in the 1949) 
reports, 
. ‘ust as advertising is essential 
‘0 1odern industry, so research is 
*ss“ntial to radio,” Mr. Feltis con- 
Cluied. “And just as advertising 
‘'S cn investment which pays for | 


|ager. The management of the two | as 
| companies is in the hands of seven | ;, 
| directors: 

Broadcast Music, Inc., has “been | 
ready for television since it went | 


man- ices are purely indicative, so far | 
Pepsi-Cola is concerned, since 
Mr Sawarts, Gus A.| its huge spot radio drive goes un- | 


GOLD STAMPING 3 
Holt, Thomas E. Murphy, Fred W. | measured, as does its promotion 


; W MIDWEST BINDERY 
Orlemann, Glenn Snyder, George | with bottlers. But Leading Na- | 


R. Cook and Mr. Page. tional Advertisers placed maga-_| 549 W. WASHINGTON @ CHICAGO © RANDOLPH 3696 a” 
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They Celong logéther 
LIKE COFFEE AND THE POST-GAZETTE 


Coffee and the Post-Gazette are a morning habit in Pittsburgh as well 
as in Zelienople which is just one of the 144 cities and towns of 1,000 
to 70,000 population within a 50-mile radius. Since your salesmen al- 
ready call on the Zelienople dealers who sell the Zelienople families 
called on by the Post-Gazette, your solution is “SELL-amentary”’! Route 
your advertising as you route your salesmen by majoring in the Post- 
Gazette, the only Pittsburgh newspaper that will work with your sales- 
man in selling the million central city people, then travel with him to 
help sell the two million more who live in the balance of the 14-county 
Pittsburgh market. 
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BY FAR THE LARGEST CIRCULATION OF ANY PITTSBURGH DAILY NEWSPAPER 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 
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GF Signs Tele Show 
General Foods Corporation, 


through Benton & Bowles, has 


PREMIUMS 


Self liquidating and give-aways. 
Children’s premiums created to fit your product. 


WALROB 
1525 E, 53RD ST. CHICAGO 15, ILL 


signed for its first network tele- 
vision show, “Try and Do It,” 
over NBC. Originating at WNBT, 
New York, the audience partici- 
pation program, with Jack Bright 
as master of ceremonies, will go 
before the cameras at 8:30 p.m., 
EDT, starting July 4. 


‘Mason Names Gilbert 

| Mason Fashions, Inc., New 
| York, has appointed Norman S. 
| Gilbert Company, New York, to 
handle its advertising. 


Ly) 


straining every nerve to run your schedules as 


ordered, to accept absolutely every line of your copy 


but it's not easy—yet! Newsprint rationing still limits 


our advertising space, and from time to time even now 


we must ask for smaller copy or optional dates. If we 


do, please remember it's not because we aren't trying! 


REPUBLIC and GAZETTE 
/ Represented by 


KELLY-SMITH 


New York Chicago necles @ 
e ‘Atlanta o Pai: phia @ 


COMPANY 


cisco @ Detroit 


a. 


New Research Cod 
Tries to Get Blue 
Sky Out of Field 


(Continued from Page 1) 
lems, be receptive to new ideas 
jand encourage the exchange of 
‘ideas relative to general research 


a od i iS gem 


Advertising Age, May 24, 1543 


| died of a heart attack at his home! rector of the National Industria) 


here May 12. He served with the| Advertisers Association and ihe 
Federated Advertising 


association from 1915 to 1937. Pre- | Chicago 
viously he operated newspapers Club. 
at Sibley and Denison, Ia. 


‘H. H. KNICKERBOCKER Form PR Company 
‘ A public relations and market- 


NorrotkK—H. H. Knickerbocker, | ; “ 
of the advertising staff of the Vir- wo gy a Ba ery — roan’ St 
ginian-Pilot here, died May 10| Newark. Hrand Najimian, for. 
after a long illness. 'merly with Meadox Sales Com- 


_- | pany, is director of marketing and 
BURR R. SHELDON 


Warren E. Rebell director of pub- 
Syracuse—Burr R. Sheldon, re- 


techniques, contribute to the work 
|of organizations interested in im- 
/proving research, and exercise | 
care in acceptance of assignments | 
land clients with a view toward 
|advancing research. 

Nor will an organization com- 
'plying with the code work for 
“price rather than quality,” de- 
viate from established standards | 
in order to prove a case, authorize | 
its name to be used on survey ma- 
|terial without examination and 
|approval of the material, release 
/to any client confidential findings 
|paid for by another client witn- 
out’ the latter’s specific permis- 
sion, knowingly interpret survey 
results or tacitly permit inaccu- 
rate interpretations inconsistent 
with data available, accept busi- 
/ness from. competitive companies 
,where confidential relationships 
| might be imperiled, or accept con- 
\fidential information offered by 
present or former staff members 
|of other research organizations. 


Must Explain Methods 


| Further, standards of practice 
|are set up which state that each 
|survey should’ explain’ these 
points: (1) purpose, (2) for 


lic relations. 
tired, formerly of the advertising | 


Mn —_— 


— 


department of the old Syracuse 


—_ 
——— re —— 


=— a 


GET To THE 
HEART oF Your 
BUSINESS 
MARKET / 


NATIONS 
BUSINESS 


ls the hel hook 


in The business 


Journal, died May 9 at Fort Jay 
Hospital, Governors Island. 


M. J. A. JAMES 

BOWMANVILLE, Ont. —M. J. A. 
James, 72, retired, formerly of the 
advertising and promotion staffs 
of newspapers in Cleveland, Co- 
lumbus and Toledo, died suddenly 
at his home here May 9. 


W. I. BROCKSON 


GENEVA, ILtt.—W. I. Brockson, 
50, executive vice-president of 
Gebhardt & Brockson, Chicago 
agency, was found dead May 16 
in a room in the Hotel Geneva 
here, his throat cut and a carving 
knife nearby. Coroner’ Victor 
Petersen said that Mr. Brockson 
had been ill and under treatment 
for a nervous condition. 

Mr. Brockson was formerly ad- 
vertising and _ sales promotion 
manager of Steel Sales Corpora- 
tion, Chicago, where he served 
from 1924-34. He joined the staff 
of Commercial Advertising Agency 
in 1934, became vice-president in 
1936 and executive vice-president 


whom and by whom survey was 


after the name was changed to 


| conducted, (3) J describe universe | Gebhardt & Brockson in 1943. He ad 
covered, (4) size and nature of| io 
— : formerly was president of the En- 
sample and description of weight-| —. : ; a 
‘ing methods, (5) time when field | Sineering Advertisers Associa- 
| work was done, (6) whether per-| tion, now the Chicago Industrial 
used, (7) adequate description of | 
field staff and any control meth-| - se 


ods used. 


Also, each survey should con-| 


tain (1) questionnaire and find- | 


ings, (2) bases of perceritages and | 


(3) distribution of interviews. | 


On the 
West were: 


committee with Mr.) 


ley, Crossley, Inc.; Frank R. Cou- | 4d 
tant, Fact Finders Associates; | ALY 
Percival White, Market Research | Ky 
Company of America; Alfred) yy 


Politz, Alfred Politz Research; | 
Robert Williams, Elmo Roper; and | 
Arthur B. Dougall, Stewart, Dou- | 
gall & Associates. 


JOHN YAEGER 

New Haven—John Yaeger, 67,| 
classified advertising manager of | 
the daily New Haven Journal- 
Courier for the past 30 years, died 
here May 12 after a year’s illness. 


J. L. STEPHENS 


ALBION, Micu.—J. L. Stephens, 
general sales manager of Loner- 
gan Mfg. Company here since last 
October, died of a heart attack at 
his home May 10. He formerly 
had been sales manager of the 
Shaw-Walker Company. 


EDDIE GANTS 
Manasquan, N. J.—Eddie Gants. 


Archibald M. Cross- | LISS Tee 
a Fe 


AT THIS END... 


an 


@ METROPOLITAN 


OAKLAND 


Metropolitan Oakland is strategically 
located on the mainland side of San 
Francisco Bay. Its population has in- 
creased 47% since 1940 and its total 


KO 


ZW 


OAKLAND- SAN FRANC 
‘Sco . 
Bay 


Rin. ' 


le retail sales are up 269%.* Oakland 
i Tribune alone covers this great and 
growing market and continues to lead 


with the greatest home delivered daily 
city circulation in Northern California 
since 1939. 


who left the advertising staff of 
Mechanix Illustrated in 1946 be- 


|cause of ill health, died May 8) 


at his home here. 


REUBEN A. LEWIS JR. 

| Cuicaco—Reuben A. Lewis Jr., 
| 52, publisher of Finance, died May 
/11 at Henrotin Hospital here. He 
| was formerly an editor and ex- 


/ecutive of the American Bankers | 
vice- | 


|Association and _ second 
president of the Continental IIli- 
|nois Bank & Trust Company. 


GRANT CASWELL 


CiariInpa, Ia.—Grant L. Cas-| 


well, 78, former managing direc- 
tor of the Iowa Press Association, 


* Sales Management, Surveys of Buying 
Power, May 1941 and May 1947. 


TOTAL NET PAID CIRCULATION 
DAILY SUNDAY 


150,802 162,441 


( A.B.C. Publisher's Statement, Sept. 30, 1947) 


Oakland. ib“ Tribune 


SOCHSTES POFSS . WIREENOTO... 0198 WERLG  LOFTED FRESE. Curcace DeHey MEWS FOR ICS SF 


CRESMER & WOODWARD, INC. 
Representatives Including Sunday Magazine 
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Delivered Price 
System Dead Duck, 


Says Lowell Mason — 


(Continued from Page 1) 


will be decentralization of users of 
basic products, and “trade asso- 
ciations are out, if the laws stand | 
as they are now.” 

Partial text of Mr. Mason’s brief 
talk is as follows: 

“(1) I believe that the multiple | 
basing point pricing system is out | 
as a matter of law. Also, I believe 
it is out as a matter of plain eco- 
nomics. I think there are more 
business men in this country who 
would welcome a mill base at 
every point of production than 
there are business men who wish 
to maintain either the Pittsburgh 
plus or the multiple basing point 
system. 

“(2) I believe that freight ab- 
sorption is out. By that I mean 
that it will be a violation of the 
law merchant for anyone to use a 
systematic pricing system which 
allows him to pay the freight out | 
of his own pocket in order to sell | 
in a competitor’s territory. By this | 
I don’t mean that a salesman can’t 
make an off-the-cuff bid in a spe- | 
cific case to meet a competitor’s 
price, but a large producer selling 
thousands of items and employing 
thousands of salesmen is in no po- | 
sition to let his individual sales- 
men free lance on his own pricing 
structure. Therefore, I say freight 
absorption is out. This affects | 
every basic industry in the United | 
States. 


Attacks on Basic Industries 


“Government will probably first | 
attack the pricing system of those | 
heavy commodities where the 
freight is a large percentage of the 
cost of the article to the purchaser, 
such as: 

Iron and steel 

Lime 

Rubber 

ilass containers 

Builders’ sup- 
plies 

Farm equipment 

Ice 


China and 
porcelain 
Reinforcing 
materials 
Vitrified clay 
sewer pipe 
Antifriction 


Road machinery bearings 


Paint and Wholesale food 

varnish and grocery 
Business products 

furniture End-grain strip 
Liquefied gas wood block 
Auto parts Construction 
Laddérs machinery | 
Paper and pulp Paper bags 
Structural clay Lye 

products Wholesale coal 


“(3) I believe zone prices are 
out. Zone prices are necessarily 
part of a systematic pricing sys- 
tem and by their very nature must 
entail individual price discrimina- | 
tion which, when inaugurated 
through systematic pricing, create 
a discrimination which is banned 
by these decisions. 

Zone prices affect about every | 
industry selling on a nationwide 
distribution, from pins and needles 
on up. But the average business 
man need not worry too much. I 
doubt if Congress will give us 
enough funds so that we can sue 
the nation. The law of averages 
will keep most manufacturers of 


201 e-priced commodities away 
from the business end of a federal 
complaint. 


4) I believe that an individual 
universal delivered price system is 


ou 


Discusses Possible Effects 
With this statement of the law | 


T 


as I see it, let’s consider seven 


thiaogs which may happen to) 
ei! er our policy or our economic | 
syem. I am, of course, assuming 
tho! the law as pronounced will 
be universally enforced. 

would not have my forecast | 
challenged on: the basis that ad- | 
~_ istrative agencies will not 
0! 


rce everyone to obey the bans) 


against freight absorption, zone 


|pricing. and universal delivered 
| prices. No man can urge the mor- 
‘ality or justification of a law on 


the basis that it will not or can- 
not be universally applied. 

“(1) In my opinion, Congress 
will never legalize any price fixing 
system provided they know what 
they are doing. In other words, 
there will never be another quid 
pro quo between industry and la- 
bor such as the NRA leaving the 
consumer in the middle. The 
present anti-inflation law which 
gives industries the right to es- 
tablish quotas, inventories, etc., 
under a system of personal waivers 
will never be effectively operated 
during peace-time. ' 

“(2) Hereafter, anyone who 
wants will be able to take factory 
delivery on anything he wants to 
buy. This will, of course, be modi- 
fied by the Clayton Act which says 
that the producer can always 
choose whom he will sell to. Thus 
producers may confine themselves 
to territories where they won't 
have to discriminate in price in 


order to get a share of the pie. {sorption down to 15 miles. In 
“Mills will refuse to quote in| other words, it’s getting so it costs 

many areas where they have here- top much to climb over into the 

tofore been marketing. In a/other man’s pasture. 

seller’s market, the cement de-| “(4) I predict that there will be 

cision will give a legitimate ex-|an amendment to the Robinson- 

cuse for dropping small customers | Patman Act so that the variances 


who have heretofore been serviced | in profit or mill net will not be the 


on a historic basis rather than on|ear-mark of discrimination. 
a profit basis. By this I mean that 
a customer who has heretofore 
been able to buy from a producer 
who absorbed the freight costs will 
now find the producer saying, 
‘You pay the freight.’ 

“(3) There will be a decentrali- 
zation of users of basic products. 
Fabricators will gravitate to the 
points of production of their basic “(6) Unless there be changes in 
materials. With each producer @/the present law, future court de- 
basing point, the more basing 


. ‘©! cisions will all turn to a further 
points we have, the more fabri-| »echanization of the law. By that 
cators there will be to surround 


Tough on Associations 


“(5) I predict that trade prac- 
tice conference 
pass with even greater exemptions 
than those contained in the legis- 
lation I proposed before the Amer- 
ican Bar Association in October 
of last year. 


legislation will | 


; “ !I mean it is a physical impossi- 
each separate basing point. This/pility under our present laws for | 
decentralization will not come from | the courts to do anything but place | 
the desire to be virtuous. It will more and more reliance on original 
come from the economic fact that|agency decisions. 
freight rates today have shortened 


“(7) If the laws stand as they | 
a profitable 60-mile freight ab-|are now, I predict trade associa-| 


tions are out. At least, the present 
administrative trend will make 
life so uncomfortable for members 
of associations that the hazards of 
membership will hardly be worth 


A car can’t make the grade without its vital 
42°! Nor can advertising make the grade 
in the sports equipment field without the 
EXTRA coverage of SPORTS AGE. 42% of 
its paid retailer subscribers read no other 
trade paper in the field. 


® Spatilige @ 


The Business Magazine of the Sports industry 


GEYER PUBLICATIONS—Est. 1877. Publishers 
of GEYER'’S TOPICS, OFFICE MANAGEMENT 
AND EQUIPMEN THE GIFT AND ART 
sPo and Trade Directories... 
260 FIFTH NUE, NEW YORK |, WN. Y. 


“Umbrella Coverage” 


TOP Advertisers look for TOP Performance 


The list of WCAU's clients . . . both local and national advertisers . . . 


reads like a Who's Who among the best names in advertising. 


They know the surest-quickest way to get results is to broadcast on 
WCAU ... the Philadelphia Station with the largest listening audience.* 
You too can enjoy the advantages of TOP PERFORMANCE. 


50,000 WATTS - 


PHILADELPHIA’S LEADING KADIO INSTITUTION 


. The Philadelphia Bulletin Station 


WCAU 


CBS AFFILIATE 
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any legitimate advantages. 

“Some of these predictions I in- 
terpret very cheerfully. Decen- 
tralization is not only a military 


but an economic necessity. But} 


unless some of my other predic- 
tions come true, I can see nothing 
but a decadent economy controlled 
by an aggressive central govern- 
ment. The business man who is 


proofs No. 108 Nw obliga 
tions. EYE*CATCHERS 
10 EB. a8 m@. N.Y. C. 16 


prohibited by government from 
having any direct part in the de- 
velopment of commercial justice 
has little interest in the law ex- 
cept to avoid its clutches. 
“Speaking generally, and not 
with specific reference to the two 
decisions I have just discussed, we 
are unobtrusively assembling a 
compilation of central control. Its 
precedents are quietly established 
against minor activities of big 
companies and the major activi- 
ties of minor companies. Thus we 
do not raise too much rumpus in 
our erosion of private responsi- 
| bilities. But if all the inhibitions 
that we now have on the books 
were fairly and equally applied, 


| the American business man would 


or” * 
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cry out for the liberties of a Rus- 
sian peasant.” 


FC&B Assigns De Beer 
to Toni Shampoo Account 


| George L. De Beer, formerly 
with Bauer & Black as manager 
of Blue-Jay foot products sales 
for seven years 
and advertising 
manager for two 
years, has been 
appointed ac- 
|count executive 
/on the Toni 
Creme shampoo 
account for 
| Foote, Cone & 
| Belding, Chicago. 
At one time 

| Mr. De Beer was 


| advertising man- _L. De B. 
| ager of Swift & aebabiaenel 
'Co.’s Canadian and_ subsidiary 


| plants for five years. 


Value to Furman 


Manufacturers Value Company, 
| Brooklyn, has appointed the Fur- 
'man Company, New York, to 
| handle its advertising. 


FM Station Owners 
Differ on Future 


at NAB Meeting 


But Television Gets 
Most Attention at 
‘Horizons’ Session 


| Los AnceLes—In spite of phe- 
|nomenal technological advances 
in radio broadcasting, it appears 
that advertisers can expect a few 
| kids in the next generation still to 
'be building and listening to crys- 
tal sets. 

At least that is the conclusion 
you might draw from an.impromp- 
tu poll taken here Tuesday at the 
26th annual NAB convention. 

Approximately 15% of the joint 


AM-FM broadcast station opera- 
tors polled, stated that, in their 
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A.B.C. Publisher's Statement 


iof For Sa, 


= 


Pikes Peak is one of the scenic at- 
tractions that draws 2,000,000 
out-of-state vacatienists to Colo- 

rado each summer...2,000,000 
people in a spending mood who 
buy $154,000,000 worth of goods 
and services. That’s Big Business 


...@xfra summer business 


CIRCULATION 


EDITOR AND PUBLISHER, 


| 


xy 


Le. % 


But we will sell you a 


..-and 


PALMER HOYT 


we wouldn’t care to sell the Peak 


that laysourking-size, goldeneggs. 


share in 


this tourist-enriched summer mar- 
ket. It can be yours through the 
easy and common sense procedure 
of increasing your summer ad- 
vertising in THE DENVER POST. 
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plant AM. 


opinion. 

Loud applause from the auci- 
ence greeted the question fron 
the floor that prompted a show o; 
hands on the part of broadcasters 
now engaged in operating both 
AM and FM stations. As near as 
could be determined, about 75 
| broadcasters indicated they were 
| joint AM-FM operators. Of these. 
only about 10 said they believed 
that FM would some day elimi- 
nate their AM operations. 


Reflects Panel Mood 


This opinion reflected the gen- 
eral tenor of the panel discussion 
participated in by representatives 
of the four major networks, radio 
manufacturers, advertising agen- 
cies, national advertisers and in- 
dependent radio station operators, 

The panel group was unanimous 
in expressing the belief that there 
is plenty of room for all four seg- 
ments of the broadcasting indus- 
try: namely, AM, FM, facsimile 
and television. 

Charles G. Mortimer, vice-presi- 
dent in charge of marketing for 
General Foods Corporation, told 
the broadcasters that he could fore- 
see tremendous growth for tele- 
vision but not at the expense of 
radio (in which he included both 
AM and FM broadcasting). 

General Foods is now partici- 
pating actively in television as 
much to gain experience as to sell 
merchandise, according to Mr. 
Mortimer. He said that GF, as 
far as he can determine, has ex- 
| perimented already in every kind 
|of video technique yet proposed. 
| Especially important, as far as 
Mr. Mortimer is concerned, is the 
| Penetration impact of TV commer- 
| cials. He stated that General 
| Foods has discovered that the com- 
'bination of sight and sound leaves 
a much more indelible impression 
'on the listener than does either 
alone. 
| He reported that a recent survey 
of women “viewers” showed that 
52% believe TV commercials are 
| “wonderful.” 


Wood Discusses Availability 


| “Television will become the 
|greatest advertising medium eve! 
| developed,” said Mark Woods, 
|president of ABC, when his turn 
came on the panel discussion, ‘but 
I am convinced it is still in its 
infancy.” 

Mr. Woods also agreed® that 
aural radio is not on its way out 
nor will it ever be. To back up 
this opinion, he pointed out that 
radio AM and, to a certain extent, 
FM has the advantage of program 
| Selectivity and mobility and avail- 
ability. 

He also pointed out that there 
are many areas in the countr) 
which are very important to ad- 
vertising that will not be avail- 
able for television broadcasting 
for quite some time, if ever. AM, 
according to Mr. Woods, will con- 
tinue to attract new advertisers 
and increased advertising budg- 
ets. 

Columbia Broadcasting Sys'em 
has not turned its back on eit! 
AM or FM in the scrambi: 
develop video, declared Dr. Fra 
Stanton, CBS president. 

Radio is here to stay, he : 
and advised the broadcaster 
redouble their selling efforts 
radio, not against television 
in competition with other m: 


AM, FM to Support Vide: 


The expense factor of v4 
was presented by Dr. Sta: 
who suggested that video wil 
be paid for by putting 1 i 
broadcasting out of  busires 


Rather, he said, AM and FM 
have to pay the bill for telev 
| for some time to cqme. 

The ability of video to do 


an advertising and a selling 
prod 


|through demonstration of 


opinion, FM would entirely suo. 


That is hardly a potent minor :y 
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Tperusing Age, M@y 2%, 19% 


ucts, Was 
Stanton. } 
‘hat television provides a chal- 


enge to AM to do a better job 


its own, was the observation | 


- ing the panel discussion by 


7 vis Allen Weiss, chairman of 


‘,e board, Mutual Broadcasting 
System. 

He stated that there is enough 
cushion” 
at television will not noticeably 
eal any of its audience from AM 
vy at least five years. 

Warning broadcasters against 
ishing into video in an effort fo 
make money quickly, Mr. Weiss 
pointed out that video represents 
a very long-range investment. Too 
many broadcasters have skirted 
the economics of television too 
lightly, he stated. 


Kersta, Gamble Speak 


Most of the questions about 
video which are coming from ad- 
vertisers can only be answered 
through experience, Mr. Weiss 
said. He expressed the opinion 
that there are not enough trained 
personnel in the country at pres- 
ent to efficiently man the video 
stations already in operation. 

That total annual advertising 
expenditures in the U. S. could 
attain a figure of $4.5 billion 
within the next few years (bar- 
ring a new war), was the pros- 
pect held out by Noran Kersta, 
director of television operations 
for NBC. 

Explaining that already an in- 
crease up to $3.6 billion in annual 
advertising expenditures is immi- 


— rn 


~ 


emphasized by Dr. 


in AM audiences so 


| Last Minute News Flashes 
Loft's Summer Drive Gets Record Budget 


New York—Loft Candy Corporation will launch a record summer 
campaign the week of May 30 in 55 newspapers in Connecticut, New 
York, New Jersey, Pennsylvania, Delaware and Maryland. The com- 

pany will use spot announcements for the first time on nine stations 
'in New York and Philadelphia. Newspaper advertising is handled 
| direct. Radio is placed through Al Paul Lefton Company, New York. 


Senate Committee Kills Liquor Ad Curb Bills 


| WasHiIncton—The Senate interstate commerce committee has 
_dropped action for this session on legislation curbing liquor advertis- 
ing. It had held hearings on three bills to curb copy which associates 
liquor with success, the home or American tradition. Sen. Clyde Reed 
| (R., Kan.) will reopen the issue with a new bill next year. 


‘Three Feathers to Spend $1,700,000 

| New Yorx—Three Feathers Distributors, a Schenley division, will 
| spend $1,700,000 this year for Three Feathers whisky in Life and 
| regional magazines, with spreads next fall, and for a multiple-brand 
| campaign this summer in more than 400 newspapers, through Benton 
& Bowles. Car cards and several outdoor media also are scheduled. 


U. S. Royal Master Tires Go on 5,000 Boards 


New Yorkx—U. S. Rubber Company will launch a 5,000-board na- 


pany says yields 60% more safe miles than ordinary tires and incorpo- 
rates low pressure construction. 
be scheduled in cities where outdoor space is not available. Painted 
spectaculars will be used in July. 
| New York is the agency. 


CBS and ‘Post’ 
Apply for D.C. 


Montgomery Ward 
Execs’ Rebellion 
Denied by Avery Video Station 


Cuicaco—Rumors were thick in | WaASHINGTON—CBS, in conjunc- 
| this area last week that 74-year-| tion with the Washington Post, 
| old Sewell L. Avery was resigning | last week moved to obtain a tele- 


tional outdoor showing for the new Royal Master tire, which the com- | 


Magazine spreads are being used in| 
Collier’s, The Saturday Evening Post and Time, and newspapers will | 


Campbell-Ewald Company of | 


‘Queen for Day’ 
Neglects Sponsor, 
Says Miles Head 


Cuicaco—So many products are 
being mentioned by brand name 
as contest prizes on the “Queen 
for a Day” program that Miles 
Laboratories, Elkhart, Ind., maker 
of Alka-Seltzer, will drop its spon- 
sorship of the show unless the 
“situation is remedied.” 

That statement was made by 
O. B. Capelle, sales promotion 
manager of Miles, in answer to a 
question following his address be- 
fore members of the Chicago 
Radio Management Club Wednes- 
day. 
| “So many give-away items are 


| being mentioned on the program, | 
from refrigerators to panty girdles, | 


that the sponsor’s message is lost,” 
he asserted. ‘ 

Citing a recent “mother-in- 
law” contest in which 1,000,000 
| women competed on the show, 
sponsored jointly by Miles and 
Philip Morris & Co., Mr. Capelle 
said: 

“Prizes were contributed by 
| manufacturers who thus got their 
products advertised on about 450 
stations for the mere cost of the 
merchandise, plus a fee of $25 


Borton Urges Curb 
of Dark Brown 


Taste in Ads 


New York — “We need now a 
movement to eliminate the exag- 
geration and bad taste by the few 
—the carelessness and _inanity 
which is arousing resentment 
against, and distrust of, advertis- 
ing,” Elon G. Borton, president of 
the Advertising Federation of 
America, told the Association of 
Advertising Men here last week. 

“The reform must come from 
the agencies and the advertisers,” 
he said, “and advertising clubs like 
this can, and should, take the 
lead.” 

The misunderstanding of adver- 
|tising is reflected in the papers 
written by high school students, 
entered in the AFA essay contest 
last year on the subject, “What 
Advertising Can Mean to the Fu- 
/ture of America,” Mr. Borton 
| pointed out. “Over and over again, 
| their critical thinking revealed 
| itself.” 


Cites Examples 
Some of the statements Mr. Bor- 


/per mention, which they pay to | : 
a happy concessionnaire who con- ton picked at random from a cross 
tracts with the producer to fur-|S¢ction of essays were: “We can’t 
nish the loot. It’s a lovely deal| really say that advertisers lie, but 
for three parties: the producer,| they twist the truth around so 
concessionnaire, and the outfit Cleverly that people are deceived.” 
‘that gets its merchandise adver-| ‘“S°oner or later, John Q. Public 


a 


nent, Mr. Kersta told the NAB 
members that they should be|or was under great pressure to 
thankful that they have a new resign as chairman of the board 


and more efficient tool (televi- 
sion) for moving goods and serv- 
ices. 

“Television can start another 
gold rush for both the broadcast- 
ing industry and the entire coun- 
try,” Mr. Kersta said. 

Frederic Gamble, American As- 
sociation of Advertising Agencies 
president, told the broadcasters 


that agencies will use television | 


just as much as it fits their cli- 
ents’ needs. 

He also pointed out that video 
won “top honors” at the recent 
Four A’s conference. Agencies are 
very interested in learning how 
to best use television, Mr. Gamble 
announced. 

A battle cry for more distribu- 
tion of FM sets was sounded by 
Clair R. McCullough, president of 
WGAL and WGAL-FM, Lancas- 
ter, Pa. 


Too Much Confusion 


Everett 
KOZY-FM and WASH, Washing- 
ton, deplored the confusion ex- 
isting today in the AM, FM and 
television picture. 

He called for confirmation by 
the Federal Communications Com- 
mission of its decisions to close 
AM licenses to new applicants. 
This will open the gateway to 
success for FM broadcasting, Mr. 
Dillard stated. 

Maintaining that there is still 
a place for AM broadcasting, Mr. 
Dillard asked that the number of 
AM stations be reduced to a fig- 
ure compatible with the fre- 
quencies available for satisfactory 
Operation and reception. 

i. J. Hoffman, president of 
Ho'‘man Mfg. Corporation, Los 
Anveles, representing the radio 
ma:ufacturers, told the broadcast- 
ers that manufacturers are now 
doi .g everything possible to im- 
Prove the quality of FM sets as 
we! as keep prices down. Ameri- 
ca: radio set manufacturers will 
fas ly be able to supply the de- 
mood for FM sets, Mr. Hoffman 


Sa 


SNPA Meets in November 


1e Southern Newspaper Pub- 
=e ‘rs Association will hold its 
1952 convention at the Soreno 


; el, St. Petersburg, Fla., Nov. 
=), 


L. Dillard, manager, | 


|of Montgomery Ward & Co. 
| One rumor had it that six vice- 
| presidents had presented an ulti- 
/matum to Mr. Avery that either 
|}he must resign or they would. 
| Another rumor was that President 
| Wilbur H. Norton might resign 
|}and that he and supporters were 
'seeking greater autonomy in the 
company’s mail order operations. 

Mr. Avery’s reply to the rumors 
was: 

“IT am not resigning. President 
Norton is not resigning. None of 
'these executives is resigning. I 
don’t know how these rumors get 
started and I hope this simple 
| Statement will suffice.” 

Augmenting the rumors was the 
fact that the company notified the 
Securities and Exchange Commis- 
sion of a change in Ward’s cor- 
|porate by-laws, designating the 
'chairman as chief executive offi- 
| cer but assigning to the president 
| certain clearly defined duties. The 
change was expected to give Mr. 
Norton increased responsibilities. 


Studio Telecasts 
Bow on WCAU-TV 


Video station WCAU-TV last 
week began studio telecasts, and 
also carried the first program 
(Horn & Hardart Baking Com- 
pany’s “Children’s Hour”) to be 
broadcast simultaneously, over 
WCAU and WCAU-TV. 

The station also has added 650 
one-minute 
to its schedule, plus four sponsors 
of sports and baseball programs 
(Kesslinger, Inc., brewery; Davis 
Buick, Atlantic Refining and 
Philco), and three network spon- 
sors (Gulf Oil Corporation, Sports 
Afield, and the Gillette Safety 
Razor Company). 


Shotwell Company 
Names Wade Agency 


Shotwell Mfg. Company, maker 
| of Hi-Mac candy bars and Hostess 
|and Puritan marshmallows, 
|appointed Wade Advertising 


| Agency, Chicago, to direct its ac-| 


|! count, effective June 1. 
| The company, which sponsors 
| “True or False” over Mutual, will 


|continue the show through Wade. 
| Budget for 1948 (about $700,000) 


| will show little change, although | 


'the campaign this year probably 


will put a greater emphasis on/|is pending. Hearings will be held | Advertising, 


| radio. 


spot announcements | 


has | 


vision station in the nation’s cap- 
ital. Columbia’s programs for- 
merly were available 


| 


station recently signed an affilia- 
| tion agreement with ABC. 

CBS officials announced that a 
|new corporation, 55% of the stock 
to be owned by the Post, will be 
set up to operate the network’s 
D. C. station, WTOP, and its FM 


| affiliate, now under construction. | 
|; An application also will be filed | 


| for a video outlet. 
| This will necessitate the sale of 
|the Post’s stations, WINX and 


WINX-FM. All these transactions | 


| 


will, of course, be subject to FCC 
approval. 
} 


New L. A. Company 
Buys 7 Newspapers 

The Los Angeles Independent 
Publishing Company has_ been 
formed at 1550 Fifth St., Santa 
Monica, Cal., with James Parton, 
formerly chief of the Pacific Coast 
news bureaus of Time and Life, 
as president, publisher and editor. 
Merrill Lord, formerly with the 
Philadelphia Record, is vice-presi- 
dent and treasurer, and Gerald P. 


F. C. Roueche, president of Home 
Newspapers, Inc. The newspapers 
are: West Los Angeles Independ- 
ent, Venice Independent, Santa 
Monican, Westwood Villager, 
Rancho Park News, Ocean Park 
|News and Sunday Morning Home 


tion of the other six. 


CBS Buys Majority 
Interest in KQW 


| Columbia Broadcasting Sys- 
| tem has purchased the majority 
‘interest of Pacific Agricultural 


| Foundation in Station KQW, San 
|Francisco, subject to approval by 
‘the FCC. CBS has owned a 
minority interest of 45% in the 
station and with the purchase of 
the remaining 55% from Mott Q. 
Brunton, Dorothy M. Brunton and 
Ralph Brunton will assume full 
| ownership of the station. The sale 
includes the Brunton interest in 
both AM and FM operations. 
KQW has been on the air since 
February of this year. An ap- 
plication of CBS for a television 
channel in the San Francisco area 


| 


istarting May 24. 


in this) 
area through WMAL-TYV, but that | 


Rosen, secretary and_ general 

counsel. 
The new company has _ pur- 

chased seven newspapers from 


tised for such a small outlay.” 
Sales, Not Hooperatings 


High listener ratings of give- 
away shows, he alleged, are “a 
snare and a delusion,” while the 
mention of give-away products 
obstructs “a clear picture of what 
the sponsor himself is trying to 
sell.” 

He accused radio producers of 


sors by concentrating “solely .. . 
on high-salaried artists and high 
Hooperatings” and failing to con- 
sider whether they are selling the 
product. 

“The tendency of radio pro- 
|ducers to cast a few favored art- 
ists on numerous 
while equally talented actors with 
'fresh voices are deprived of live- 
lihood by closed _ corporation 
/methods of selection, contributes 
| to the high cost of radio, and 
causes unfavorable listener reac- 
| tion at the same time,” he said. 
| “It is time for radio producers 
|to learn that their duty goes be- 
| yond the securing of high-price 
|mames and good listener ratings. 
|A listener who doesn’t buy the 

isn’t worth a 


|sponsor’s product 
nickel.” 


Pabst Brewing Co. Buys 
Los Angeles Brewing 


Pabst Brewing Company, Mil- 
| waukee, has purchased the Los 
| Angeles Brewing Company, Los 
| Angeles, which will continue to 
|make Eastside beer, operating as 


News, which is the Sunday edi-|a separate producing and distrib-| 
Charles J. Lick, Los| 


uting unit. 
| Angeles president, will continue 
with that company as vice-presi- 
dent and general manager. 

Pabst, of which Harris Perlstein 
is president, plans to build addi- 
tional facilities in Los Angeles for 
production of the Pabst Blue Rib- 
bon brand there for West Coast 
sales. Lock wood-Shackelford, 
agency for Los Angeles Brewing, 
will continue to serve the account. 


AFA Adds Six Members 


| Newly elected members of Ad- 
| vertising Federation of America 
are DeForest’s Training, Inc., Chi- 
| cago; J. M. Korn & Co., Philadel- 
| Phia agency; Star-Journal Pub- 
| lishing Corporation, Pueblo, Colo.; 
Daily News, Batavia, N. Y.; and 
J. C. Bull, Inc., and Hart Lehman, 
New York City 


agencies. 


“neglecting” the welfare of spon- |! 


radio shows, | 


| Sones. 


| 


|}and family are going to begin to 
kick instead of merely growl at 
|the juvenile ad copy and the in- 
|}ane commercials that they are be- 
ing subjected to so unremittingly.” 

“We advertising people are 
‘mostly to blame if advertising is 
in bad repute or is not 100% effec- 
|tive,” Mr. Borton said. “Check, 
|for instance, the wide use of su- 
perlatives and competitive claims.” 

Mr. Borton compared two car 
|heater ads in a recent magazine, 
one boasting, “The world’s most 
wanted car heater,’ and the other, 
|““More—have been sold than any 
|other car heater.” 


| Adds Harsh Criticism 


“As the father of two youngsters 
I understand the strong feeling of 
many parents about the effect of 
some advertising on the ideals of 
their children—so many crime 
programs, cosmetic and perfume 
advertising which glorifies sex 
through the product name and 
copy; movie and theatrical adver- 
tising which promises murder and 
-passion and violence; book adver- 
tising which openly hints at un- 
faithfulness; liquor and _ cigaret 
copy which implies that outstand- 
ing people all drink and smoke.” 

However, Mr. Borton defended 
radio on doing a “splendid job of 
keeping itself clean. But there is 
one theory recently advanced 
about radio commercials which 
should be knocked in the head and 
ruthlessly buried,” he said. “That 
is the claim that radio commercials, 
to sell goods, must either be very 
pleasing or excessively irritating,” 
he said. “It just doesn’t make 
But even if it did, radio 
| stations and chains should elimi- 
| nate the irritating commercials. 
They build up resentment against 
both radio and advertising.” 


Issues Prize Portfolio 


Ross Coles & Co., Chicago, prize 
and premium agency, has pre- 
pared a prize portfolio to aid sales 
managers in building a prize offer 
to fit the particular need of their 
campaigns. The portfolio con- 
tains a number of prize spreads, 
each a complete eontest within a 
given price range. There are 
blank spaces on the back of the 
|spreads for company imprinting 
of rules and other campaign in- 
formation. The spreads also can 
be used as displays at sales meet- 
ings. 


Bap 
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The hubbub of modern business is so loud many important things go unnoticed 


... unless someone sfours for attention. 


So...listen to this! 


IT’S A FACT that The Popurar Fiction 
Group’s 25 all-fiction magazines are a direct 
road to 12,750,000 people! 


IT’S A FACT that this vast market is a 
typical cross-section of America . . . compa- 
rable in important market characteristics — 
age, sex, income and education — to those of 
other leading general magazines! 


IT’S A FACT that important advertisers 
such as Lifebuoy, Gillette, Bromo-Seltzer, 
Calvert, Motorola, RKO, Simoniz, Prestone, 
Mennen, Wildroot, Sheaffer Pens and the 
U. S. Army are taking advantage of The Pop- 
ULAR FICTION GROUP’S many advantages! 


IT’S A FACT that, in The Popuar Fic- 
TION GROUP, quarter-page ads or better are 
placed alone on an editorial spread. Selling 
messages get better observation and better 
readership . . . better results! 


IT’S A FACT that you can present your 
products to the fourth largest market in exist- 
ence with 12 full-page ads a year for only 
$28,800 ... you pay only $1.20 per 1,000 
readers per page for each M guaranteed cir- 
culation! 


-IT’S A FACT that YOU, especially in this 


day of climbing space costs, can NOT ignore 
these 12,750,000 needing, wanting, buying 
and inexpensive-to-reach people! 


WOULD YOU LIKE TO HEAR 
THE STORY 
NATIONAL RESEARCH PROVED? 


Write today for a new survey which gives all 
the important facts about the 12,750,000 peo- 
ple who read POPULAR FICTION GRouP Maga- 
zines from cover to cover every month. See 
for yourself how The PoPULAR FICTION GROUP 
offers tremendous coverage of a profitable 
market at a lower cost. 


THE opular Fiction Group 


205 E. 42ND ST., NEW YORK CITY e 333 N. MICHIGAN AVE., CHICAGO e 427 W. FIFTH ST., LOS ANGELES 
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Available Market Data 
Listed for AA Readers 


Compilation of 500 Published Pieces 
Described; All Available to Advertisers 


Advertisers, marketers and ad- 
vertising agencies are constantly 
searching for valid, up-to-date 
data on markets—not only on 
population, housing, income char- 
acteristics, buying power and the 
like, but also on buying habits, 
brand preferences, brand loyalty, 
buying intentions, etc. 

The demand for up-to-date data 
in this area has been vastly in- 
creased since the war because 
there have been enormous shifts 
in the marketplace, and because 
the traditional benchmarks pro- 


The list of 
Available Market Data 
begins on Page 18 
and continues uninterruptedly 
to Page 47 


vided by official government-col- 
lected census material have be- 
come less and less valid due to 
the time which has elapsed since 
their compilation. 

Lack of modern government 
statistics, and a filling in of the 
somewhat sketchy official figures 
available in some areas has been 
compensated for, to a large ex- 
tent, by privately conducted mar- 
ket research undertaken by vari- 
ous types of advertising media 
and by many other organizations 
which have a basic need for sta- 
tistical material on markets. 


Brings All Together 


ADVERTISING AGE has presented 
such privately conducted research 
week after week in the column on 
the editorial page headed “Infor- 
mation for Advertisers,” and the 
hundreds of requests for items 
listed in this column each month 
are ample evidence of the demand 
of the advertising and marketing 
field for data of this character. 

But no attempt has ever been 
mace to present, in one place and 
at a single time, a comprehensive 
list of all such market data which 
IS available for distribution, so 
that marketing and advertising 
executives might look over the 
Whole field of published data to 
determine exactly which data 
migit currently be of interest to 


This special section of ApvERTIS- 
ING AcE is exactly such an at- 
‘emt. We have attempted to put 
‘loge her here a complete and com- 
bre’ ensive list of up-to-date mar- 
ket data which is available, usu- 
ally for the asking, to advertisers 
ad advertising agencies. 


Coupon Does the Trick 


_ T e material presented here has 
%ee: numbered, and ADVERTISING 
Ack will be glad to handle re- 
que ts for various items from 
t€acers, so as to simplify the prob- 


Census Head Tells 
What Bureau Does 


fo Help Marketers 


Wealth of Material 
Available to Aid 
in Solving Problems 


lem of securing desired informa- 
tion. Throughout the pages of this 
section there are coupons, which 
can be filled out and returned to 
ADVERTISING AGE, indicating which 
pieces of the market data listed in 
these pages are desired. Apver-| Eight years have elapsed since 
TISING AGE will undertake to for-| the last full scale Census of the 
ward all requests for data to the| United States. Although in many 
publishers of each piece. UJlti-|departments of American eco- 
mate fulfillment of these requests,;nomic and social life Census 
however, rests in the hands of the| statistics are of the vintage of 
individual publishers of the data,|1940, the year of the Sixteenth 
who undertake to fill all reason-|Decennial Census, a considerable 
able requests, within the bounds | collection of statistical data com- 


of limitations of supply or other piled ae World War II and 
conditions which cannot be fore- oi beg Ng Re cog by the Bu- 
seen. | While the need for more com- 

Although there are more than | prehensive current information is 
500 individual pieces of market |apparent, the marketing man none- 
data (not media data) listed in| theless has available from the re- 
this special section, we recognize|ports of the Census Bureau a 
that the list is by no means com-/|COnsiderable chest of statistical 
plete. For one or another reasons, | ‘ols. These later-than-Census 
many important pieces of avail- | Statistics ed ie in this market 
able market data are not listed | "@inca 7 ie Rg ergy Aha ene 
here, principally because we have| has conducted the 1945 Census of 
listed only such material as the| Agriculture. It has continued on 
individual publishers have author-|a monthly, quarterly or annual 
ized or requested us to list. Never- basis, its surveys of commodity 
theless, the compilation is by far | production in scores of manufac- 
the largest and most complete of| turing industries. It has made 
its kind ever assembled, and we available, through comprehensive 
hope it will prove of real value | Sampling methods, reliable trend 
to the field. information on retail sales as well 
|as results of substantial studies 
|of the country’s wholesale trade. 


By J. C. CAPT, 
Director, Bureau of the Census 


In Six Sections 


} 
For ease of reference, the com-, Many Studies Continue 


pilation is presented in six s€C-| wore than that, through its field 
tions: | offices situated in various parts of 

1, National Markets, embracing the country, the Census Bureau 
all data which covers the nation |has continued its program of cur- 
geographically. rent population surveys. These 


2. Farm Markets, covering the | (Continued on Page 14) 
farm field specifically. 
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Prewar; Can Go Higher 


High Current Level 


{serious depression and unemploy- 
ment. They just can’t believe that 


/we can avoid returning soon to 


Not Temporary, 
Says JWT Analyst ‘the prewar levels of lowered 
standards of living and unemploy- 


By ARNO H. JOHNSON EME 
Not many years ago there was Can Reach New Highs 
a widely accepted thesis that; Now, obviously, the standard of 
America had reached maturity— living in any nation must depend 
that we had “a mature economy” | on the amount of goods or services 
which necessarily meant limited available for consumption by in- 
markets, limited production, and! dividuals of that nation. The po- 


Arno H. Johnson, vice-president and di- 
rector of media and research of J. Walter 
Thompson Company, has maintained con- 
sistently that high wartime levels are not 
necessarily temporary, to be succeeded by 
depression, unemployment and poor busi- 
ness. His latest statistical exposition of this 
subject was given before the New England 
Marketing Conference, sponsored by the 
New England chapter of the American Mar- 
keting Association, in Boston May 6. Nearly 
full text of that talk is presented here. 


a large segment of the population | tential supply of goods and serv- 
chronically unemployed and on/|ices in turn depends on the avail- 
the dole. A stabilized standard of | ability of raw materials, the size 
living was implied, with the only |and skill of the labor force, and 
oppSrtunity for improvement be-| the tools plus the “will to work” 
ing in the lower income groups;that make possible high produc- 
which might be brought nearer to/| tivity by a labor force. 
a common low average by “shar- World War II proved, beyond 
ing the wealth,” with a conse-|any shadow of doubt, that America 
quent lowering of the standards | has the productive ability—both in 
of the better income groups. There|terms of materials, labor force, 
was little belief that any new/and the technical ingenuity to 
frontiers existed in America or|make that labor force productive 
that the whole level of living could |—to produce goods and services 
be raised through the creation of |far beyond what was dreamed 
more wealth and _ through - the | possible in the days of the “mature 
fuller utilization of our productive |economy.” By utilizing our full 
ability and our manpower. labor force and supplying workers 
That thinking still permeates | with improved tools of production 
our economy and has been re-| we have been able to step up our 
flected by many of our economists, | production so that it is possible 
writers, government officials, labor |to have much more goods avail- 
leaders and business executives, | able for consumption. 
over the last three years, in their Further, it is now evident that, 
constant anticipation of impending (Continued on Page 2) 


3. Regional and Local Markets | 
(including Canada), which em-/| 


braces data covering a particular | HOW CONSUMPTION INCREASED WITH 
FAMILY INCOME, 1941 


region or locality. | 
4. Distribution Markets, which | 


1948 REAL CONSUMER PURCHASING 
POWER 537% ABOVE 1940 


covers data relating principally to | The 125 per week family typified our economy in 1941-An economy typified Ohapordhte Resoncl 
retailing and wholesaling opera- | by the #50 per week, family (+50 of real purchasing power) is not too high 194 tay Ana 

i goal for our productive ability. Major increases in consumption and potential 
tions. aut wand onl CHART. income Ne Tes 

5. Industrial Markets, covering | M60 FR weEK FAMILY ne 
primarily the capital goods indus- | “boo erases” Pek con pcamast ' 
tries, rather than consumer mar-| “" St cesar ; 
kets. . Potaar 7 Loi tone 

6. Professional Markets, cover-| 7 ‘aiinen 
ing the various professions as é ae 971 nomen ano veer tiie a aa 
markets. : . 1940 Increne eas (tiat| Wergosed 

In addition to data presently | 5 91 pp lm Drposabl nent Kedeonghe |coat| “OO Ostincage 
available, each section also in-| Tos soaty EEFOWTUAEE ae se. pany § 
cludes a list of “soon to be pub- Aro Fomly income = aie 97, comme 
lished” data, which has not yet pos renal a” 2 Rerd Racha ~y 475.7 BILLIONS 1757 178.7 
been released, but is scheduled for; "=<" = le Peso 
early publication. This “soon to) ote : i / _ — Cite 
be published” data carries no Ave 6 one remromnon ‘. / OF Dollar) 
numbers, and cannot be requested | comme ” 
through ADVERTISING AGE, but is! 7 1940 1947 1948 Estimareo 
presented as a guide for those | cmecmmnenes = 4 Siti - -~ ais 
readers who may be interested in _ 1411000 Consume 
the studies mentioned, and may) Number Of Famikes 34.949 oo — 
want to make certain that they do) — = me be 12,166 +262 3.95 Giterente mt 

; Foamy (Ossposcable Income 

not miss them when they are re- Mite Taxes in Terms OF P40 
leased. oom eeu boty ee Dollars) 
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| Buying Power 53% Above 


Prewar; Can Go Higher 


(Continued 


provided investment capital is 
made available for new and im- 


proved equipment, the productiv-| for the goods and services we| 


ity of our population could be still 
further increased so that our po- 
tentiality for production—for in- 
creasing still further the amount 
of goods available for consumption 
—is still capable of large expan- 
sion. In other words, there is still 


a major opportunity for raising | 


the standards of living in America 
even though standards in this 
country are now the highest of 
any major nation in the world. 

Now that necessity for produc- 
tion to win the war has opened our 
eyes to the possibilities for in- 
creased standards of living in 
peacetime, we must look carefully 
at the other side of the equation 


from Page 1) 


|—that is, to the creation of suffi- 
cient demand to prov 


| have proved we can produce. Here 
| we must look beyond the tem- 
porary shortages—the rush to 
catch up with deferred demands 
-and the temporary necessity of 
| feeding and reconstructing a war 
torn world. 

We must take a look at what is 
necessary to maintain the high 
\level of domestic consumption 
jafter these temporary factors af- 


fecting demand have passed—to | 
| stepping up from one standard of |ment this country is capable of nesses, so much higher than pre- 


|the point where we once again 
/return to the more normal situa- 
tion of a “buyers’ market.” In 
many parts of our domestic econ- 
‘omy this “buyers’ market” al- 
|ready is upon us with its problems 


|of creating a sufficient demand 
to keep the factories busy. 

The mass of our population al- 
ready lives at standards far above 


the bare subsistence level of food, | 


shelter and clothing. They could, 


|if necessary, get along arid sustain | 


|life on very much less than they 
;now buy. They could defer many 


ite a markit | purchases entirely or for long pe- | 


riods of time even though they 
have adequate purchasing power. 
| This fact makes doubly important 


| the psychological factors affecting 
|desire and common wants and the 
‘translation of these wants into 
active buying demand. 


Must Maintain Desire 


By expanding these wants ad- 
|vertising and selling can become 
a major educational factor in 
| building the demand for new and 
better products—a demand for 


| 


| living to the next in such a way 


| that markets for goods and serv- | 


|ices can be expanded to the point 
| where they will sustain the high 
level of production and employ- 


| Beth Proéuctivity Fer Capita Amd Real Disposable Personal Income Per Capita Increased 


By _One-Thiré Prop 1940 To 1967 


# Increase 1948 $ Increar 
dyke ial Over 1940 Over 19 
| Population (Thousands) 131,970 ibb,co2 sn 145,340 (Jan.1) ms 
| Number Bxployed Civilians (Thousands) 47,520 58,027 2h 59,000 F 
| Consumer Price Intex (2935-1939 = 100) 100 ee) of 170 1% 
| Wederal Reserve Board Index Of 
Industrial Production 1935-1939 = 100) 125 187 Bed ist. 5a 
Productivity 
Groee National Product (Biliions) $200.5 $229.6 12% $260.0 16 
| Real Grose National Product In 1940 Dollars (Billions) $100.5 $1s4.4 at $152.9 br. J 
Per Capita $761 $1,003 3 poe 3 
Per Emplcyed Civilian $2,115 $2,466 us 592 2% 
Purchasing Power 
| Diwpossble Personal Income After Taxes “ (Billions) $75.7 $175.3 ua $197.0 16% 
| Read Dieposable Personal Income After Taxes 
| Tm 1940 Dollars (Billions) $75.7 $110.3 bd $115.9 5% 
Per Capita 997% = $766 36 $797 a6 
Disposable Income As A Share Of Gross National Product Y* 1h 1h 
Souree: 1940 and 1947 based on figures from the Economic Report of the President, J 1948 


one-third from 1940 to 1947. 


chasing pover of the American people. 


TH to 76h of the Gross National Product. In other vords, 


january ° 
Opportunity for 1946 is estimated on basis of conditions exieting in the firet half of 1946, 


Note that real per capita purchasing power increased in direct proportion to per capita productivity - both 
increased Aleo note that Dieposable Personal Income remained at approximate 


as total production increased so did the real pur- 


reaching. 

Since the war our economy has 
|operated on a very high level. It 
‘must be kept high because “break- 
even points” are, in most busi- 
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“ALL THE GOLD MINED IN ALASKA. 
IN THE LAST 81 YEARS IS LESS THAN 
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IOWA INCOME 
$3, 462,000,000) 


war that any major recession in 
/consumer demand would quickly 
|}make production unprofitable and 
lead to heavy unemployment. 
There is no need, however, for 
this serious drop in demand if 
the public is educated to accept 
and insist on the higher standards 
of living made possible by our 
productivity and by the increased 
real purchasing power resulting 
from increased productivity. Let’s 
just look at some of the facts of 
our present economy from a mar- 
keting standpoint. First, let's 
analyze ability to consume. 


ABILITY TO CONSUME 


A study of different standards 
of living actually existing at dif- 
ferent levels of income, prewar, 
shows clearly that the standard of 
living of the typical American 
family could be doubled without 
reaching what might be called ex- 
cesses. Prewar, in 1941, the $25 
a week family typified the Amer- 
ican economy. Approximately half 
'of the families in America had in- 
‘comes above this level and ap- 
| proximately half had incomes be- 
‘low this level. In that same year 

a detailed government study of 
items purchased by families in 
different income groups showed 
‘that families with incomes of $50 
a week were buying and consum- 
ing at the rate of almost double 
ithe $25 a week family for most 
|items. (See Chart 1). 

| Certainly the standard of living 
‘of the $50 per week family in 
'1941 could not be called an ex- 
cessive goal or a luxury standard 
of living in terms of our ability to 
produce, yet it could mean mar- 
kets nearly double our best pre- 
war levels in terms of units of 
physical goods and services 0 
better quality. 


Half Way to the Goal 


We already have passed the 
point where our economy is tyP!- 
fied by families with $50 per w eek 
money income, since, in 1947, aP- 
proximately 28 million or 60% of 
our consumer spending units had 
money incomes of over $2,000 per 
year compared with 14 million o 
only 35.6% in 1941 and 6% vnil- 
lion or 16% in 1935-36 with 1D- 
comes over $2,000. Unfortuna‘ely, 
inflation and taxes have tex 
such a large bite out of incre s 
income that we have progres 
less than half way to the 
of doubling the real purché 
power and the resulting stan 
of living of our people comp 
to the best prewar levels. 

But the fact that we 
gone half way and already 
a real purchasing power 
higher than in 1940 is of nm‘ 
significance and presents a 
challenge to business to mal 6 
this level and to drive on to the 
attainable goal of double pr‘ 
in consumption and productio: 


REAL PURCHASING POWE! 
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m for 1948, after taxes and 
correction for increased prices, 
3% greater than in 1940. In 
h. r words, the American popula- 
: has the buying power, ability 
uy and consume 53% more 
sical goods and services now 
in the last full year before 
entered the war. (See Table 

1} id Chart 2). 


Real Purchasing Up 


‘hart 2 illustrates what has 
na opened to the real purchasing 
pover of the American public 
since 1940, showing actual figures 
reported by the government for 
1947 and estimated figures for 
1948. 

Disposable personal income af- 
ter taxes in 1948 is likely to reach 
a level of $197.0 billion compared 
with $75.7 billion in 1940. This 
is an inerease of $121.3 billion in 
disposable money income, but 
$81.1 billion of this is dissipated 


by inflation in prices, leaving 
How Consumer Purchasing Power Has increased 
. e2) Prem 1940 to 1966 
a Per Cet 
Inc reave 
_ 1948 19Wé 
Total personal income(Billions) $78.3 $215.0 179% 
¢ lese personal taxes(Billions) _ 2.6 —ie 69% 
Total Disposable Personal 
Income After Taxes(Billions) $75.7 $197.0 1606 
evs Gasic Living Costs 
To Maintain 1940 Standard 
f Living (Bilidons)’ _A9.2 —2iad ms 
urplus Income for Diseretionary 
pending or Saving (Billions) $26.5 $102.0 205% 
ese Personal Saving 2 etre 2248 
at Balance For 
Ascretionary Spending $22.8 $9.0 2% 
iverage Fer Family 
stimeted Number 
f Families (000) 34, %9 39,625 iit 
(Jan.1,19%8) 
er Pani ly-Total 
rsonal Income $2,240 95,426 leat 
le ersonal Taxes le Sty sus 
sable Income $2,166 &,972 108 
asic Living Costs to Maintain 
1%0 Standard of Living soe 2377. 708 
urplus Income For Discretionary 
pending or Saving 758 $2,575 24% 


$40.2 billion in additional real 
purchasing power. This makes 
possible a 53% 
number of units or in improved 
quality that our population can 
buy to improve its standard of 
living over 1940. 

Taking into account the in- 
rease in the number of families 


since 1940, this represents an in- | 


rease of 35% in the real pur- | 
chasing power per family since 
1940. 


Productivity Rises 


To make possible the 53% in- 
crease in total real buying power 
the nation’s productivity has had 
to show a corresponding increase, 
because real income must always, 
in the long run, depend on pro- 
luctivity. Any increased income 
hot supported by increased pro- 
ductivity becomes inflation and 
‘annot result in any improve- 
nent in real income or standard 
f living. 

The increase in consumer in- 
me since before the war becomes 
articularly significant to busi- 


INCREASE IN CONSUMER 
PURCHASING POWER 


A FOURFOLD INCREASE IN 
MONEY FOR DISCRETION- 
ARY SPENDING SINCE 
1940 


After allowing for taxes, per- 
sonal savings and the expendi- 
tures necessary to maintain a 
1940 basic standard of living for 
food, clothing and shelter for our 
whole population at present high 
prices, there apparently will be 
a balance of $90.0 billion of cur- 
rent income left for discretion- 
ary spending in 1948 as compared 


| approximately 
| great as the income available for 
1940. 


; with only $22.8 billion in 1940. 


This discretionary spending 
power alone in 1948 is greater than 
the total income in 1940 and is 
four times as 


discretionary spending in 
How consumers will apply this 
vast pool of new discretionary 
spending power is a matter of 
their own discretion. 
put it into additional savings, into 
increasing the quantity or qual- 


| 


food, clothing or shelter, or into 
additional things they may desire 
which they never have had be- 
fore. Since this $90 billion is 
discretionary spending power be- 
yond the things considered basic 
necessities in 1940, it represents 
a wide open opportunity for every 
seller of goods or services. 


They could OTHER FACTORS AFFECTING 


THE BUYERS’ MARKET 
We must recognize that this 


ity of their basic living items of| buyers’ market in which we must 


|“sell” if we are to raise the levels 


of consumption high enough to 


|sustain full production, is a very 
|different market than the prewar 
'market where most of our ex- 
|ecutives gained their experience. 
|It will be necessary to raise our 


sights considerably to adjust for 
the changes since 1940. Here is 
a brief summary of some. of 
these changes, which are in addi- 
tion to the increased productivity, 
increased consumer purchasing , 
power and likelihood of consumer 


| 


increase in the | 


' Adjustment for Increased Cost of living And Increased Taxes) 
1948 PERCENT INCREASE 
12150 Billion 178 
| caer 3 | 180 om 
} 
980 9% | 
/ 
; | 
1940 | 
comet 78.3 Bithon | 
1020 ue 
“a "a oo 
on * ang 
mrs nat ws 
jou og tae tony 


“ss executives when the income 
‘di ided into the amount needed 
’™ intain a 1940 basic standard 
ng and the amount left over 
* © seretionary spending power 
al. ble to improve the standard 
' iving. (See Chart 3 and} 
able 2), 
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South Dakota’s primary markets respond not 
just profitably but overwhelmingly to advertising 
in the South Dakota Dailies. Here’s why .. . 
Uninfluenced by any out-of-state metropolitan 
daily, this rich, receptive market is served ex- 
clusively by the South Dakota Dailies . . . and 
each of the South Dakota Dailies is locally man- 
aged and locally edited. From publisher to print- 
ers, the personnel of the local daily is a vital part of 
each of these communities. The news, editorials 
and advertising columns are messages of personal 
recommendation. Local recommendation to a local 
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LOOK INTO 
OPPORTUNITY 
LAND! 


Tourists, prospective resi- 
dents and commercial en- 
terprises are impressed by 
the natural beauty and 
splendor of South Dakota and by the abundance of 
natural resources that await profitable development. 

An aggressive State Highway Commission is con- 
stantly improving the fine system of highways that 
now links all of South Dakota to all Midwestern 
Markets. By air, rail, or highway, South Dakota is 
readily accessible. 

Unexcelled park and recreational facilities reflect the 
untiring efforts of the Department of Game, Fish and 
Parks to maintain the naturalness of a scenic state. 

Look into Oppostunity Land. For business or plea- 
—, South Dakota holds many, undreamed of possi- 

ilities. 
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SOUTH DAKOTA DAILIES 


buyer ... And all buying is local! 
How rich is South Dakota? 


Rich enough that since 1940, 
South Dakota has ranked first 
among the North Central states 
in percent gain in income pay- 
ments to individuals! For two 
straight years South Dakota has 
topped the nation in per capita 
“E” bond sales! South Dakotans’ 
“buy now list” is more than 
matched by their unprecedented 
high income! 

Packaged goods or pumps, soft 
lines or silos, home furnishings or 
fencing . . . electrical appliances 
or encyclopedias .. . you can reach 
all six primary markets, both 
rural and urban, with the South 
Dakota Dailies. 

Your promotion is productive in 
this rich, responsive market when 


LQ 


recommended by the locally man- 
aged, locally edited South Dakota 
Dailies. 

For test campaigns, for special 
promotions, for sustained domi- 
nance of this unexploited market, 
the South Dakota Dailies offer 
unequaled SELL-ability in a state 
with unbelievable BUY-ability! 


South Dakota ranks first in per- 
cent gain in income payments to 
individuals! The 1947 average 
cash income of $9,700 per farm 
was derived from bumper crops 
of wheat, corn, oats, cattle, 
sheep, hogs, dairy and poultry 
products. 

The local publishers of the 
local dailies serving the six pri- 
mary markets of > § responsive 
South Dakota will supply com- 
plete information at your re- 
quest. Write today! 


The South Dakota Dailies Comprise Six Locally Managed and 


Locally Edited Newspapers Serving the Six Primary Markets of 
South Dakota. Both Rural and Urban. 
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debt expansion: 


1. Growth In Population and 
Number of Families 


It is estimated that by Jan. 1, 
1948 the U. S. population had 
grown almost 14 million, from 
131,669,275 in April, 1940, « to 
145,340,000—an increase of 10%. 
The number of families has in- 
creased by over 4% million from 
34,948,666 to 39,625,000—an in- 
_ crease of 134%%. 

We are now adding population 
at the rate of about 225,000 every 
month—it’s like adding a city the 
size of Richmond, Va., Omaha, 
Neb., or Syracuse, N. Y., to our 
market-every month. 


2. Shift In Population From 
Rural to Metropolitan Areas 
and Regional Shifts 


Of some 3,073 counties in the 
United States only 242 are classed 
as metropolitan—dominated by a 
center over 50,000 population. 
These 242 metropolitan counties 
represented, however, 51.6% of 
the total U. S. population in 1940. 


By 1943 these counties had grown 
to 54.4% of the population and 
it is probable that they now rep- 
resent about 56% of the popula- 
tion—a migration of over 6 mil- 
lion persons from rural to metro- 
politan areas where the pattern 
and standard of living is quite 
different. There have also been 
significant regional shifts in pop- 
ulation that substantially change 
marketing patterns. 


3. Changing Makeup of the 
Population 


Between the census in April, 
1940 and the spring of 1948 there 
have been 24% million births— 
new people added to the market; 
10% million deaths—old custom- 
ers lost forever; 14 million mar- 
riages—new family formations— 
representing over one-third of all 
families. 


4. Influence of Veterans 


The United States population 
as of March 13, 1948 included some 
14,231,000 male veterans whose 
purchasing habits and potential 


standard of living demands have 


been profoundly influenced by 
their wartime experiences and as- 
sociations. Of the 12,796,000 male 
veterans classified as now in the 
labor force, 95% are employed, 
and significantly 924% of those 
employed veterans 
jobs in non-agricultural industries 
—only 7%% are in agriculture, 
whereas 18% of other employed 
males are now in agriculture. 
Furthermore, in 1940 agriculture 
represented 28% of all employed 
males. 

There -have been significant 
trends shown by where the vet- 
erans have located. Some 16 
states, mostly in the West and in 
certain eastern industrial areas, 
have attracted well above their 
share of the veterans while some 
20 southern and midwestern states 
are considerably below average. 


5. Growth In Educational Level 
of Adult Market 
In. 1948 the typical adult over 


20 years old will have experienced 
at least two years of high school 


have found | 


and 37% will be high school 
graduates. In 1940 only 27% 
were high school graduates while 
in 1920, two years after the end 
'of World War I, less than 7% of 
our adult population had a four- 
year high school education. 

This rapid increase in the aver- 
| age level of our education has im- 
|portant significance both in in- 
| creasing the potential productivity 
of our population and in the op- 
portunity to achieve and maintain 
a higher standard of living with 
|resulting increased markets for 
| Soods and services. 


'6. Employment 


There are now about 12 million 
|more civilians employed in non- 
| agricultural employment than in 
1940. This increase in non-agri- 
cultural employment means more 
| workers per family in towns and 
cities. Between 1940 and the 12 
_months ending March 13, 1948, the 
| total civilian labor force increased 
'4.9 million. In the same period, 
agricultural employment decreased 
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23.3)21.8)20.4 


21.8 
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above ratings. 


WHDH is now entering its Spring, Summer and 


Fall program pattern — which last year produced the 


WHDH will give you the largest listening audience 


at the lowest cost in Boston. 


| WH DH will provide highest rated programs avail- 
able to carry your advertising message —with one 


of the strongest signals in New England. 
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1.2 million, while non-agric |). 
tural employment increased }?) 
million, and the number of | n. 
employed dropped by 6 million. 


7. Increase in Weekly Earnings o 
Non-Agricultural Workers 


The New York Federal !'e. 
serve Board compiles an index o/ 
the weekly earnings in non-a;ri- 
cultural industries in the United 
States which shows that weekly 
earnings have increased £89, 
since before the war. With 22°, 
more people employed in non-ag- 
ricultural work this indicates an 
increase of 148% in money inc: me 
to the aggregate of non-agri:|- 
tural workers, or 2% times as 
much as in 1940. 


CHANGED DISTRIBUTION OF 
FAMILIES BY INCOME 
GROUPS 


Of all these factors which ‘ep- 
resent a changed market since 
prewar the most important to 
study is the influence of full em- 
ployment and increased income 
payments to individuals on the in- 
come groupings of families and 
single individuals. As we come 
into a buyers’ market the new 
market potentials indicated by the 
shifts upward in income groups of 
families are a vital key to in- 
creased sales. 

This great increase in national 
income payments and the addi- 
tion of about 11 million persons to 
the employment rolls has resulted 
in startling shifts in the income 
grouping of families and single in- 
dividuals. The total of 27,780,000 
consumer spending units (families 


INCOME DISTRIBUTION OF CONSUMER 
SPENDING UNITS IN THE U.S. 


There were 4% Times As Many Buying Units With Incomes 
Over (2000 In 1947 As There Were In 1735-1936 
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United States early in 1947 with 
annual incomes over $2,000, for 
example, is 4% times the 6,285,- 
700 in 1935-36 and nearly double 
the 14,009,000 there were in 1941 
Even this does not show the whole 
shift since the Federal Reserve 
Board study accounts for about 
$135 billion of income received 
by consumers whereas by July 
1947, personal income payments 
had reached an annual rate 0 
$197 billion. This additional $8 
billion of income would indicalé 
even more extensive upwalt 
shifts than shown in the chart. 
(See Chart 4.) 


Groups Shift Upward 


A further analysis of shifts ™ 
income groups since before 
war is important if these figu 
are to be used in measuring P™ 
tential markets. So many marke! 
analysts and economists seen ™ 
overlook the effect of the shit uP 
wards in income groups by a !alé 
proportion of our families. They 
often point out the increase 
taxes and increased cost of |v" 
as compared with 1941 and sho 
that those who were in a P#" 
ticular group in 1941 and w! ) an 
still in that same income = 
are being seriously squeez« 4 0} 
increasing costs. This 1}. © 
course, very true for any se: me 
of families where the irco™ 
level has not raised since 1:4). 

For those families, hove’ 
who have shifted to a high * ™ 
come bracket the increase ir PY” 
chasing power for things 0th 
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_ PWARD CLIMB OF CONSUMER SPENDING UNITS 
(mp 1941 10 1947 
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than the basic items of living be- 
comes substantial because most of 
the unavoidable increased costs 
apply to their former standard of 
living rather than to the standard 
of living of the income group they 
have entered. It is a matter of 
their own discretion as to how 
far they will go in stepping up to 
the higher standard of living. 


Majority Moves Up Scale 


A comparison of the govern- 
ment figures of consumer spend- 
ing units in early 1947 with 1941 
indicates the probable shifts that 
had taken place. (See Chart 5.) 
This obviously is only a rough ap- 
proximation because many fami- 
lies may have skipped entire in- 
come groups in their movement 
upward whereas this chart is 
based on the assumption that the 
increase in number of families 
in each income bracket came from 
the bracket immediately lower. 
For example, it is assumed that 
the 3,066,000 increase in- the num- 
ber of spending units with in- 
comes over $5,000 in 1947 all came 
from the $3,000 to $5,000 bracket 
in 1941. Subtracting this from 
the 4,139,000 units in that bracket 
in 1941 would leave an indicated 
1,073,000 remaining in that group. 
Since that group, however, has in- 
creased in total to 11,575,000, an 
indicated total of 10,502,000 must 
have moved up from the $1,500- 
$3,000 bracket and so on. 

It is obvious from this analysis 
that a very large proportion of 
the families in each income group 
in 1947 had moved up into that 
group since 1941 and only a small 
proportion in each group were in 
the same group in 1941. This 
means that for most U. S. fami- 
lies the increases in the basic cost 


Don't 
Measure the 
Size of the 
Farm Market 
by the 
Number 

of Farmers! 


The safe measure is the 
buying power of those farm- 
ers. And that’s where New 
Jersey — with 26,000 farms 
and a $300,000 annual farm 
income — stands head and 
shoulders over all others. 


it will Pay 

You to 
Investigate 
NEW JERSEY— 


the farm market of big in- 
comers, big producers, big 
buyers. 


Slew Berweyg 


FARM 


GARDEN 


Garden State Building 


Sea Isle City, New Jersey 


of living which they nave to ab- |can be analyzed to show for many | million new passenger cars an- |spending shows that the percent- 
sorb apply to their prewar stand- |products the average family rate | nually at present prices and a 
ard of living, leaving substantially |0f buying in terms of units and|maximum potential demand of | 
income | over 


increased discretionary spending |@°llars for the various 
power that can be selectively ap- STOUPS in 1941 divided between 
plied to increasing their standard | 


urban, rural non-farm and rural |normal 1941 rate of buying new 


age buying a new car in this in- 
come group was 23% in urban 
7 million cars, annually. | families, 40% in rural non-farm 
| This demand would result from a | families and 36% in rural farm 

families—an average of 26% of the 


of living. farm. By applying these 1941 | passenger cars in each income / 4,139,000 families and single in- 

proven rates of demand in each | group adjusted for a 60% increase | dividuals in this income group. 

POTENTIAL MARKET income group to the present num-|in car prices since 1941. It does|This resulted in 1,076,200 new 
PROJECTED ber of families and single individ-|not take into account the added | car buyers. 


The detailed studies by the | uals in each income group as re- 
U. S. Department of Labor cover- | ported by the recent Federal Re- 
ing family purchases in 1941 by iserve Board study showing the 
income groups offer an opportu- | income distribution of the 46.3 
nity to measure new potential | million consumer spending units 
markets that may result from the | it is possible to project the cur- 
upward shift in income groups. |rent potential demand for many 


There are two studies: “Family | products. 


Spending and Saving in Wartime” | 

—U. S. Department of Labor Bul-| 5¢¢ Sustained Auto Demand 
letin No. 822; and “Rural Family An application of facts from 
Spending and Saving in Wartime” | these government studies, for ex- 
—U. S. Department of Agriculture ample, indicates that with the 
Miscellaneous Publication No. |present income distribution of 
520. \families there should be a sus- 
Used together these two studies |tained demand for at least 4% 


|deferred demand as a result of 
wartime stoppage of production. 
(See Chart 6.) Neither does it 
take into account any increment 
in any particular income group in 
the desire for a new car as against 
‘any other possession, yet histori- 
cally before the war the ratio of 
automobile possession per 100 
families was constantly increasing 
in each income group. 

Looking, for example, at the 
$2,000 to $3,000 income group in 
1941, cross tabulation and combi- 
nation of the facts reported in the 
two government surveys of 1941 


Cost Is a Factor 


The new government figures in- 
dicate that we now have a total 
of 11,575,000 consumer spending 
junits with incomes of $3,000 to 
$5,000, and, further, that these 
families are financially able to 
|spend as much or more for discre- 
tionary purchases as families in 
the same income group in 1941. 
At the 1941 rate of demand, 26%, 
this group would represent a po- 
tential of 3,009,500 new passenger 
car buyers annually. Similar 
analyses by other income groups 


DAYTIME COVERAGE 


And WSIX-FM « 71,000W + 97.5 MC 


ABC AFFILIATE 
5000 WATTS 980KC 


BMB BMB Station 
1946 Radio 
“Unite | Families = 
Home City 

Nashville 83% No. of 47,850 39,810 
Home County Counties | 67,540 7,610 

Davidson 85% ’ 57, 

Percentage Levels 

80% and over 11 98,290 83,520 
—— > 16 107,030 90,130 
on * * 20 128,750 104,010 
ae 7 +. 29 159,060 120,030 
—* * 35 180,260 129,760 
_—— ~ © 43 195,490 135,120 
ae 48 216,800 140,900 
— | CS 49 224,490 142,470 
——— = 60 252,610 146,690 


Represented Nationally by The KATZ AGENCY, Inc. 


Figures in counties indicate the percentoge 
of radio families thot comprise rhe station 
audience i the covnty.~ \ 
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Complete BMB County and City Data available on request. 
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=: Map and Tabulation Based on BMB Audience Study No. 1—March 1946 
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result in an aggregate maximum 


annual potential demand for over POTENTIAL NEW PASSENGER CAR DEMAND TOILET ARTICLES, PARATIONS, 


7 million new passenger cars at Based On 1941 Actual Demand by Income Groups MEDICINE AND DRUGS 


1941 prices. (See Chart 6). aioe i f a ncome Group 
If, however, new cars cost the | porewma. Dewned —s wr fanily yt et 


At 194! Rate ot Baapng ma 


consumer more than in 1941 it! = 

will be necessary for consumers | ene oc i) 
in each income group to set aside | CUSER: 

a larger share of their discretion- | 920.500 ¢ es 
ary spending money for cars if ° 

the same ratio of car buying is 45% 
maintained, or to cut down the 

potential number of cars pur- 

chased to a point where the dol- acon >. ae and 27.26 3 

lar expenditure per family is the = eer ee SS “ee Sis 

same as in 1941 for the group. In au aan ao -. — = ep Pr) yer 
other words, the increase of 60% ok ae sc ’ 

over 1941 in delivered cost of a\ 42000-44000 B30ng00 SOD 2.800 Tovlet Articles Aad Paparchans nal 22.82 

new car plus taxes could be ex- | iniintdhtem. an ts 

pected to reduce the potential de- tt cae 

mand by 37% or from 7.4 million *ao00-4so00 © 408,000 4550002 ,0%,200 TOTAL PamNies® UNOER «1000 % «= 12000 = 12000 «= ER 
cars to 4.6 million cars, unless the 170.100 PS Pe ee al ee 
consumer can be convinced 1941 ”. aan 11,907 8.306 410 4.668 
through advertising and sales pro- eT ee eee cate: a: a a: aa a.) on, eee 
motion that the new car has <: Sea ee Se 1947(000) 463007070889 SST 4.880 
enough eAded value to him to . 3,734,100 Core) TA16,000 Con) - PerCent OL non 220% 280% 260% 10.0% 
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course, the other products with | tunities will be faced with similar | benefit of these increased market | increase unreasonably. 
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Ww hy 183 Ib, —the Greatest Selling Power 
ence in SYRACUSE and Central New York! 


WEBL now offers the newest, finest radio facilities in Syracuse and 
Central New York. Completed early this year, WFBL’s ultra modern 
studios are dedicated to community interests as is WFBL’s outstanding 
programming of live talent shows. Such community-wise service plus 
star-studded CBS shows insure the bigger, better audiences you want for 
your advertising dollar. 


, Radio Dollar BUYS MORE over WFBL in SYRACUSE! 
» 


Check these WFBL 1947 PROVE IT!* 


AUDIENCE BUILDERS 


RFD 5:00 - 7:30 A.M. (Mon. thru Sat.) The most com- WEEBL ted au Syracuse Stations with an Average 
plete farm show in the great Northeast . . . broadcast Rating of 6.21 for all 40 Quarter Hour DAYTIME 


from WFBL's separate agricultural studios at Central Periods! 
New York's Regional Market. 1 2 3 4 5 6 
MUSICAL CLOCK 7:30-9:30 A.M. (Mon. thru Sot.)  WFBL 
The Only All Live Talent Early Morning Show in Central Station B 
New York! 
tati 
THREE FOR A QUARTER 9:35-10:00 a.m. ton © 
(Mond. thru Fri.) Another All Live Talent Musical Program! Station D 
DELINE IS BUSY 4:30-5:00 P.M. (Mon. thru Fri.) Station E™ a 
Emceed by Syracuse's Most Popular Master of Cere- ; 
monies . . . Jim Deline. WEBL Led in 24 of the 40 Quarter Hour Periods! 


COMPLETE NEWS SERVICE uw. p. plus concen- *Hooper Winter-Spring Report... December through April. 
trated coverage of local and regional news. 


oe wn wr we wr we eee wee = XV 


**Station E measurements based on interviewing conducted 
Since February 3, 1947 and submitted as indicative only. 


IN SYRACUSE 


FREE and PETERS Exclusive National Representatives 
BASIC MEMBER CBS 5000 Watts 
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Many other examples of h w 
1948 potential markets have be », 
influenced by the changed dist j- 
bution of families by inco) ie 
groups and the fourfold incre: se 
in money available for discretic »- 
ary buying could be shown. Hi re 
are a few from different fields 

Chart 7 shows how the poten’ .,! 
in the drug field could incre ise 
with increased income and in- 
proved standards of living. ‘he 
average family in the income 
group under $1,000 spent oily 
$5.78 for medicine and drugs dur- 
ing the whole year 1941 while ‘he 
average family with an incone 
over $5,000 spent $34.41, or six 
times as much. 

For toilet articles and prepara- 
tions the average family with an 
income under $1,000 spent $4.89 
compared with an expenditure of 
$37.91 in the average family with 
an income over $5,000 and $22.84 
in the next lower income group 
of $3,000 to $5,000. The 10 mil- 
lion or more families who moved 
up into the income groups over 
$3,000 between 1941 and 1947 
would represent a _ substantially 
increased market for drugs and 
toilet preparations if they were to 
take on the same buying interests 
as those groups had in 1941. 


Other Markets Expand 


Habits and desires in relation to 
cleanliness, appearance, health, 
comfort or convenience all are 
part of a standard of living and 
with education and selling effort 
can be stepped up as purchasing 
power increases. Prewar surveys, 
for example, found that the num- 
ber of baths taken in a week in- 
creased with income and educa- 
tional level, also that the fre- 
quency of shaving was quite di- 
rectly related to income. 

The market for shaving soap 
and cream affords a specific ex- 
ample on which data was gathered 
in the 1941 Department of Labor 
study. Average annual expendi- 
tures in urban families for shaving 
soap and cream varied from 23 
cents per family where incomes 
were under $500, $1.02 in the in- 
come group of $1,000 to $1,500, 
$2.62 in the income group of 
$3,000 to $5,000 up to $4.98 in 
families with incomes of $10,000 
or over. (See Chart 8.) The re- 
distribution of families by income 
groups since 1941 obviously should 
bring about a major increase in 
the druggists’ opportunity for 
sales of shaving preparations. 

In the clothing field the 1948 
opportunity for increasing demand 
can be illustrated by an analysis 
of the prewar use of. women’s silk, 
nylon or rayon hosiery by income 
groups. (See Chart 9.) ‘The 
changed distribution of families 
by income groups could result in 
a demand 57% greater than pre- 
war in terms of pairs if the same 
patterns of desire were created. 


Why a Gas Shertage 
The market for recreation nd 


travel could be expanded ‘3% 
without any family in any income 


1941 EXPENDITURES FOR 
GASOLINE AND OIL- 
PER CAR OWNING FAMILY 
Voriations by Income OF Car Owner 
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group spending more for this ©" 
than families in similar inc me 
groups spent in 1941. (See C 2"! 
10.) 
A simple explanation of “"° 
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SHAVING SOAP AND CREAM 


« Expenditures Per Family Voried By Income Group - 194! 
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current gasoline shortage can be 
found in the driving habits of au- 
tomobile owners of different in- 
come groups. Both in expendi- 
tures for gasoline and in miles 
driven annually there was a wide 
difference in 1941 between car 
owners according to income group. 
(See Charts 11 and 12.) The 
change in gasoline consumption 


that could take place if car own- 
ing families changed their driv- 
ing habits in accordance with their 
changed income grouping would | 
amount to a 67% increase over | 


HOW MILES OF DRIVING VARIED BY 
INCOME CLASS OF CAR OWNER -1941 
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1941 in gallonage for passenger | 
car consumption as a result of this 
factor alone. The industry failed 
to take this important factor into 
account fully in_ projecting 
probable postwar demand. 


MARKETING CONCEPTS MUST 
CHANGE 


It is obvious that times have 
changed since before the war and 


concepts of marketing must 
change with the times. The 
change in the distribution of 


families by income groups and 
the fourfold increase in discre- 
onary spending power has opened 
new vistas to advertisers. There 
‘Ss no real limit to potential de- 
sires—or to the size of the poten- 
lla! market—so long as increased 
pr‘ ductivity provides the revenue | 
an purchasing power. But, desire 
must be stimulated to a point of 
su ained consumption if we are to 
ha e a market for all that we can 
bruce. The creation of this de- | 
si’ is an educational job and ad- | 
ver sing has proved itself in the | 
Pas and can prove itself again, to 
be powerful educational force. 

“ a part of this recognition 
of aanged market opportunities, 
Du ness could well review its | 
‘0 ~— of marketing and selling as | 
it as its tools of production. 
Th economies of mass production 
ha - been apparent in passing on 
co: and quality advantages to the | 
co’ umer. The economies of mass 
ed ation — advertising —in pro- 
vig the markets that make mass | 
br uction possible have not been 
as lly recognized. It is not gen- | 
& y recognized, for example, 
10. far advertising costs have de- | 
cli 4 since 1940 in relation to. 
“ eal purchasing power of fami- 
e- -eached. 

(Continued on Page 8) 


Urban Fame: Mad (pent rures 
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HOW HOSIERY CONSUMPTION 
INCREASED WITH INCOME-I94I 


Number Of Pairs Of Silk, Nylon or Rayon Hosiery Purchased Per 
Family in 941 For Women 16 years Or Older - By Family income Group 
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57% Porennat increase in Demand in thunber Of Paws As Resutt Of income Shetrs 
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PRESENT EXPANDED POTENTIAL FOR 


RECREATION 


Based On 194 Actual Expenditures By Income Group 
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Market Data 
listed in this 


convenient 


coupons 


To secure 


Available 


section, use the 


‘Anas 


say the statisticians* about 


NEW ORLEANS’ 
1939-1947 
GROWTH 


HERE'S | 


And the way The Times Picayune-New Or- 
leans States dominate the South's Greatest 
Market is- almost beyond belief, too! In 9 
out of 10 New Orleans homes (plus 100,000 
trade territory homes) ..: and with striking 
circulation increases over 1939! 


Morning .........- up 40%, 
Evening . jase WD 70%, 
Sunday . <-- ap 52%, 


BANK DEBITS ... 


BANK CLEARINGS. 


RETAIL SALES... 


WHOLESALE SALES 


BUILDING PERMITS 


POSTAL RECEIPTS . 
POPULATION .. « 
eS a's 
ELECTRICITY ... 
eed tees 


TELEPHONES ..- 


EFFECTIVE 
BUYING POWER . 


Owning and Operating Radio Stations WTPS and WTPS-FM. 


\ 


. up 165% 


nN, O. Ass‘n. of Commerce Research Division, based on 17 
key indicators. 


THE TIMES-PICAYUNE 
NEW ORLEANS STATES 


Member: ANA Network. . _Representatives: Jann & Kelley, Inc. 


72% 
93% 
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Buying Power 53% 
Above Prewar; 
Can Go Higher 


(Continued from Page 7) 


MAGAZINE ADVERTISING 

COST HAS DECLINED 27% 

SINCE 1940 IN RELATION TO 

REAL PURCHASING. POWER 
REACHED 


Taking an average of seven 
leading magazines (three weeklies 
and four women’s) as an example, 
the cost of delivering a full page 
advertising message to a family in 
1948 is 2% under the cost for the 
same publication in 1940, yet the 
average family in the United 
States in 1948 represents a market 
for goods and services 130% 
greater than in 1940 dollars (dis- 
posable income per family after 
taxes), and 35% greater in real 


purchasing power after correction 
for price changes. 

In other words, each advertising 
message in 1948 is reaching a 
family that can buy, on the aver- 
age, 35% more units at present 


‘higher prices than the average 


family reached in 1940 could buy, 
yet the cost of reaching the fam- 
ily has dropped 2%. As a result, 
the cost of having an equal op- 
portunity to influence a unit of 
purchase through a magazine 
page is 27% less in 1948 than in 
1940. Similar declines in relation 
to purchasing power apply to other 
major advertising media. 

The major changes that have 
taken place since prewar in mar- 


|ket potentials as a result of a 


160% increase since 1940 in total 
consumer disposable income after 
taxes, a discretionary income four 
times as large as in 1940 and an 
increase of 53% in real purchas- 
ing power after full correction 
for higher prices, all indicate the 
wisdom of questioning prewar 
yardsticks used in setting adver- 
tising and sales budgets. 


These budgets should be judged 
not on the basis of level of pre- 
war expenditures, or on prewar 
relationships to unit or dollar 
sales, but rather on the basis of 
the job to be done against present 
market potentials. 

Here, then, is a real challenge 
to business—to give recognition 
and study to the market opportu- 
nities and new potentials that ex- 
ist as a result of our newly 
proved ability to produce and the 
improved standards of living that 
are possible—to appreciate the 
importance to the strength of our 
nation of maintaining a high level 
of production, employment, and 
consumption through development 
of markets and desires. 

America can have a dynamic 
economy—an economy limited 
only by the productive ability of 
our people and our ability to con- 
sume or provide a ready market 
for what we can produce. This 
creation of the ready market, 
which in turn provides employ- 
ment, offers a major challenge to 
business today. 


Advertising Age, May 24, 19 8 


Census Bureau Catalogs 


Current Available Data 


A wealth of data of value to 
marketing, sales and advertising 


executives exists in the files of the | al 


Bureau of the Census. 

Because there is very little un- 
derstanding of the exact types of 
material available here, ADVER- 
TISING AGE requested the various 
major units of the Bureau of the 
Census to supply a brief summary 
of the statistical material which 
they have available, and which 
covers periods of time subsequent 
to the 1939-1940 censuses. 

The following list, while by no 
means exhaustive, may give an 
idea of the type and kind of ma- 
terial available: 


POPULATION 


Estimates of Population 
For the United States by months 
—de jure, de facto, civilian. 


representative of 


newspapers for e 


Not all by any means, but 


top quality products which get 
the vote of America's 10 billion 
dollar Negro Market! : 


The NEGRO PRESS is the most pro- 
ductive and economical media appealing 
to the more than 34 million Negro families 
—able, willing and ready to consider the 
merit of your product appeal. 

Address any of the following leading Negro 
fective campaign suggestions 
———————————————————————— SS. 

AFRO-AMERICAN (6) NEWSPAPERS 


the many 


JOURNAL & GUIDE 


Baltimore, Maryland Norfolk, Va. 
ATLANTA DAILY WORLD KANSAS CITY CALL 

Atlanta, Georgia Kansas City, Mo. 
CHICAGO DEFENDER LOS ANGELES SENTINEL 

Chicago, Illinois Los Angeles, Calif. 

Lt WEEKL 

CLEVELAND CALL-POST pert, 7 P 

Cleveland, Ohio 

MICHIGAN CHRONICLE 
Detroit, Mich. 


For the United States, as of Ju y 
1, by color, sex, and age—ann :- 


For states annually as of July 1, 
de facto and civilian. 

For states, under and over 18, 
1910-1944. 

For states, under and over 21, 
1946. 

For counties, civilian population 
May 1, 1942; March & Nov. | 
1943. 

Estimated population of Alaska, 
Hawaii, Puerto Rico, and the Vir- 
gin Islands: 1940 to 1945. 

Estimated population of the 
Washington, D. C. metropolitan 
counties: 1940 to 1946. 

Current Population Reports Based 
on Sample Surveys 

For the United States, and, in 
some cases, by regions: 

Population by color, sex and age. 

Urban and rural residence by 
age, sex, color, and veteran status 
of civilian population. 

Internal migration; migration 
and its causes; postwar migration 
and its causes; employment of 
wartime migrants. 

Marital status of the popula- 
tion; characteristics of the single, 
married, widowed, and divorced 
population. 

School enrollment of the civilian 
population and of veterans. 

Educational attainment of pop- 
ulation 20 years old and over. 

Differential fertility of the pop- 
ulation by social and economic 
characteristics; recent trends in 
population replacement. 

Metropolitan areas—characteris- 
tics of population—age, color, sex, 
etc., for 34 selected districts. 

Farm population— changes and 
shifts; estimates of farm popula- 
tion and farm households; farm 
operators in the U. S.; off-farm 
work of farm operators and mem- 
bers of their households. 

Labor Force 

Monthly Report of the labor 
force, presenting data on employ- 
ment and unemployment and on 
civilian workers in agriculture and 
nonagricultural industries. 

Labor force bulletins giving addi- 
tional classifications of data pre- 
sented in the Monthly Report of 
the labor force and also com- 


parative statistics for earlier 
years. 
Industrial and Occupational 


Shifts of Employed Workers. 

Full-time and Part-time Work- 
ers. 

Comparative Occupation Statis- 
tics, by Sex. 

Multiple Employment by Indus- 
try, Class of Worker, etc. 

Metropolitan areas—characteris- 
tics of labor force. 

Income 

Family and individual money 
income in the U. S.: 1944 to 1945. 

Income of nonfarm families «nd 
individuals: 1946. 

Families (or Householkis) 

Estimates of number of fami’ ies 
in U. S. 1940 to 1960; Composit on 
of Families at End of War in “u- 
rope; Characteristics of Familie- in 
U. S.; Characteristics of Seco 4d- 
ary Families; Migration of Fa «i- 
lies; Employment Characteris ‘cs 
of Families. 

Household Composition a4 
Characteristics in 1947 for Ur 2 
and Rural Areas and Regions 
Special Censuses 

Under federal supervision 14 
local expense: 


Alabama .. 4 Mississippi |! 
Arizona ... 7 Montana.. 2 
Arkansas .. 7 New 
California . .225 Hampshir: ! 
Florida ... 1 NewYork. +4 
Georgia 2 North 

Illinois sae Carolina . 3 
Indiana .... 3 Ohio .....- : 
Maryland .. 1  Pennsyl- 
Michigan .. 22 vania .. 
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lus 


1 PPe 5 West 
Jirginia ... 3 Virginia . 3) 
Washington. 2 Wyoming .. 1 
Housing 
1ited States, urban and rural— 
characteristics of housing, includ- 


ing data on tenure, rent, state of 
repair and plumbing equipment, 
lighting, cooking, and heating fa- 
ties, and radio, and data on 
vancy: for 1945 and 1947. 
Metropolitan districts—34 
ected 
,ousing. 


RETAIL, WHOLESALE AND 
SERVICE TRADES 


1. Retail Trades — Independ- 
ents: Monthly data on _ sales 
trends by kind of business for the 
United States and for selected 
large cities and other local areas; 
iso monthly data for all retail 
trade combined for a large num- 
ber of cities and local areas. An- 
nual data on inventory trends by 
kind of business available for the 
United States. 

2. Retail Trades—Chain Stores 
and Mail Order Houses: Monthly 
jata on volume of sales by kind of 
business for the United States. 

3. Service Trades: Monthly 
data on trends in receipts for se- 
lected personal service trades for 
the United States and for selected 
large cities and local areas. 

4. Wholesale Trades: Monthly 
data by kind of business on trends 
in sales, inventories, accounts 
receivable and collections for the 
United States and for geographic 
divisions. 

5. Public Merchandise Ware- 
housing: Monthly data on avail- 
able space and occupancy for the 
United States, geographic divi- 
sions, and selected cities. 

6. Canned Foods: Monthly 
data on wholesaler stocks of 14 
major food items; also monthly 
data on combined wholesaler and 
packer stocks and shipments of 
selected food items. 

7. Confectionery and Competi- 
tive Chocolate Products: Monthly 
data on manufacturers’ _ sales 
trends in the United States, geo- 
graphic divisions, and individual 
states. 

8. Lumber Yards: Quarterly 
data on stocks and sales of lumber 
and sales of lumber and flooring 
by retail and wholesale yards for 
the United States and for geogra- 
phie divisions. Discontinued with 
report for lst quarter 1947. 


FOREIGN TRADE STATISTICS 


The Foreign Trade Division 
compiles and publishes reports on 
United States exports and imports 
including data showing the United 
States Customs District of ex- 
portation and importation. The 
following monthly publications are 
available from this division free 


se- 
areas—characteristics of 


on request: 
FT 900—United States Total 
Foreign Trade. 


F 930—United States Foreign 
Trade by Commodity. 

FT 950—United States Foreign 
> by Country. 

F! 970—United States Foreign 
Trade by Customs District. 

FP 972—United States Foreign 
Wat-r-borne Trade by Port. 

Fl 973—United States Foreign 
Wat »-borne Trade by Trade Area. 

F’ 975—United States Foreign 
Trace Showing Vessel Entrances 
and Clearances. 

F’ 810—Bunker Oil and Coal 
in the United States on 
Ves: ls Engaged in Foreign Trade. 

F 2401—United States Trade 
in ld and Silver—weekly. 

F 2402—United States Trade 

€ ld and Silver—monthly. 

_T © following foreign trade pub- 
“ca ons are issued on a paid sub- 
‘cri ion basis with yearly sub- 
‘cri ion prices as shown: 


M nthly Summary of Foreign 
Con nerce of the United States 
a iding quarterly issues) — 

F) 110 — Imports — Commodity 


by ountry—Schedule A, Com- 


modity Groups 00-9—$3. 

FT 120 — Imports — Country by 
Subgroup—$1.25. 

FT 410, Part I—Exports—Com- 
modity by Country—Schedule B, 
Commodity Groups 00-5—$3. 

FT 410, Part II—Exports—Com- 
modity by Country—Schedule B, 
Commodity Groups 6-9—$3.50. 

FT 420—Exports—Country by 
Subgroup—$1.50. 

FT 800—Trade of Continental 
United States with Alaska, Puerto 
Rico, Hawaii and the V. I.—$1.25. 


AGRICULTURE 


The 1945 Census of Agriculture | 
has provided complete statistical 
data on the agricultural segment 
of the economy, including: 

Farms and farm  property— 
Number of farms, land in farms 
classified according to use, value 
of land and buildings, value of 
implements and machinery, value 
of livestock, and farms classified 
by acres of cropland harvested, for 
the United States, states and coun- 
ties. Much of this data is also 


available for minor civil divisions. 
Likewise available are classifica- 
tions by size of farm, and classi- 
fications by color and tenure of 
operator. 

Characteristics of farm opera- 
tors—Age of operator, residence, 
years on farm, work off farm. 

Farm population. 

Farm labor. 

Farm facilities— Number of 
farms reporting running water, 
electricity, radio and telephone in 
farm dwelling, and electric dis- 
tribution line within %4 mile, by 
states, counties and minor civil di- 
visions. 

Roads—Farms classified by dis- 
tance to nearest all-weather road. 

Farm machinery. 

Livestock and livestock products. 

Crops—Field crops and vege- 


tables, and value of farm products | 


‘and type of farm. 


The information listed above was 
published in Volume I, Statistics 
by Counties; and in Volume II, 
Statistics by Subjects, by States. 
The information by minor civil 


‘cial projects, 


divisions has not been published, 
but is available at the cost of 
photostating the tables. 

In addition, 
mentioned above, and numerous 
others supplying more detailed in- 


formation on certain subjects, 
such as mechanical farm and 
farmhouse equipment, have been 


published (showing totals for the 
United States and each state) ina 
volume entitled, “Special Report, 
1945 Sample Census of Agricul- 
ture.” This volume includes a 


|classification of some of the items 


by economic class of farm. The 
data for the classifications by type 
of farm, by value of products, by 
size of farm, and by color and 
tenure of operator is now being 
prepared for publication, and will 
be published some time this year. 
There are also a number of spe- 
including: 
Multiple-unit operations—Single 


| units and multiple units: 


Number, land, specified uses of 
land, value of land and buildings, 
value of implements and machin- 


most of the items | 


lery, number of occupied and un- 


occupied dwellings, persons living 
on farms by age and sex; motor- 
trucks, tractors, and automobiles; 
farm labor; color and tenure of 
operator; acreage and value of 
units by tenure; specified live- 
stock; specified crops; number, 
land in units, cropland harvested, 
and value of land and buildings, 
by size of unit; value of farm 
products sold or used by farm 
households; for selected areas in 
the southern states. 

Ranking agricultural counties: 
100 leading counties in specified 
classes of livestock, specified live- 
stock products, specified crops, 
and value of farm products sold 
xr used by farm households. 

A graphic summary of land util- 
ization in the United States pre- 
senting the uses made of the agri- 
cultural land resource, both inside 
and outside farm boundaries. 

A graphic summary of farm 
tenure in the United States pre- 
senting the extent and general na- 
ture of the various farms of tenure 


MARKET RESEARCH 


is Business Insurance 


“Look before you leap” was 
the old business axiom. 


Today, the “ 


Leading in this progressive trend 


are Scripps-Ho 


making available facts and trends 


Highlighting this research service 


new look” 
the “insurance” for profitable business 
decisions —is called market research. 


CONSUMER PANELS.. 
Knoxville, Pittsburgh and Cleveland. 
continuing buying habits of cross-section families. 


in business — 


ward Newspapers . . . 


in 17 markets. 


to advertisers are : 


STORE AUDITS. . 


GROCERY DISTRIBUTION SURVEYS. 
periodically in 16 markets to record distribution on 
approximately 40 food classifications by brand. 


These and other market studies are available now . . 


.conducted in Memphis, 


.revealing the 


. conducted in Cincinnati and New 
York to measure the movement of grocery products. 


. conducted 


- as your 


insurance for profitable sales campaigns. 


MEMO - Investigate SCRIPPS-HOWARD Research Facilities— TODAY! 


SCRIPPS- HOWARD NEWSPAPERS 


NEWYORK .. . . World-Telegram 


ee Press 
PITTSBURGH ....... Press 
SAN FRANCISCO ..... News 
INDIANAPOLIS ....... Times 


General Advertising Department . 


eee ee Citizen 
ee Post 
EE, X\4& & tee @ 0 Post 


Covington edition, Cincinnati Post 


KNOXVILLE 


- News-Sentine! 


230 Park Avenue . New York 


ee Rocky Mt. News EVANSVILLE. ....... Press 
BIRMINGHAM ....... 0 Press 
MEMPHIS . Commercial Appeal a Press 
MEMPHIS ..... Press-Scimitor ALBUQUERQUE ..... \ Tribune 
WASHINGTON ...... News ELPASO ....... Herald-Post 
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under which farms are held and 
operated. 

The special report on multiple- 
unit operations and the graphic 
summary of land utilization have 
been published. The graphic sum- 
mary of farm tenure will be 
ready for distribution in June or 
July. 

These reports are accessible for 
reference at the depository libra- 
ries which include libraries in 
most of the larger cities or may 
be purchased from the Superin- 
tendent of Documents, Govern- 
ment Printing Office, Washington 
25, D.C. ’ 


INDUSTRY DIVISION 


The Bureau of the Census, In- 
dustry Division, issues and dis- 
tributes, free of charge, 77 periodic 
series of useful information for 
industry, business and government 
resulting from monthly, quarterly 
and annual surveys in the textile, 
apparel, chemical, wood products, 
pulp and paper, primary metals, 
metal products and machinery and 
equipment industries. The subjects 


on which these informational sta- 
tistical reports are issued, and 
their frequency of issue, are: 
Processed Foods: 

Flour Milling Products, Series 
MI6A (Monthly) 

Textile Mill Products: 

Cotton Broad Woven Goods, 
Series M15A (Quarterly) 

Cotton and Linters Consumed 
and on Hand, Series M15-1 
(Monthly) 

Cotton and Linters Consumed, on 
Hand: Imports, Exports; Spin- 
dle Activity, M15-2 (Month- 
ly) 

Cotton and Rayon Woven Goods 
Finished, Series M15G (Quar- 
terly) 

Cotton System Spinning Activ- 
ity, M15-3 (Monthly) 

Knit Cloth for Sales, 
MI15K (Quarterly) 

Pyroxylin Coated Fabrics 
Paper, M1I5F (Monthly) 

Rayon Board Woven Goods, 
Series M15C (Quarterly) 

Wool Manufactures, Series 
MI15H (Monthly) 


Series 


& 


Apparel and Leather: 

Children’s and Infants’ Outer- 
wear, M67K (Quarterly) 

Gloves and Mittens, Series 
M67D (Quarterly) 

Knit Outerwear, Series M67G 
(Quarterly) 

Knit Underwear and Nightwear, 
Series M67C (Monthly) 

Men’s and Boys’ Clothing and 
Cotton and Allied Garments, 
Series M67B (Monthly) 

Shoes and Slippers, Series M68A 


(Monthly) 

Women’s, Misses’ and Juniors’ 
Outerwear, Series M67H 
(Quarterly) 


Women’s and Children’s Un- 
derwear and Nightwear Made 
from Woven Fabric, Series 
M67J (Quarterly) 

Wood Products and Pulp and 
Paper: 

Lumber, Lath and _ Shingle 
Prod., Series M13G (Annual) 

Household Furniture, Series 
M54A (Quarterly) 

Pulp and Paper Manufacture, 
M14A (Monthly) 


Red Cedar Shingles, Series M15C 
(Monthly) 

Softwood Plywood, Series M13B 
(Monthly) 

Chemicals, Plastics and Paints: 

Gelatin, Series M19M.1 (Month- 
ly) 

Glue and Bone Black, Series 
M19M.2 (Monthly) 

Inorganic Chemicals, Series 
MI19A (Monthly) 

Paint, Varnish, Lacquer, 
Filler, M19J (Monthly) 
Plastics and Synthetic Resins, 

Series M19H (Monthly). 
Sales of Lacquer, Series M19L 


and 


(Quarterly) 

Sulfuric Acid, Series M19A.1 
(Annual) 

Superphosphate, Series M19D 
(Monthly) 


Water-Thinned Paints, Series 

MI19K (Monthly) 
Fats and Oils: 

Cottonseed Products, Series 
M17-3 (Monthly) 

Cottonseed and Cottonseed Prod- 
ucts, M17-4 (Monthly) 

Factory Consumption of Primary 


Ye 4 I A rich and ready market is CENTRAL FLORIDA! 


Your key market in this abundant State. 


Sight your Selling Guns on Central Florida—the fabulou 
wealth and more than 50% 
$21 billion purchasing 


Theres More Than 
Sunshine in 


FLORIDA 


income 


8 area that produces 92% of the state’s citrus 
of its combined agricultural wealth. Here you have a great slice of Florida’s 


WDBO gives you complete selling coverage of Central Florida. Serving the Sun Empire since 1924. 


® National Representativee—JOHN BLAIR & COMPANY @ In the Southeast—HARRY S. CUMMINGS 


Animal and Vegetable Fats 
and Oils, Series M17-2 (Quar- 
terly) 
Fats and Oils, Series M17-) 
(Monthly) 
Nonmetallic Minerals Products: 
Asphalt and Tar Roofing and 
Siding Prod., M26D (Monthly) 
China Tableware, Series M77F 
(Quarterly) 
Clay Construction Produc ts, 
Series M26B (Monthly) 
Glass Containers, Series M77 
(Monthly) 
Pressed and Blown Glassware, 
Series M77E (Annual) 
Refractories, Series M27C (An- 
nual) 
Primary Metals: 
Aluminum Wrought Products, 
Series M24B (Monthly) 
Commercial Steel Forgings, 
Series M22C (Monthly) 
Gray Iron Castings, Series M21A 
(Monthly) 
Magnesium Wrought Products, 
Series M24G (Monthly) 
Malleable Iron Castings, Series 
M21B (Monthly) 
Nonferrous Castings, Series 
M24E (Monthly) 
Steel Castings, Series M22A 
(Monthly) 
Intermediate Metal Products: 
Commercial and Home Canning 
Closures, M75C (Monthly) 
Metal Cans, Series M75D 
(Monthly) 
Porcelain Enameled Products, 
Series M75B (Monthly) 
Steel Boilers, Series 
(Monthly) 
Steel Barrels, Drums, and Pails, 
M75A (Monthly) 
Plumbing and Heating Equipment: 
Cast Iron Boilers and Radiators, 
M51J (Monthly) 
| Domestic Cooking Stoves and 
Ranges, M51E.2 (Monthly) 
Domestic Heating Stoves, Series 
M51E.1 (Monthly) 


M25A 


_ Mechanical Stokers, Series 
M51B (Monthly) 
| Oil Burners, Series M51A 
(Monthly) 
| Plumbing Fixtures, Series M51H 
(Quarterly) 
Warm Air Furnaces, Series M51C 
(Monthly) 


| Water Heaters, Range Boilers, 
and Hot Water Storage Tanks, 
Series M51F (Monthly) 
Machinery and Equipment: 
Air Conditioning and Refrig. 
M52A (Quarterly) 


| Construction Machinery, Series 


M36A (Quarterly) 

Domestic Water Systems, Pumps 
and Windmills, Series M31B 
(Monthly) 

Fans, Blowers, and Unit Heat- 
ers, M31E (Quarterly) 

Farm Machines and Equipment, 
Series M35A (Annual) 

Lawnmowers, Series M39D (An- 


nual) 

Machine Tools, Series M34A 
(Annual) é 
Scales and Balances, Series 


M39C (Quarterly) 

Tractors, Series M37A (Annual) 

Wheelbarrows, Series M49A 
(Annual) 

Electric Lamps, Series 32B 
(Quarterly) 

Electric Power Plants, 
M32G (Annual) 

Complete Aircraft and Engine, 
M42A (Monthly) 


Series 


Trailer Coaches, Series }/454 
(Monthly) 

Truck Trailers, Series ){45F 
(Monthly) 

The foregoing Facts for I: dus 
try reports, in most instances, Pre 
sent statistics on production ané 
shipments, and, in some case, on 
inventories and orders of th & 
tablishments covered in the »°F 
than 70 current industrial su e’* 
conducted by the Census Bu ©: 
The number of establishmen he 
porting in each survey varie: bul, 
in general, each reporting © UP 
accounts for more than 95 per 
cent of the production tote 
the industry in which the < tab- 
lishments are classified. Thes- wo 
ports provide information on * 

t) 


modity production and supp!” 
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the designated industries on a cur- | scribes a particular method used Contains the publications program 
for the year 1945 and earlier. 

Key to the Published and Tabu- 
blocks, along with the appropriate lated Data for Small Areas, Six- 
teenth Census of the United States, | 
in tabular form 
a relatively detailed guide to the 
which are published for | 
counties, cities, and other small 
and to the 
which is available for such areas 
in tabulated but unpublished form. 

List of Schedules Used by the 
ing the period covered by the is- Bureau of the Census for Collect-— 
ing Data (annual), latest edition 
Presents a list of schedules 

List of Publications Issued (ex- used by the Bureau of the Census 
cept regular monthly and quarterly | for collecting information, together 
releases), monthly, a listing of| with a number of forms of other | 
special publications, reports issued | agencies for whom the Bureau acts 
intervals, | as collecting and compiling agency. 
issued | This list, with supplementary in- 
formation on the 
which the schedules are used, 
furnishes a brief summary of the 
data collected on activities of the 
Census Bureau. 

Bibliographical Publications 

(Order from Superintendent of 


rent basis. 


1947 CENSUS OF 
MANUFACTURES 


Statistical data collected and 
compiled in the Census of Manu- 
factures, covering establishment 
operations in 1947, will be avail- 
able in preliminary form for some 
industries during the late months 
of 1948, the final reports being an- 
ticipated during the first six 
months of 1949. These will pre- 
sent information comparable to 
that collected and published at 
each biennial industrial census in 
the past with considerable expan- 
sion of detail on products manu- 
factured by kind and value. 

Publication plans of the Bureau 
of the Census for the 1947 Census 
of Manufactures provide for three 
comprehensive bound volumes of 
reports: a summary volume, an 
industry volume, and an area vol- 
ume. Reports for individual in- 
dustries and states also will be 
printed separately. In addition, 
releases covering a limited num- 
ber of special tabulations will be 
issued. 


GOVERNMENT STATISTICS 
Government finances 

Subjects included are revenues, 
expenditures, trust and sinking 
funds, debt, and enterprises. Cov- 
erage consists of the governments 
of the 48 States, the 397 cities 
having 1940 populations over 
25,000, and the counties. Individ- 
ual-unit data are published an- 
nually for each State and each 
city and also for selected counties. 
In addition, annual reports are 
published showing Federal, State, 
and local government revenue and 
debt. 
Government employment 

Subjects included are number 
of public employes, and _ the 
amount of their monthly pay rolls. 
Individual-unit data are published 
annually for eaeh State and for 
each of the larger cities and coun- 
ties. Quarterly reports are pub- 
lished showing Federal, State, and 
local figures. In addition, once 
each year a report is published 
showing total public employment 
within each State. 


GENERAL CENSUS 
PUBLICATIONS 


Fact Finder for the Nation—Out- 
line of the activities and organiza- 
tion of the Bureau of the Census. 

Annual Report of the Bureau of 
the Census, issued annually for 
period July 1-June 30. Discusses 
major developments of the year; 
program activities, by Division; 
and intra-Bureau services and ad- 
ministration. 

Statistical Abstract of the United 
States, annual, latest edition 1947, 
price $2.75, available from Gov- 
ernment Printing Office. Sum- 
mary statistics on the industrial, 
social, political, and economic or- 
ganization of the United States. 
Includes a representative selection 
of the most widely used national 
and state statistics. A bibliogra- 
phy of sources of statistical data is 
also included. 

County Data Book, a supple- 
ment to the Statistical Abstract of 
the United States, price $2.75, 
avvilable from Government Print- 
Ine Office. Presents in compact 
fo: some of the more important 
socal and economic facts about 
€a-h county in the United States. 
In addition, data are summarized 
fo: each of the 138 metropolitan 
arcas made up of whole counties. 

Cities Supplement to the Statis- 
tical Abstract of the United States. 
In \udes selected data for each city 
in ‘he United States having 25,000 
or more inhabitants in 1940. Sta- 
ties on social, economic, and 
& ernmental sources for each 
‘\. have been assembled from a 
nu nber of sources. 

. Chapter in Population Sam- 
pling, price $1, available from 
G -ernment Printing Office, de- 


'for sampling blocks and subsam- 


pling households from the sample 


sampling tneory for attaining the 
maximum precision in the popula- 
tion count for a given allowable 
cost. 
Census Publications Series: 
Catalog and Subject Guide, 
quarterly, a catalog listing and a 
classified guide to the contents of 
all publications issued to date dur- 


1940. 
facts 


areas, 


sue. The quarterly issues are cu- 


mulative to the annual. 1947. 


in series at irregular 
and regular publications 
less frequently than quarterly. 
(Free.) 

Catalog of 16th Decennial Cen- 
sus Publications. Lists reports of 
the 16th Decennial Census of the 
United States taken in 1940. 

Catalog of Current Census Pub- 
lications, dated March 16, 1946. 


Documents) 


Presents 


State Censuses—1790 to 1948— 
an annotated bibliography of cen- 
suses of population taken after | tistics in Europe, 1918-1939. Price 
the year 1790, by States and ter- | 40 cents. 


ritories of the U. S. 
National Censuses and Vital Sta- 


information 


surveys for 


sired. 


In Requesting Data 


In requesting data listed in this section, beginning 
on Page 18, please use the coupons provided for 
that purpose. In some instances, particularly in the 
case of route lists, several separate lists have been 
grouped under one number. In asking for data when 
more than one item appears under a single number, 
please specify which item under that number is de- 


A CHILTON ) PUBLICATION 
100 EAST 42d STREET, NEW YORK 17, N. Y. 
Published Every Other Thursday 


MAIN ENTRANCE 10 THE 
GREAT HARDWARE MARKET 


Two-Fold Service to Dealers and Distributors 


Hardware Age 
@ cit) 


Renders a 


I. Published every other Thursday, HARD- 
WARE AGE serves the entire trade with news 
while it is still news—articles of timely interest— 
the latest word about merchandise from its ad- 


vertisers. 


GENERAL INFORMATION 


HARDWARE AGE was estab- 
lished in 1855 and is a charter 
member of the Audit Bureau of 
Circulations and Associated Busi- 
ness Papers. Its executive per- 
sonnel includes Charles J. Heale, 
President and General Manager: 
L. V. Rowlands, Sales Manager: 
J. M. Witten, Editor; J. G. Wil- 
cox, Research Director; George 
McBride, Circulation Manager. 
Sales offices are maintained in 
New York, Chicago, Boston, 
Cleveland, San Francisco and Los 
Angeles. 


MARKET 


The Hardware Market is an estab- 
lished system of wholesale and 
retail distribution that includes 
approximately 35,000 retail hard- 
ware dealers. Of these, approxi- 
mately 11,000 are major Hard- 
ware Dealers doing over 72% of 
the retail hardware business. 


Of all the hardware stores, 
70.6% are located in towns of 


50,000 and under and account for 
71% of Hardware Store Sales. 


There are 8,000 Jobbers’ Sales- 
men representing approximately 
510 Wholesalers who stock and 
sell upwards of 60,000 different 
items. 


Total sales through Hardware 
Stores for the 12-month period 


yz The Merchandise Directory Number, pub- 
lished annually in July, has served the trade for 
26 years. It gives a complete list of “Who Makes 
It,” plus catalog data on thousands of hardware 


and related products. 


ending December 31, 1947, 
amounted to $2,216,000,000, an 
increase of more than half a bil- 
lion dollars over 1946. 


EDITORIAL 


The editorial objective of HARD- 
WARE AGE is to serve hardware 
retailers, wholesalers, and manu- 
facturers with the news of their 
trade, of new merchandise, of 
market price trends, of better 
merchandising methods and dis- 
play ideas, and with interpretive 
reports of trade problems. Reader 
interest is indicated by the high 
renewal rate of 83.12%. 


ADVERTISING 


CIRCULATION 


HARDWARE AGE is issued 
every other week — 26 times a 
year, and subscriptions are com- 
pletely voluntary and prepaid. 


A. B. C. Statement for the pe- 
riod ending December 31, 1947, 
showed a circulation of 33,700. 


Who buys these copies? More 
than 21,250 go to hardware retail- 
ers and retail salesmen, and more 
than 6,000 copies go to the execu- 
tives, buyers and salesmen of the 
firms that do 100% of the whole- 
sale hardware business. 


In addition to these two classi- 
fications, HARDWARE AGE 
reaches regularly 3,076 sales rep- 
resentatives and manufacturers’ 
salesmen; 2,078 export houses and 
manufacturers; 810 miscellaneous 
and libraries. 


aaa 
998 ADVERTISERS 


TS 
929 ADVERTISERS 


| 
265 ADVERTISERS 


In 1947 HARDWARE AGE carried 214 times more 
advertising than any other hardware paper! 


EE ES 
1,662 ADVERTISERS 


USED 


5,223.48 PAGES IN HARDWARE AGE 


aia eal a 
2,245 PAGES EXCLUSIVELY IN HARDWARE AGE 


eal Jj 
2,235.89 PAGES IN PAPER “B” 


a 
198 PAGES EXCLUSIVELY IN PAPER “B” 


. 
Readership Busy hardware men simply haven’t the time to read every 


trade paper, but to be successful they have to keep informed. 


So they make it 


a point to read the one trade paper that gives them practically all the informa- 


tion they need — HARDWARE AGE. 
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25th ‘Milwaukee Journal’ 
Brand Study Is Milestone 


y 
Mitwavkee — The 25th annual | changed over periods ranging back | 35.9% 
edition of the Milwaukee Jour-|to 1922 are interspersed through! “At the A&P.” From 48.96% two’ 


nals “Consumer Analysis” 


brand preferences 


the most extensive consumer pref- 
erence survey ever compiled. 
There are now 11 other such 
reports in major markets and re- 
gional areas in the U. S. based 
closely on the analysis which the 
Journal has used for years. All, 
including those less than a year 
old, are called useful marketing 


habits in the Milwaukee area is, | 


as the newspaper says, probably|far more (96%) of people were | purchased declined to 44.83% in 


_at least in Milwaukee. Only three | 35.62%. 


tools, but none has yet approached | 


the significance of the 25th anni- 

versary 

study. 
Color charts and stories of food, 


edition of the Journal | 


| dividual 


appliance, smoking materials and | 


| important 


first time in the 1948 data. 


survey in 1922. Some of the most) groceries in independent grocery | only one-fourth of 1% of all far- 


changes in buying! stores. Clerk service preference 


A&P Now on Top | Exactly 46.4% favor Friday as the 

” |day of the week for grocery pur- 
Asked last January, “Where do| chasing whereas in 1946 51.1% 
ou buy most of your groceries?,” | ),eferred Friday. Saturday con- 
of the families answered | tinued a slight upward trend, ad- 
| vancing from 37.7% preference in 


of | the present report and make star- | years ago, preference for neigh-| F 
and buying |tling reading. | 1887 to S.2% im 1088. 
Incredible as it may seem now, | 


borhood independent stores as the 
source where most groceries were Coffee in Tins Recovers 
Coffee is purchased by 97.1% 


using toothpaste than now (81%),|1947 and this year dropped to! of Milwaukee residents. The sur- 


men in 100 then used brushless 


shaving cream; fully a third of| 
no} 
only a_ third! 
owned a car, less than that a| 


families bought 


coffee, 


Milwaukee 
packaged 


washing machine and only 20% of 


their food dollar went into chain| about 20% of the grocery business 


stores. 


These are some of the develop-| with 75% in the independents and 
ments reported in 268 pages cov-| 
‘ering 172 subjects and 8,000 in- | 
brands—many of their | 
advances and sales declines traced | waukee families said they prefer 
other buying habits as they have since the Journal made its first| self-service when shopping for 


| vey shows that coffee in vacuum 
Now, for the first time in Mil-| tins has risen greatly in popu- 
waukee, the 41 A&P stores have | larity—from 33.8% a year ago to 
a higher popularity than all 1,900 | 50.4% this year. Preference for 
independents combined. The| coffee in glass jars dropped from 
change in 25 years is marked. | 41.5% to 23.9%. Hills Bros. was 
Back in 1922 it was estimated that| No. 1 in the market with 32% of 
the families buying it; followed 
by Eight O’ Clock 18.8%, Roundy’s 
8.9%, and Manor House 7.5%. 
For the first time since its in- 
troduction, instant or _ soluble 
coffee dropped in use. From 
23.2% a year ago, use dropped to 
19.7%. In 1922, the survey shows, 


was in the stores of the chains, 


5% in department store grocery 
departments. 
More than 78% of Greater Mil- 
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*MEDIA RECORD 


Ges, Providence is New England's second largest 
market, not only in the number of individual con- 
sumers and the number of consumer-families—but, 


by a margin in excess of $61,000,000, Providence is 


THE PROVIDENCE JOURNAL-BULLETIN 


Represented by the WARD-GRIFFITH COMPANY, INC., with offices in New York, Chicago, Boston, Detroit, Atlanta and San Francisco 


= 


New England's second market in total retail sales. 
Providence maintains her ranking in food store 
sales by the comfortable margin of approximately 
$12,000,000 ; and in drug store sales by a margin of 
more than $2,000,000. 


Business executives interested in sales find two 
other selling advantages in metropolitan Providence : 
60% of all the consumers, 60% of all the retail out- 
lets, 60% of all the retail sales in the entire State of 
Rhode Island; and 100° coverage of this buying 
power by New England's leading NEWSpapers— 


| Washington’s. 


|ilies used instant or soluble coff x. 
| habits, however, show up for the! has shown a steady decrease from | exclusively. Brand leaders were 
|34.6% in 1946 to 21.8% in 1948.| 


Barrington Hall, Faust and «%. 
Leaders this year 
are Nescafe, with 39.2% of instant 
or soluble coffee users buying tt, 
followed by Borden’s, 15.1%; 4G. 
Washington, 14%; Instant Sanka. 
10.6%, and Barrington Hall, 
10.4%. 


Tea Rise Differs 


Packaged tea, tea bags or ‘ea 
balls show an increase in user- 
ship. This year 58.1% of Mil- 
waukeeans buy packaged tea, 
compared with 45.3% a year ayo, 
Favorite is Lipton’s, with a gain 
from 65.1% to 71.5%. Tenderleaf 
with 9.2% preference was run- 
ner-up and Salada with 7.3% was 
third. Steady gains have been 
made in use of tea bags and tea 
balls. When first surveyed in 
1938 they were used by only 5.4% 
of all families and there were only 
11 brands. This year 53.6% use 
the product and there are 44 
brands. Lipton’s has always been 
the leader. In 1938 it was favored 
by 35% of users; this year by 
60.8%, a big jump from 47.1% 
last year. 

Quickly prepared products pre- 
sent an unstable picture, with 
some gaining, some losing and 
others holding their own. 

Pie crust mix advanced to 36% 
usership this year from 33.1% a 
year ago. Py-O-My is the favor- 
ite with 42.8% consumer prefer- 
ence, followed by Pillsbury with 
16.2%, Flako 14.3% and Burry’s 
Simple Simon 7%. Muffin mix is 
purchased by 21%, nearly double 
the 10.7% usership in 1945. The 
leading brands are Duff’s, 42.8%; 
Bisquick, 14.7%; Pillsbury, 10.4%, 
and Burry’s Simple Simon 5%. 

Gingerbread mix is bought by 
30.8% of the families, a slight 
drop from the 32.2% buying it 
last year. In 1945, only 19.7% use 
was reported. Leaders are Drome- 
dary, 52.8% and Duff’s, 39.1%. 


Canned Meat Drops 


Canned luncheon meat showed 
a decline in use from 59.4% in 
1946 to 50%. Hormel’s Spam re- 
tained first place with 52.4% buy- 
ership, a sharp drop from 68.3% 
in 1946. Armour’s Treet was sec- 
ond with 21.2% and Swift’s Prem 
third with 15.6%. 

Use of dessert powders climbed 
from 76.5% last year to 79.7%. 
Jell-O pudding was the favorite, 
showing a gain from 43% in 1947 
to 44.9% in 1948. Square or ob- 
long soda crackers in packages in- 
creased in use from 46% in 1927 
to 90.5% in 1930 and to 96.9% 
this year. Leading brands are 
Johnston’s, with 41.3% consumer 
preference, National Biscuit 22.4% 
and Carr-Consolidated 11.4%. 
Round crackers are bought by 
55.2% of Milwaukee families. 
Whereas there is little difference 
in preference by income group for 
square or oblong soda crackers, 
there is a wide variation in pul- 
chase of round crackers. In the 
top income bracket 62.2% buy the 
round cracker compared with ouly 
45.5% among families of the low- 
est group. 


Peanut Butter Gains 


Other food data in Milwaukee: 

Strained baby foods are bought 
by 16.7% whereas only 10.4% Uy 
junior chopped baby foods. 

Use of table syrup incre: :¢d 
from 64.9% in 1941 to 85.5%. 

Peanut butter buyers have ‘" 
creased from 55.3% of all fam ies 
in 1938 to 82.8% this year. 

Canned or bottled fruit ju °& 
have gained buyers—orange ; ‘°& 


spurted from 40.4% in 1947 ‘ 
48.2%; grapefruit juice {™ 
45.7% to 51.9%; blended or: ‘2° 


and grapefruit juice from 2‘ | ' 
to 38.7%; pineapple juice + 


44.1% in 1942 to 55.2%; ton 2t0 
juice from 56% in 1943 to 62 
ice cream is 
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Advertising ge, 


92.1% compared with 32% for 
bulk ice cream. (In 1927, 58% 
favored bulk ice cream). 

Eight out of 10 families buy 


candy bars. Hershey dominates 
the field with 62.6% preference, 
followed by Milky Way 5.5%, 


Mars 4.4% and Oh Henry 4.3%. 
The highest use is in the lowest 
ncome group. 

COSMETICS AND TOILETRIES: In- 
iependent and chain drug stores 
1ave picked up popularity lost by 
lepartment stores as a place of 
purchase for these products. De- 
partment stores retain the No. 1 
spot but have dropped as the 


|creased from 66.9% in 1936 to 
83.1% this year. Campana Balm, 
| Hind’s and Jergens were the 1936 
| favorites in that order. This year 
|the order is reversed. Jergens 
leads with 30.3%, Hind’s is sec- 
ond with 9.2% and Campana Balm 
third with 8%. 

| Eight out of 10 men use safety 
|razors; the other two use electric 
_ shavers. Gillette razors (66.8%) 
| lead the field, followed by Schick 
i\Injector (12.9%) and Gem 
| (11.2%). These brands also are 
| leaders in the razor blade market 
with percentages of 58.5%, 12.7% 
| and 9.9%. Use of electric shavers 


| 


source of purchase from 53.4% in| has increased from 21.6% in 1942 


1947 to 46.5%. Independent stores 
are used by 25% compared with 
20.3% last year and chain drug 
stores by 15.3% compared with 
13.8%. 

A wide variation was found in 
the popularity of the various types 
of outlets for cosmetics and 
toiletries among families of the 
various income brackets. In the 
top group, 53.7% do most of their 
cosmetic and toiletry buying at 
department stores, but the prefer- 
ence for this type of outlet is 
only 36.2% among families of the 
lowest income group. 


Independents Lead 


Most Milwaukeeans (68%) buy 
most of their drug products in in- 


to 23.6% in 1948. Leaders are 
Schick (46.1%), Remington 
(36.6%) and Sunbeam Shavemas- 
ter (13.4%). Use of shaving soap 
has dropped from 54.1% in 1923 
to 33.4% this year. Williams, most 
popular brand 25 years ago, re- 
tains top place this year with 
63.1%, followed by Palmolive, 


27.6% and regular shaving cream 
by 33.5%. Palmolive is the top 
brand in both groups. 


99.6% Own Radios 


HOMES AND APPLIANCES: Home 
food freezers are owned by 3.2%; 
mechanical refrigerators by 79.9%. 
General Electric’s is the favorite 
food freezer (11.8%). Frigidaire 
(15.1%) leads the mechanical re- 
frigerator field. When first sur- 
veyed in 1926, less than 1% of 


Milwaukee families owned me- 
| 


chanical refrigerators. 


ie } 
Two out of five families own 


pressure cookers. Top brands are 
Presto, 39.6%; Mirro-matic, 19.7%; 
National, 9.1%, and Nesco, 6.6%. 

Ownership of cabinet or console 
radios has dropped, while that of 
table model radios has increased. 
One out of five families owns 
more than one type of set. Radios 
are owned by 99.6% of Milwaukee 
families. Cabinet or console type 


ownership has dropped from 63.2% | 
7.1%, and Colgate, 6.4%. Brush-| in 1945 to 48%; table type radios | third with 17.6%. Back in 1925, 
less shaving cream is used by | have increased from 33.9% in 1945| before radio receivers came into 


ito 46.1%; 
| graphs from 14.2% to 19.8%, and 


console radio-phono- 


table radio - phonographs from 


3.5% to 8%. In the table radio- 
phonograph group, Philco had 
24.7%, a remarkable gain from 


/10.8% in 1945. 


Exactly 11.1% of Milwaukee 


families own FM sets, double the| 
number in 1945. A total of 5.5%, | 


more than 13,000, indicated their 
intention to buy an FM set in 
1948. 


Tell TV, Record Buying 


The number of television sets in 
private and public places reached 
1666 by March, the _ survey 
showed. More than 6,000 families, 
2.8% of the total, say they plan 
to buy a television receiver during 
the next year. 

Nearly half the families buy 
phonograph records, compared 
with 35.6% in 1945. Victor leads 
all brands with 39.5%. Decca is 
second with 35.3% and Columbia 
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of all families 
Victor was 


extensive use, 68% 
owned phornographs. 
the leader then, too. 

Electric ironer ownership in- 
creased from 12.4% in 1946 to 
16%. General Electric and Thor 
are tied for first with 14.3% pref- 
erence. Nine out of 10 Milwaukee 
families own washing machines. 
Eight out of 10 have wringer-type 
|machines. The fully automatic 
washing machines have gained in 
preference from 1.5% in 1945 to 
| 5.6% this year. 

AUTOMOBILES: Two out of 
| three families own automobiles in 
Milwaukee, but only one out of 
50 owns two or more. 

The survey shows that 7.7% 
bought a new car in 1947. Of 
these, 87.1% said they got the car 
they wanted; 12.9% said they did 
not. Of those who bought the 
make they wanted, 19.1% bought 
a Chevrolet, 11.7% bought a Ford, 
10% a Plymouth and 9.2% a 
Pontiac. 

Nearly 50,000 Greater Milwau- 


kee families, or 20.7%, plan to 


dependent drug stores. Most of 
the drug products of 24.4% of the | 
families are bought at chain drug 
stores. Department stores show a| 
drop in preference from 8.6% to| 
6.5%. High income families favor | 
drug purchases in independent) 
drug stores. 

It is interesting to note that in 
1923 only 15.2% of Milwaukee 
women used lipstick; in 1948 87% 
are using it. Max Factor is the) 
brand leader with a preference of 


19.3%; Revlon is second with 
14.9%, and Coty’s third with 
13.5%. 


The most spectacular gain was) 
made by permanent wave kits. 
Use rose from 19.5% in 1947 to) 
38.1% this year. It was only | 
113% in 1946. The survey in- | 
dicates the inroads the kits have | 
made into the beauty shop busi- 
ness. Toni is the top brand with 
85.2% preference, followed by | 
Portrait, 7.6%, and Mar-Vo Kurl, | 
3.4%. 

Oher highlights in the field: 

The use of cream shampoo has 
increased from 23.7% in 1947 to 
38.8%, while use of liquid sham- 
poo has dropped from 68.7% to 
62.7%. Lustre Creme with 41.7% 
preference, followed by Prell, 
17.7%, leads the cream shampoos. 
Drene, 21.4%; Halo, 20.5%; and 
Fitch, 13.4%, lead the liquid sham- 
poos. 


90% Have Headaches 


Pond’s facial cream increased its | 
preference nearly 4% in the last 
year to 20.1%. Lady Esther was 
its closest competitor with 17.1%. 

Kleenex dominates the facial 
tissues with 62.5% preference, fol- 
ved by Scotties, 17.7%, and 
Lydia Gray, 4.9%. 

-olgate made a substantial gain 
(irom 33.8% to 38.4%) in tooth- 
peste preference. Pepsodent 
. pped slightly from 25.8% to 
<3.1%. 

Nearly nine out of 10 Milwau- 
k cans buy headache tablets. The 
---atest use is in the lower in- 


_ 


© ne brackets (92% compared 
‘ ‘h 86.5% in the upper income 
6 ocket). Bayer leads the field 
* ‘th 58.2%, followed by Anacin, 
2 9%, and St. Joseph, 4.8%. 

“ar more women than men use 
© odorants. Exactly 78.7% of 
“ men use them as against 39.1% 
the men. Mum is the favorite 

both men and women with 
‘id and Fresh as runners up. 
\fter-shave lotions are used by 
'% of the men. Leaders are 
inen 18.3%, Old Spice 15.2% | 

Aqua Velva 7.6%. 
‘he use of hand lotion has in- | 


New edition 


The second annual Columbus Dis- 


patch Consumer Analysis is ready now! — for 
agencies, ‘manufacturers and distributors —a 220- 


page book that excels the widely-used 1947 edition 
in revealing buying habits and brand preferences of 
consumers in rich central Ohio. 


If you are selling, or plan to sell in central Ohio, 
goods covered by any of the thumb indexes shown 
above, you need this book. In addition to valuable 
market data, it carefully analyzes and tabulates an- 
swers of 3,200 families to 740,000 pertinent questions. 


National representatives: 


O'MARA & ORMSBEE, INC. 


New York 


HOMES, APPLIANCES 


«GENERAL | 


It tells you where they buy and what they buy — 
compares 1948 brand popularity standings with those 


of 1947 — shows market trends. 


It’s a true 3% sam- 


ple of the 105,645 families in 100-square-mile Greater 


Columbus — reflects the buying 


tendencies of con- 


sumers in the 12-county area served by the Dispatch. 


It’s yours for the asking!—just address your 
request to “General Advertising.” 


THE COLUMBUS DISPATCH 


Ohio's Greatest Home Newspaper 


Chicago _—Detroit 


los Angeles 


San Francisco 
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buy an automobile this year. This 


is the division of the families | 
|Last year only 10.1% preferred | 


planning to buy a new car, ac- 
cording to the make they plan to 
buy: Chevrolet, 20%; Ford, 12.8%; 
Buick, 10.1%; Pontiac, 9.8%; 


Dodge, 7.9%; Oldsmobile, 7.1%; 


Nash, 6.4%; Plymouth, 6.4%; Hud- 
son, 3.5%; Studebaker, 3.2%; De 


ence. Soap for dishes means Vel 
for 16.1% of Milwaukee users. 


Vel. Dreft is second with 12.1% 
and Ivory Flakes third with 8.6%. 

Spic and Span leaped into first 
place in the soap for walls and 
woodwork class this year. It 
jumped from a consumer prefer- 


Soto, 2.6%; Tucker, 2.2%; Chrys- | ence of 6.3% in 1947 to 40.8% this 
ler, 1.8%; Mercury, 1.3%; Cadil-| year. Soilax, which had 22.4% last 


lac, 1%; Don’t Know, 6.8%. 
Goodyear tires are favored by 
29.4% of automobile owners. Fire- 
stone is second with 25.8%, and 
Sears Allstate third with 10%. 


Synthetic Detergents Gain 


Soaps AND CLEANSERS: Syn- 
thetic detergents continue to gain 
ground, reaching a popularity this 
year of 52.3% compared with only 
43.7% a year ago and 25.5% in 
1946. 

Lux Flakes continues in first 
place in the “soap for fine fabrics” 
field with 38.1% preference, fol- 
lowed by Ivory Flakes with 18.3%. 
Rinso leads the soaps for house- 
hold laundry with 16.6% prefer- 


year, dropped to 16.5% this year. 

Only 38 brands of toilet soap for 
bath were reported in use com- 
pared with 66 in 1947. Ivory 
pushed Lifebuoy out of first place 
this year with a gain from 18.9% 
to 22%. Lifebuoy has 17.5% and 
Lux 16.7%. 

Beveraces: Whisky is bought 
for home use by two out of three 
Milwaukee families, wine by more 
than one out of two, gin by one 
out of five, vermouth by one out 
of 10, and beer by 91%. National 
Distillers brands head the 
whisky preferences; Virginia Dare, 
the wine preferences; Fleischmann 
the gin brands and Martini & 
Rossi the vermouths. Schlitz is 


the favorite (27.4%) beer, followed 
by Blatz, 20.9%; Pabst, 18.7%; 
Millers, 9.7%, and Gettelman, 
5.8%. 

The survey shows that 95.1% 
of the families buy soft drinks for 
home use. Graf’s was listed as 
first choice by 31.5% of the buy- 
ers, Coca-Cola by 16.8%, and Bon 
Ton by 6.5%. 


Men Prefer Luckies 


SMOKING: 
Milwaukee men smoke cigarets 
and better than one out of three 
women. One out of three men 
smoke cigars, and most women 
(86.9%) approve the habit, ac- 


cording to the survey. (The ques-| 


tion was asked of the men.) 
Lucky Strike leads cigaret 
brands among men smokers with 
27.1%, followed by Camel with 
24.9%, Chesterfield with 22.1% 
and Old Golds with 9.7%. Stand- 
ard size cigarets are preferred by 
84.3% of the men. The upward 
trend of cigaret smoking among 
women continues. From 34.9% a 


Two out of three, 


year ago the use has climbed to 
37.6% this year. Back in 1934, 
17% of the women smoked cig- 
arets. The leading brand among 
women is Chesterfield with 26.8%. 
Lucky Strike is second with 25.6% 
and Camel third with 13.8%. 

La Palina was favored by 21.4% 
of the men cigar smokers. Other 
top brands: Dutch Masters 8%, 
Harvester 6.9%, Thora 6.1% and 
White Owl 5.1%. 

Eleven other newspapers or 
newspaper groups will publish 
comparable consumer analyses this 
year, thus affording accurate 
market by market comparisons on 
approximately 10% of the subjects, 
Court Conlee, research and pro- 
motion manager for the Journal, 
reports. The papers are the Phila- 
delphia Bulletin; Indianapolis 
Star; Omaha World-Herald; Illi- 
nois Daily Newspapers; St. Paul 
Dispatch-Pioneer Press; the Sac- 
ramento, Modesto and Fresno, Cal., 
Bees; Columbus Dispatch; San 
Jose Mercury Herald-News and 
Seattle Times. 
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TO FOOD ADVERTISERS 


WORTH ITS WEIGHT IN GOLD 


IN WASHINGTON, D. C. 


and retail 


FIRST 


The Times-Herald Monthly Grocery 
Inventory is based on an actual phys- 
ical check-up of 60 carefully selected 
grocery stores representing a typical 
cross-section 


of Washington’s city 


trading zone. 


Food manufacturers and their adver- 
tising agencies; 
and brokers have found many practi- 
cal uses for these inventory reports 
which are published every month. 


jobbers, wholesalers 


Factors which may have been retard- 
ing sales are being discovered and cor- 


A MONTHLY REPORT showing average sales, stock on hand 
and distribution of 350 nationally 


rected. 


or dealers are overstocked, 
over is slow, or more adequate advertis- 
ing support is needed . . . the Times- 
Herald Monthly Grocery Inventory will 
put the finger on the trouble spot and 


thereby point the way to 
sales. 


Devitt man. 


WASHINGTON D.C 


NATIONAL REPRESENTATIVE: 


FOR 


IN| CIRCULATION 


GEORGE A. McDEVITT CO. 


10 STRAIGHT 


known food brands 


If there is poor distributicn, 


And there are many other ways 
the inventory can be helpful. 

If you’re interested, get in touch with 
Randall W. Lightner, National Adver- 
tising Manager, Times-Herald, Wash- 
ington 5, D. C., or ask the nearest Mc- 


or turn- 


increased 


YEARS 
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Conses Head Tells | 
What Bureau Does 
fo Help Marketers 


(Continued from Page 1) 


population surveys, based upon 
scientifically designed sampling 
methods, have yielded importan: 
trend information on the popula- 
tion, on housing, and on employ- 
ment and unemployment. 

As a result, the Census Bureay 
has been able to publish for as |ate 
as 1946 and early 1947, nationa! 
estimates on these subjects as we]! 
as estimates for more than 30 of 
the important metropolitan cen- 
ters of the nation. All these re- 
ports, and the detail of their con- 
tent, are more particularly de- 
scribed on subsequent pages of 
this issue of ADVERTISING AGE. 

It is of interest to note some of 
the highlights of the information 
which the Census Bureau has been 
able to compile and publish in re- 
cent years. Of equal interest to 
the marketing man are the Census 
Bureau’s plans, based upon the 
availability of the necessary funds 
from congressional appropriations, 
for future compilations. 


New Agriculture Data 


Most of the readers of Apver- 
TISING AGE are aware of the com- 
plete Census of Agriculture of 
1945. This census disclosed a de- 
clining farm population but a 
large increase in the relative im- 
portance of the farm market—a 
condition which is likely to exist 
for a long time. The results of the 
farm census are presented in 
great detail by counties and, if 
assembled according to your area 
of coverage, should make an im- 
portant contribution to your pres- 
entations of community resources. 
Moreover, a decline in total farm 
population and number of farms 
since 1930, while total population 
of the whole country has increased 
24 million, is an economic fact not 
lightly to be neted. Suburban de- 
velopment has in many cases out- 
run incorporated and even metro- 
politan areas and the expansion o! 
small part-time farming in the 
suburban areas of big cities is 
likely to be an element of some 
importance in the studies of your 
respective communities. 

Marketing men should not over- 
look one of the most popular, and 
in our opinion one of the most 
useful, reports issued in recent 
years by the Census Bureau. Some 
of you will recognize it by its 
title, “Forecasts of the Popula- 
tion of the United States, 1945- 
1975.” This report has attracted 
so much attention that the [first 
edition of 5,000 copies was sold out 
before it even had come off the 
press. We are informed that the 
Superintendent of Document: | 
ordering a reprint to take care 0! 
hundreds of additional orders 0” 
hand. A copy of the report '1ay 
be obtained at a cost of 45 cents 
by writing to the Superinten: en 
of Documents of the Govern» e"' 
Printing Office. 


Population Changes Show) 


The report was written by IF K. 
Whelpton, associate director 0! ‘he 
Scripps Foundation for Rese: '¢! 
in Population Problems, ass’ ‘e¢ 
by Hope Tisdale Eldridge and /a- 
cob S. Siegel of the Bureai ° 
the Census. It presents pop |!@ 
tion estimates for future y:'> 
projected under various set 
assumptions as to mortality, ©" 
tility and international mi) 
tion. 

On the assumptions of mec U™ 
mortality and fertility and a "* 
annual immigration of 100,000 ‘he 
report estimates a United St ''& 
population of 166 millions by | ''° 

Under the less likely assu™P- 
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tions of high fertility, low mortal- 
ity and net immigration of 200,000 
annually, a rise in population to 
185 million persons would occur 
by 1975. 

Conversely, if fertility is low, 
mortality high and there is no net 
immigration, our population will 
reach a peak of only 151% mil- 
lions in 1970 and will have begun 
, slow decline by 1975. 

Either of the extremes is un- 
likely, however. If the medium 
trends are followed, our popula- 
tion will become stationary or 
begin a decline before the end of 
the century. 


New Marketing Problems 


This report presents new 
poundaries for market develop- 
ment. It states that the 40 million 
families of today will grow in 
number to between 43 and 47 
million by 1960. It also notes 
that: 

The population of the United 
States is growing older. 

The number of families will in- 
crease during the next 15 years at 
a higher rate than total popula- 
tion. 

The sex ratio is likely to show 
little change from the present but, 
without substantial immigration, 
the present small excess of fe- 
males may increase slightly. 

The proportion of foreign born 
will decline greatly unless immi- 
gration is considerably increased. 

The ratio of non-whites to 
whites will increase slightly but 
substantial immigration will con- 
tribute to maintenance of the 
present ratio. 

Again these are important facts 
to know for the industrialist and 
the marketing planner. 


Study Metropolitan Areas 


Another valuable report for the 
marketing man is the volume on 
“The Growth of Metropolitan Dis- 
tricts in the United States: 1900- 
1940” which was issued in 1947. 
In this book is given a statistical 
measure of growth of each and all 
metropolitan areas since 1900. It 
is on sale by the Superintendent 
of Documents of the Government 
Printing Office at 30 cents per 
copy. 

During 1947, the Census Bureau 
issued the results of surveys con- 
ducted in 34 of the important 
metropolitan areas of the country. 
These results possessed great use- 
fulness. They brought up to date 
the principal population character- 
istics compared with 1940 as well 
as the changed labor force situa- 
tion by number of workers and 
types of employment. Likewise, 
they brought up to date the hous- 
ing picture in these 34 communi- 
ties. The Census Bureau’s budget 
for the coming fiscal year con- 
tained an item of $375,000 for 
again making similar surveys in 
about 30 metropolitan areas and 
a survey of consumer income on 
a national basis. The House of 
Representatives eliminated this 
item, however, and if this action 
st_nds, these 30 cities will not be 
su veyed, nor will the income sur- 
ve be made. 


Manufactures Census Made 


he Census Bureau is now en- 
ed in an enterprise which will 
luce statistical material highly 
ul in market studies. It is the 
complete Census of Manufac- 
‘Ss since that of 1940 covering 
ory operations in 1939. Ques- 
naires have now gone by mail 
approximately 250,000 manu- 
urers and results are already 
ling in. The Census Bureau 

the great good fortune of 
ing the fullest cooperation of 
mbers of Commerce and or- 
izations of manufacturers and 
‘keting men as well as ADVER- 
'NG AGE and other business 
lications. All these organiza- 
s have indicated an acute need 
new manufactures statistics. 
‘he tabulation of the results for 


D> co oe 


he et et Rr me 


mseo dam OTTO 


~- 
= 


ustrial areas, geographical sub- 


es 


divisions, states, counties, and 
cities ‘cannot be done effectively 
until complete information of all 
establishments in all industries, in 
all such areas has been received. 
Preliminary results will be avail- 
able for some industries later this 
year. Preliminary results for all 
industries should be available 
early next year, followed by pre- 
liminary reports by geographical 
subdivisions and lastly by final 
published reports in all categories. 
Tabulations of production infor- 


So ig ee 


/mation will be more detailed than 
ever before. 

Publication plans provide for 
three comprehensive bound vol- 
umes: A Summary volume, an 
Industry volume, and an Area 
volume. There also will be a 
volume on transportation. Re- 
ports for individual industries and 
states will be printed separately. 
Results covering a limited number 
of special tabulations will be is- 
sued also. Most marketing men 


are familiar with the type of in- 


formation contained in a Manu- {communities should be especially 
factures Census — number of es- | valuable. 

tablishments, average number of | It is not yet possible to outline 
employes, average number of pro- | with finality the complete scope 
duction workers, all salaries and ‘and publication detail of the 1950 
wages, wages of production work- |Census. The completeness of this 
ers, value added by manufacture, |census will depend entirely upon ' 
cost of materials, supplies, etc. | the amount of funds appropriated 
Statistics on the cost of materials for it. Costs of manpower and 

and value of products will be|supplies have more than doubled 
tabulated in all cases where value in some cases since the Census of 

added by manufacture is shown. | 1940. 

Information on expenditures for| With approximately 150,000,000 

plant and equipment in individual | persons to enumerate and with one 


Back in November of last year estimates 


of 1947 retail sales and net disposable income in the 


Los Angeles trading area 


division of the Herald-Express. Now Sales Management's 
estimates are also available. In comparing note 


that Herald-Express estimates are also king size, but purposely 


conservative. Modest Los 


MODEST 
LOS ANGELES 


were made by the business research 


Angeles—that’s us! 


1947 Retail Sales - 
1947 Net Income - 


*“Copr. 1948, Sales Management Survey of Buying Power; further reproduction not licensed. 


Herald-Express 
(Trading Area) 


$4,518,052,000 
$6,089,691,825 


Sales Management* 
(Los Angeles County) 


- $4,622,519,000 
-  $6,170,223,000 


Take your choice of estimates and the answer is always 
the same—Los Angeles is the nation’s THIRD LARGEST and 


RICHEST market —reach 


the LARGEST DAILY CIRCULATION in the West’s largest city. 


») Lee 
lope, 


REPRESENTED NATIONALLY BY MOLONEY. REGAN & SCHMITT, INC. 


ed effectively by the Herald-Express with 


ERALD-EXPRESS 
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enumerator roughly for each 1,000 | population and housing character- 


persons, a field force of approxi- istics will be published for every | 


mately 150,000 men and women urban place and every county in 


will be required. Obviously they 
must be largely recruited from un- 
trained personnel for a short pe- 
riod of service. We had hoped to 
gain efficiency; reduce costs and 
improve the quality of the prod- 
uct by having available a fairly 
large permanent field force as a 
trained nucleus. But the drastic 
budgetary reductions imposed 
upon us already have reduced the 
permanent field offices from 121 
to 67, which means that a greater 
proportion of inexperienced work- 
ers will have to be made use of 
in 1950, with increased cost for 
training and supervision and a 
reduction in the quality and reli- 
ability of statistics collected. 

The 17th Decennial Census will 
start in April 1950. If sufficient 
funds are made available, it is to 
be assumed that the statistics ob- 
tained and published will parallel 
fairly closely the program of 1940. 


ithe United States. 

More information, including de- 
| tailed cross-tabulations, will be 
prepared for the larger urban cen- 
‘ters. Statistics probably will be 
published for these larger places 
relating to migration, characteris- 
tics of families, and, perhaps, con- 
sumer income. 


Queries Are Welcomed 


For many of the larger urban 
places, statistics for 1940 were 
published separately for census 
tracts. It is possible that in 1950 
census tract figures will be made 
available for the environs of some 
of the larger places, as well as for 
the areas within the cities. 

A bill recently introduced by 
Senator Taft authorizing a Census 
of Housing in 1950 and each 10 
years thereafter has been adopted 
by the Senate and is now before 
| the House. Authorization to take 


of the completeness of the product. 
Appropriations, yet to be made, 
will determine this. 


Readers of ADVERTISING AGE are | 


invited to submit to the Census 
Bureau their requests for statis- 
tical information which is in point 
\to their marketing studies. If we 
‘have the information, either in 
published or unpublished form, we 
|will be glad to furnish it. The 
|Census Bureau regularly issues 
{catalogs and descriptions of its 
| published reports. These may be 
lobtained upon written request. 
'The formal reports usually are 


available for purchase from the | 


|Superintendent of Documents of 
‘the Government Printing Office, 
Washington 25, D. C. Unpublished 
‘information is furnished either 
| without charge, or at cost of com- 
pilation if the amount of work 
pn is extensive. We cannot 


solve your marketing problems, 


'but more than likely we can fur- | 


nish you with statistical informa- 
‘tion which will be useful to you in 


| 


Report Correlates 


Income, Spending © 
by Market Areas 


Cuicaco—The title: “Consumer 
Purchasing Potentials in the) 
United States—1948.” 
The author: Serge Morosoff, | 
director of commercial research, | 
| Pacific Mills, Inc., New York. 
Unusual aspect: The report | 


/provides data on the number of| 


families in each of six income) 
groups in each of 498 trading | 
areas, and correlates this data) 


with the amount of money spent 
'by the average family in each in-| 
‘come group, for each of 127) 
|elasses of consumer goods. 

How to Use: 

1. Pick the consumer item de- 
‘sired and find the factor in the 


ge, May 


PS tIeg >! 
2. Multiply the factor by the 
number of families in each rn ay. 
ket area given on the work sh 2. 
and the result is the potential fo, 
that corisumer item in dollars. 
3. Combine the desired sma) 
market areas to correspond with 
present sales territories and com. 


|pare with sales volume to de ‘er. 
|mine “weak” areas. 


Basic Assumptions 


The assumptions: 

1. Mr. Morosoff has based th, 
development of his “spending con. 
stants,” or spending factors fo; 
each class of consumer goods, on 
the theory that the income-spend- 
ing ratio for the average family 
in an income bracket will remain 
constant, no matter what business 
conditions may be. 

2. The average expenditure per 
family for each class of products 
is based on 1941 urban and rural 
government “family spending” re- 
ports (Bulletin 822, Department 
oi Labor, and Miscellaneous Pub- 


| It may be expected that basic | a census, however, is no assurance developing your own solution. table. pr scr ae eeen 
| |\while the figures are prewar 

-_ . spending percentages, the differ- 
ences between prewar and present 
figures “will approach a more 
equitable relation between supply 
and demand.” 


Error Possibilities 


| Possible sources of error: 

_ 1. The government studies were 
_ concentrated among families with 
‘incomes of less than $5,000 an- 
nually, and thus potentials among 
‘families in the upper income 
brackets are somewhat distorted. 

2. The expenditures were ob- 

| tained on a recall basis (at the 
_end of the year participating fam- 
ilies were queried as to what and 
how much they had bought in the 
|preceding year), and thus total 
|'family expenditures were under- 
| estimated. 

3. The 1941 government reports 
‘did not give purchasing habits for 
different sections of the country. 
|Mr. Morosoff readily admits that 
different classes of consumer items 
attract varying percentages of the 
| family budget in different sections 
of the country. For the researcher 


.. . - with Plus Coverage of the Rich 
Bonus Counties of Kansas, Missouri and Arkansas 


MARKET AND COVERAGE the Oil Capital of the KVOO 8MB MAPS 2 w 
Q . | who would tigat i 
FACTS—The Broadcast Measure- World with more oil pro- Mm 50%-100% | consumer siaididaeias. ow a 
y cae rane Study No. | ducing, refining and mar- Ma 30%- 49% he suggests a comparison with the 
mows: daytime coverage keting companies maintain- My 10% -29% | 1935-36 family spending reports, 
of 347,450 BMB radio families; «.. 4 ffices j which broke down the preferences 
ae - ing home offices in Tulsa , 

and a nighttime coverage “of yas on other city. In geographically. 
[YOO alone blankets Okshome's adi, Tusa firme men- | Le aoa) em minane 
Greatest Market, plus additional ufacture many kinds of oil se . Pl in | 4. The number of families in 
rich counties in Kansas, Missouri field equipment with world- or i 1 &, # ‘ eed | me Pr-onn uoome evel in each mathe 
and Arkansas. With an 18%, in- chia: dietiiieiion re & , . ‘th i. peut, 1 | pita ~ henge 4 an estimate. How- 

. ' * 7 " | : » the figures are based on 
crease, Tulsa led every major city 3 , - 
: } 2 - C 4 - \latest data published by labor, 
in the Southwest in business gains _— Tulsa is the center of a rich me _agricult ‘ 
. ge . . a8 ure and commerce depart 
in 1947 over 1946. In addition, agricultural region of di- ments and the Federal Reserve 
KVOO nighttime coverage ex- versified interests, includ- Dy Board, and are arrived at by 


;}means of a formula. The error, 
/as shown by comparison with in- 
/dependent field surveys, is sur- 


tends over nine (plus) states as 


shown by map. ing dairying, ranching, 


poultry, and has one of the most fertile 


Oklahoma Industry is concen- truck garden areas in America, along the Farm Departments. Established sev- _prisingly small. 
trated in the Tulsa area with 61°, Arkansas River bottoms. eral years before any other Okla- _ Publisher: Dartnell Corpora- 
of Oklahoma's industrial wage homa station began farm depart- tion, Chicago 40. 

earners receiving 64°%/, of Oklas FARM DEPARTMENT —KVOO maintains | Price: $10. 


ment operations, the KYOO Farm 
Department is staffed by trained 
men, each an expert in his line and 
a graduate of the Oklahoma Agri- 
cultural and Mechanical College at 
Stillwater, Oklahoma, where remote 


homa's industrial payroll. Tulsa is one of the Southwest's most complete 


STATION 


KVOO operates on 1170 ke, clear channel, with 
50,000 watts power day and nicht. Owned 


INFORMATION 
The list of 


HOOPER STATION LISTENING INDEX 
CITY ZONE 


and operated by Southwestern Sales Corpora- LATEST AVAILABLE studios are maintained by KVOO. P 

tion; Studios and offices, Philtower Building, Sets in Available 
Tulsa 3, Oklahoma. Transmitter, |! miles east INDEX Use KVOO "B" "C” "D" “E” 

of Tulse on U.S. Highway 66. Established MORNING 21.0 27.9 15.2 28.1 21.3 63 


January 23, 1925. No newspaper affiliation. 


AFTERN N 22.1 45.4 17.7 17.9 10.5* 8.2* 
Affiliated with NBC basic network. ERNOO 5 0.5* 8.2 


NIGHT 39.6 54.5 25.2 18.2 

Station “D" and “E" daytime only. 
*Adjusted to compensate for the fact that 
these stations are daytime only. 

Station "D" on air since November 8, 1946. 
Station “E" on air since December 24, 1946. 
W. B. Way, Vice-President & General Manager 
Gustav K. Brandborg, Commercial Manager 

Robert Schonhoff 
Promotion & Merchandise Manager 
Edward Petry & Company, Inc. 
Netiona!l Representatives 


Market Data 


Standard and Lang-Worth transcription library. 
INS News .. . U.P. News Service. Statewide 
news coverage by KVOO correspondents. 


begins on Page | } 


Operating time: 
Weekdays, 5:25 A.M. to 12:05 Midnight 
Saturdays, 5:25 A.M. to 1:00 A.M. 
Sundays, 7:00 A.M. to 12:05 Midnight 


and continues 


KVOO maintains a Promotion and Merchandis- 
ing Department. Extent of this type of cooper- 
ation dependent upon size of contract, etc. 


uninterruptedly 
to Page 47 
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1938 1947 


TEN TERRIFIC 
YEARS in TABLOID 
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The Boston Record-American celebrates 
ten years of tabloid newspapering this 
month . . is still producing the best-read, 
most complete package of news and 
features asked for and accepted by 
most people in the Boston trading area .. 
s in is still delivering to advertisers a daily 


arket 


“ medium in which to present their sales 


, messages to both halves (men and 
abdor, 


part- 
serve 


women, morning and evening) of the 


largest and most receptive audience” in 
‘rror, 
the great Boston Market — at one rate 


as economical as it is profitable. 


‘larger than anv other Boston newspaper — by 230,000 daily! 


BOSTON 
RECORD- 
AMERICAN 


represented nationally by HEARST ADVERTISING SERVICE 
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To secure copies of data listed, 


Available Market Data — National 


use the handy coupons 


NATIONAL 
MARKETS 


No. 600. Crowell-Collier Automo- 
tive Survey No. 11. 

The research department of 
Crowell-Collier Publishing Com- 
pany has published this study, 
which was made to determine car 


ufacturers were among the first to 
effect conversion, and in 1946, the 


of this study, published by 
the research department of Cro- 
well-Collier. Surveys of passenger 
car owners were made in 1946 and 
1947, and the findings of both have 
been put into this report. Among 


, over), involving 8,000 personal in- 
|'terviews with housewives and 
'heads of families, was the sample 
|for this study, published by the 
research department of Crowell- 
|Collier Publishing Company. Au- 
|tomobiles, radios, refrigerators, 


industry produced more than 82,- ranges, washing machines, vacuum 
| 000,000 tires, says the foreword | cleaners, electric irons, automatic 


|electric toasters and electric food 
mixers are covered in the report. 
Facts are shown in tabular and 
|chart form, with figures for all 
jurban families printed in black 
jand Woman’s Home Companion 


buying plans of present car own-/|the subjects it covers are: makes | families in blue. 
ers, to learn about dealer-customer |of tires on the roads, 1947 vs 1946; | 
relations, find the public’s reaction | brands in use, by makes of autos; | No. 687. S.T. 


to present car prices, and analyze | 
the current situation regarding re- | 
pairs and service. Only actual 
owners or other members of the 
family who drive the car were in- 
terviewed, and the sample was a 
cross section of the total U. S. 
urban market. 


No. 601. Crowell-Collier’s Second 
Annual Tire Survey. 
At the end of the war, tire man- 


brands bought for replacement; | 


size of the replacement market, 
preference for natural vs syn- 
thetic rubber. 


No. 602. Automobiles, Radios, 
Electrical Appliances in the 
Woman’s Home Companion 
Market. 

A representative cross section 
of all urban families (living in 


The title of this study, issued by 
| Grit, stands for “small town,” 
| the study contains a population 


|breakdown which distinguishes 


| between true small towns and su-- 


burban small towns. “The small 
town market, from the advertising 
| standpoint,” Grit points out, 
/“must mean the people beyond 
|the influence of the. circulation 
|/coverage obtained by a given 


and | 


by ABC reports as to distribution 
in towns of various sizes.” Popu- 
| lation and circulation analyses are 
set forth to clarify this question. 


No. 603. Automobiles, Radios, 
Electrical Appliances in the 
Collier’s Market. 

This survey, published by Cro- 
well-Collier, covers the same 
products that are handled in the 
Woman’s Home Companion study, 
but in relation to Collier’s. 
same sample and technique were 
used, and the charts indicate Col- 
lier’s families in red and all urban 
families in black. 


No. 604. Automobiles, Radios, 
Electrical Appliances in the 
American Magazine Market. 

Crowell - Collier Publishing 
Company surveys the American 
Magazine market for the same 
products covered in the surveys 
made for its two other magazines, 
showing relationship of American 
|Magazine families to all urban 


places of 2,500 population and/ group of urban publications—not' families by means of charts. 


Oo 


<> 


sy __ ¥F 


Wese MI, 


£ IOWA 


A to attract and hold 
dh dudience/ 


tities aie 


Lema! — 


—ta4 gnhneer, 


COUNTIES» 


el 


EOPLE listen to certain radio stations more 


than others because they like what they hear. 


For example, Des Moines has four* radio stations, 
each of which has daytime coverage throughout 
the nine counties emphasized on the map at the 


right. In addition 
sufficient strength 
audiences. 


other stations “come in” with 
to warrant very considerable 


Normally you might expect WHO to get 25% of 


the audience in these nine counties. 


The 1947 


lowa Radio Audience Survey shows, from 5:00 


a.m. through 6:00 


p-m., WHO's 9-county average 


percentage of all radio listening is 66.4! 


There is only one 
ence. That answer 


answer to such listener-prefer- 
is Top-Notch Programming— 


Outstanding Public Service. Write for your copy 
of the 1947 Iowa Radio Audience Survey and see 


for yourself. 


*At the time of the 1947 lowa Radio 
Audience Survey—May, 1947. 
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DES MOINES .. . 50,000 WATTS 
Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC, National Representatives 


The | 


No. 605. The American Magazi ¢ 
Market for Vacation Travel. 

Vacation plans for 1948 shovy 
that 1,900,000 American Magazi) e 
families will spend an estimate, 
$555,000,000 to visit vacation spois, 
according to this study, issued | y 
Crowell-Collier Publishing Con.- 
pany. The survey includes da:a 
on vacationing months, distan 
traveled, length of holiday, pla 
for 1948, and trends in domes’; 
travel, indicated by preference 
‘expressed for various modes » 
transportation. 


No. 606. Cosmetics in Use. 


Reader-reporters of Womai's 
Home Companion answered tie 
S 
e 


@ 


questionnaire forming the basis 
for this study, which presents t) 
market for cosmetics offered Ly 
WHC and includes 60 different 
products. Use by age, income and 
occupation groups; use of cos- 
metics, 1947 and 1945, and where 
products are bought precede tables 
covering use of cosmetics, classi- 
fied by type. 


No. 607. Leisure Time Activities 
of Collier’s Adult Readers. 

The expanding market for prod- 
ucts used in leisure-time activities 
is pointed out in this study of Col- 
lier’s market. Sports, gardening, 
photography, music and many 
other interests and hobbies of the 
publication’s adult readers are 
shown, with details about owner- 
ship and preference for certain 
makes of equipment. 


No. 608. Sports and Hobbies. 

In this study, male readers of 
American Magazine report on 
sports and hobbies. The data in- 
clude sports in which they par- 
ticipate actively; outdoor sports 
participation by age groups and 
city size; similar coverage for in- 
door sports and hobbies. 


No. 609. Light Up. 

The Collier’s market for cigar- 
ets, cigars, tobacco and accessories 
is reported in this Crowell-Collier 
study, which shows, in graphs and 
tables, who smokes in Collier’s 
families, forms of tobacco used, 
brand preferences and purchases, 
and why they prefer their favorite 
brand. The accessories include 
pipes, filters, lighters, cases, hold- 
ers and so on. 


No. 610. Mouie Attendance Among 
the American Magazine 
Readers. 

Attendance, yearly movie spend- 
ing, and factors affecting fre- 
quency of attendance are covered 
in this American Magazine study. 
Attendance by men and women, 
by age groups, marital status, in- 
come groups, city size, geograph- 
ical divisions and by families with 
and without children is handled in 
graphic form. 


No. 611. 1947 Beauty Survey. 
Use of cosmetic and toiletry 
products in Household homes and 
brands used personally by these 
subscribers have been put into 
this 52-page report by Household. 
Products mentioned are broken 
down into types, and preferences 
for particular brands are shown 


No. 612. Shopping Bags aid 
People. 

The story of superrnarket sho»- 
pers—- what they take from ('¢ 
shelves to put into their baske's, 
who they are and the magazines 
they read—is told in this bro- 
chure, published by True Story. 
The book also includes a sectin 
on electrical appliance purchase °, 
showing purchases by type of @»- 
pliance, who makes the decisic®, 
and the per cent of applian Ss 
bought by wage earners and wh ‘€ 
collar families. A similar stu Y 
with the addition of automob © 
ownership is now in process, 2 4 
will be available before fall. 


No. 613. Sport Reader Charact« - 


istics Report. 
In this Macfadden study, Spc" 
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readers report on brand prefer-|terests; home workshop activity; 


ences and ownership of clothing, | 


painting preferences; smoking 


drugs, liquor, tobacco, toiletries,| habits; personal habits and ap-| 


,utomobiles, photography equip- 
ment, radio sets and phonographs, 
as well as on the prospective pur- 
chasing plans. Another study, 
now under way, will appear dur- 
ing the summer. 


No. 614. Wage Earner Forum. 
Macfadden Publications, _Inc., 
1as available copies of its monthly 
‘eport on management, including: 
Vol. 4, No. 4, “Do you have any 
U. S. savings bonds?—Are You 
Still Buying Any?”; Vol. 4, No. 2, 
“Who decides what to buy — and 
what kind?”, and Vol. 5, No. 5, 
“Buying on time payments.” 


No. 615. This Changed America. 
Data picturing the new economy 
and its expanded markets is tabu- 
lated and illustrated by graphs 
and charts in this brochure, issued 
by Macfadden Publications. There 
are figures on wages, income pay- 
ment and consumer goods ex- 
penditures, and employment, 
showing year-to-year changes. 


No. 616. Marketing Memos. 
Macfadden Publications, Inc., 
has issued three new Discretion- 
ary Spending Power reports: No. 
48-1, presenting a revised spend- 
ing power index and providing 
figures for the first three quarters 
of 1947; No. 48-2, final figures for 
1947, and the index on the new 


base beginning with the third 


quarter, 1945, and No. 48-3, fam- 
ily income distribution, 


and for urban families, with 
change from 
These estimates are prepared an- 


nually. 


No. 618. Mechanix Illustrated 
Panel Report No, 3. 
Fawcett Publications has issued 


this report on Mechanix Illus- | 


trated readers, showing data on: 
sports and amusements; hobby in- 


As a user of Words 
You will be thrilled 


By the Words of .... 


A MAN WHO MADE A FORTUNE) 


WITH WORDS, NAMES AND MEN 


as he tells P ey of his business experi- 
ences in t interesting k 
“Teacher of Business.” 


This man who built one of America’s 
most successful business publishing 
prepestens — The McGraw-Hill Pub- 
ishing Company — is none other than 
James H. McGraw. 


The size of this book is 6% x 9%4— 
It is bound in a_ beautiful n 
simulated leather with title and sub 
tile printed in gold ink on the front 
cover. 


An autographed photograph of Mr. 
McGraw worth framing is reproduced 
on a front inside page. This book 
will make a useful, permanent addi- 
tion to your business and home 


library, 
$] 00 


Advertising Publications, Inc. 
100 E. Ohio St. Chicago 11, Ill. 


FILL IN AND MAIL THIS COUPON 
TODAY 


Advertising Publications, Inc. 
Div. 922 
10 E. Ohio St., Chicago 11, Ml. 


Contlemen: 


Please send me....copies of “Teacher 
o! Business”. Enclosed is $.......... 


tat ae ee atin 
Tie ace taedeass sitedalesn wanes . 
Company ......000- padiddhuhanscesos 


1948, | 
showing family distribution by in- | 
come level for total U. S. families | 


1947 distribution. | 


pearance; ownership of firearms; 
ownership and maintenance of 
automobiles, and facts about prod- 
uct use and preferences. 


No. 619. What You Should Know 
About Women. 

An evaluation of leading wom- 
en’s magazines is provided in this 
brochure, published by Fawcett 
Publications. The material, illus- 
trated by charts and graphs, in- 
cludes, among other details, an. 
analysis, with a 20-year graph, of, 
the progress of screen and ro-| 
mance magazines; a study of read- 
ership, circulation by income, 
groups, and ad readership. 


| 


No. 620. Fawcett Reports on the 
Continuing Study of Women | 
in Their Twenties. 

Four hypothetical questions are | 

attributed to a manufacturer of a) 

staple product in the foreword of | 


; Mn A * e 
‘ ea are ae ar 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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this Fawcett Publications booklet: | ally consume more or less in my| younger woman think differently | “Does the younger woman react 


“Does the younger woman actu-_ product classification?”; “Does the| from her 


older counterpart?”;| differently?”, and “Has she dif- a 
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National Representatives . . . O'Mara & Ormsbee, Inc. 
New York * Los Angeles * Detroit * Chicago * San Francisco b> 
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$ ONE of your best markets escaping you? It is unless 

you're advertising im the Billion Dollar Valley. Yes, 
only with /ocal newspapers can you cover California's 
great inland market—a market now worth nearly 2 
Billion in buying power.* Make sure, then, that The 
Sacramento Bee, The Modesto Bee and The Fresno Bee 
are on your California schedule. 

Make sure, too, that you get a copy of the 1948 
Consumer Analysis. It tells you buying habits, owner- 
ship and dealer distribution in the Billion Dollar 
Valley. Available from your nearest O'Mara & Ormsbee 
office or research department, McClatchy Newspapers, 
Sacramento, California. 
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Available Market Data — National 


To secure copies of data listed, 


groups. Ad readership also is 


use the handy coupons reported. 


ferent tastes in a wide variety of | 
essentials to a happy life?”. Dur-| 
able goods, food, home and fur-| 
nishings, recreation and other sub- | 
jects are analyzed in relation to! 
the questions. 


No. 621. 
No. 1. 


Readers of Fawcett Women’s 
Group (True Confessions, Motion 
Picture and Movie Story) report 
on ownership, use and intention to 
buy household appliances, prod- 
ucts such as polishes, starch, dry 
cleaning fluid, cleansers, etc.), and 
a miscellaneous group including 
kitchen utensils and several food 
products. 


No. 622. A Medicine Chest In- 
ventory. 
The findings in this report rep- 
resent results of over 1,000 com- 
pleted mail questionnaires re-| 


Household Panel Report 


turned by readers of Fawcett 
Women’s Group, showing dollar 
volume, 1946 and 1943, and place women’s Group, a group of home- 


of purchase for both years, for a makers paralleling the reader 
lengthy 


ervation of Food. 


care products, cold remedies, first tion, provided the answers to the 
aid items and so on. /questionnaire reported in this 


No. 626. Today’s Woman Reports. | booklet. The report deals with 

Today’s Woman has published family characteristics; home can- 
three reports on surveys of reader |"ing (per cent who can, method 
panel members. They include: |#94 equipment used), and home 
Home Appliance Survey, and/|®#>out intention to buy. 


More About Today’s Woman—|n 624. Seven Years with the 


: | 

= Pets and What They seen Fawcett Beauty Reader 
r Forum. 

No. 627. The ABCs of Comics) This summary, published by 
Magazines. |Fawcett Publications, highlights 


Who reads the comics maga- the details of reports which have 
zines and what kind of families| been issued during the past seven 
read them are reported in this | years, giving an over-all picture 
analysis, in which the Fawcett|of the trend in usage, brands, 
Comics Group breaks down read- | types and place of purchase of 


ership by age, sex, and income| 


No. 623. A Report on Home Pres- | 
|'No. 625. 


Reader - editors of Fawcett. 


list of medicine chest audience of FWG by age, income, | 
products, such as antiseptics, baby city size and geographic distribu-| 


* > * ges Gg 5 


cosmetics and toiletries by Faw-);Stacks Up” are the titles of t 
cett Reader Beauty Forum mem-| studies published by Fawcett Pu >. 
bers—a cross section of Fawcett) lications, Inc. The first reports 1p 
Women’s Group readers. |the sports and hobbies of Tr ie 
‘readers, with facts about ownc-- 
Fawcett Beauty Reader | nin of equipment, and the seco i 
| provides a comparative study >; 
readers, ad-reading and costs in 
10 leading magazines. 


No. 630. Pic Reader Data. 


Forum, 
Fawcett Women’s Group has 
available a 1947 series of reports 
on use and brand preference -of 


beauty and personal products.) ~aoe : ‘ 
| These cover: personal daintiness | Statistics on its readers, includ- 
and leg makeup; makeup; skin ing age and marital status, educa- 


care, cleanliness and fragrances;| tion, employment, home, car énd 
hair preparations, and hand and |° adio ownership, etc., are put into 
nail care. |this file folder by Pic. A pocket 
‘folder contains loose-leaf data on 
No. 629. The Woman Who Sews. purchase and use of beverages, 
McCall Corporation, with the/pillfolds and luggage, watches, 
cooperation of a number of de-| toiletries, clothing and other 
partment stores, made this study | items. 
of the home sewing market. 
Among other subjects, it covers No. 631. Charm Beauty Survey. 
selection of fabrics; number of| Charm has issued this analysis 
garments made in a year; prefer- of its readers toiletry and cosmetic 
ences in selection of patterns, and om oreea ye + ln 
PUNCRARS OF aptenesEtes. chased, and leading brands. 


No. 632. Your Best Customers in 
Canada. 
Time Canadian reports on its 


No. 628. True Surveys. 
“True Surveys the Man Who 
Plans and Pays,” and “How True | 


Now, to 


details. 


RADIO 
STATION 


an added 


ing returns! 


REPRESENTED NATIONALLY BY 


SAN ANTONIO EXPRESS 
Magazine 


added a colorful touch . . . the local 
COLOR touch! locally edited . .-. pub- 
lished on Sundays. Write for data and 


SAN ANTONIO EXPRESS 


. .. largest circulated morning, evening, 
and Sunday newspapers published in 
San Antonio or Southwest Texas... . 
with established prestige and leadership. 


San Antonio’s FIRST fm radio station 
. . . owned and operated by the SAN 
ANTONIO EXPRESS and SAN AN- 
TONIO EVENING NEWS. Augments 
them perfectly! 


Air-Speed News 


AIR-SPEED DELIVERY ROUTES to 
Texas’ rich Rio Grande Valley . 
ated by SAN ANTONIO EXPRESS and 
SAN ANTONIO EVENING NEWS as 


THE JOHN BUDD COMPANY 


leadership in readership is 


and the Fy 
SAN ANTONIO } 
EVENING NEWS : 


kyfm 


. « Oper- 


influence in speedy advertis- 


|circulation and readership in this 
| booklet, which gives details for 
‘readers’ family size, occupations, 
/education, home ownership, own- 
ership of autos, radios and appli- 
/ances. The study indicates the in- 
‘fluence of Time’s Canadian sub- 
| scribers on industrial purchases. 


|'No. 633. New Facts About Your 
Glamour Market. 

| This is one of Glamour’s period- 
|ical checks on its readers to find 
‘out about their way of life— 
| things they are doing, clothes they 
are buying, their incomes and 
possessions. 


No. 634. A Survey of Vogue Pat- 
tern Book Readers. 

Detailed questionnaires sent to 
Vogue Pattern Book readers pro- 
vided the answers tabulated in 
this booklet, showing how many 
women read the book; whether 
they sew or have dresses made; 
how many patterns they buy; how 
they buy fabrics, and whether 
VPB influences their choice of 
accessories. 


No. 635. Radios, Television, Pianos 
and Organs in House & Gar- 
den Homes. 

Twenty-eight cities in eight 
television areas with stations op- 
erating for the past six months or 
more were used for questionnaires 
sent out in this survey by House 
& Garden. The study covers own- 
ership of instruments and plans 
to buy, with makes mentioned in 
both cases. 


No. 636. Argosy Readership Sur- 
vey. 

Characteristics of Argosy’s 
readers are shown in this analysis, 
which presents facts about age, 
sex, education, income, home and 
auto ownership, hobbies and 
sports preferences. 


No. 637. Spotlight on Sales. 

In addition to describing Amer- 
ican Home’s activities in the de- 
partment store field, this brochure, 
published by American Home, 
gives figures for general merchan- 
dise sales in 15 leading metropoli- 
; tan markets. It is profusely il- 
lustrated. 


No. 638. American Home Rea‘ et- 
Consumer Panel. 

The reader-consumer panel, 
representing a cross section of 
American Home readers, rey lies 
to questions tabulated with tell 
answers in these reports. 17 ¢Y 
are: No. 13, “Grapefruit and 
Window Cleaning”; No. 14, Bank 
Accounts;*No. 15, Planning ‘hat 
Vacation; No. 16, Heating ‘our 
House; No. 17, Room-to-r 0m 
Communications, and No. 18, 
Home Owners and Their Plar >. 


No. 639. A National Surrey 
the Use of Family Lau? dy 
Service. 

Distribution of this study, s}°"- 

sored jointly by the American !0- 
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on- 


stitute of Laundering and Procter! formation about age groups and|readers, showing facts about the 
The same series| regions in which they live, age, 


& Gamble Company, is restricted 
+> “advertising agencies or other 

yups who are specifically rep- 
r senting bona fide members of 
th.s institute.” Contents include: 
Sec. 1, “Your Customers,” cover- 
ing what kind of families; fre- 
quency of use of laundry service; 
vyhat articles are sent, etc.; Sec. 
. “Your Competition,” covering 
ietails of families owning home 
vashing machines, ironers, etc.; 
sec. 3, “What People Think of the 
Laundry,” dealing with why 
people do or do not use laundries; 
estimated costs; why people like 


or dislike laundries and _ self- 
service laundries. 
No. 640. Mademoiselle’s Living 


Survey. 

Age, marital status, occupation, 
homes and housekeeping methods, 
ownership of autos, furniture and 
other household items are re- 
ported in this study of its read- 
ers, published by Mademoiselle’s 
Living, to show returns by geo- 
graphical divisions of the country. 
Another study covers returns for 
the publication’s entire reader- 
ship, showing shopping habits, in- 
fluence of Mademoiselle’s pages 
in purchases, where readers do 
most of their shopping, and so on. 


No. 641. Baby Talk’s Nursing 
Bottle and Nipple Question- 
naire. 

This survey of diaper service 
customers, published by Baby 
Talk, was conducted in three met- 
ropolitan areas—New York City, 
Newark, N. J., and Atlanta, Ga. 
The material includes information 
on purchases; brand, with reason 
for selection; quantity; repeat 
selection of same brand or reason 
for change, and suggestions for 
improvement of products. 


No. 642. Buying Study of Nursery 
Furniture, Bedding, Baby 
Carriages, Etc. 

Average income is reported in 
this study, published by Baby 
Talk, and answers are reported 
covering questions on purchases 
and ownership of bassinets, cribs, 
baby baths, bedding, carriages and 
nursery furniture, with brands of 
items shown. 


No. 643. Business Year Book. 

This study of the Canadian mar- | 
ket, domestic and export, has ped 
published by Maclean-Hunter| 
Publishing Company at $2 a copy. | 
It is the 24th annual survey of | 
market data featuring the eco- 
nomic areas, provinces, cities and 
towns of Canada, with special sur- 
veys of the principal facts about 
the nation’s business, industries, 
agriculture, finance, banking, in- 
surance, transportation, etc. 


No. 644. The Negro Market To- 
day. 
Up-to-date information about 
the Negro market is shown in this 
brochure, including buying power, 
a breakdown of principal urban 
Negro areas with their popula- 
Uons, and an analysis of the 
hewspapers (and their reader- 
shin) that cover the market. It 
ha: been published by Associated 
Pu lishers, Inc., publishers’ rep- 
resentative. 


| 
| 
| 
| 
| 
| 
| 


Ne 646. America’s Top Business 
Executives Report on the Use- 
fulness of the Management 
Magazines They Receive. 
vited States News & World 

Rc ort measures, in this study, 

NU \erical coverage, plus interest 

an influence of content on the 

re iers of the six management 
™: azines studied. 


N: 647. Facts About the Use of 
Deodorants, Hand Lotion and 
Hand Cream, and Nail Polish. 
‘ue Romances has issued a 

Se cs of studies covering the use 

of he toiletries listed in the title. 

‘rial covers purchase and use, 

Pr erences for types and brands, 

Pres paid, etc., along with in- 


marital status. 
has been published for readers of 
Photoplay, also in the Macfadden 
Women’s Group. 


No. 645. Study of Readership of 
Comic Magazines by Children. 
The Marvel Comic Group has 
issued this survey report, which 
covers age groups, education and 
economic status of readers, most 
favored magazines, and number 
of magazines read. 


No. 648. How America’s Outdoors- 
men Will Spend Their 1948 
Vacations. 

First of a series of monthly 
market studies, this report, issued 
by Outdoorsman, tabulates the 
when, where, and mode of travel 
figuring in 1948 vacation plans of 
the publication’s readers. 


No. 649. Ten Years—1938-48. 
The 10-year history and devel- 
opment of The Standard, Mont- 
real, has been put into this bro- 
chure. The report covers a de- 
tailed study of the publication’s 


'sex, education, size of communi- 
| ties, etc. 


No. 650. R.O.P. Color. 


U. S. newspapers accepting r.o.p. 
color is provided in this booklet, 
| published by The Branham Com- 
|pany. The material includes cir- 
|culation, page size, black-and- 
white rate, extra for color and 
size of units accepted. 


No. 651. 1947 Crochet Annual. 
Woman’s Day has published this 
analysis of the places of residence 
of the first 160,000 readers who 
wrote to the publication for the 
1947 Crochet Annual. Response 
is reported by geographic sections 
and population groups, and the 
study includes an Elmo Roper 
analysis involving both actual 
counts and random sampling of 
the returns so as to estimate their 
distribution according to the J. 
Walter Thompson metropolitan 


Available Market Data — National 


| To secure copies of data listed, use the handy coupons 


| 


| market areas. « 


=. 


A state-by-state tabulation of| No. 652. The Gold Counties. 


The American Weekly points 
out, in this booklet, the concen- 
tration of manufacturing as well 
as population in the 782 counties of 
the U. S. which inclode all places 
of 10,000 population or over. The 
book lists these “gold counties” 
with their key cities, number of 
families, sales and income data. 


No. 654. Drug Trading Areas. 

Total drug store sales, 1939-47, 
are shown in this American 
Weekly report, which tabulates 
sales by areas and includes a map 
showing distribution of drug 
sales. The table of geographic 
areas shows drug store sales, fam- 
ilies, and circulation and coverage 
of leading magazines. 


No. 653. Grocery Trading Areas. 
This report, issued by The 


American Weekly, shows the in- 
crease of dollar volume of food 
and grocery stores in the U. S., 
1939-1947, includes a _ tabulation 
of 184 wholesale grocery trading 
areas, showing per cent of U. S. 
food store sales in each market 
and coverage of leading maga- 
zines. Included is a map indicat- 
ing the boundaries of the trading 
areas of the tabulation. 


No. 655. 
Mind.’ 


A series of ads, with artwork 
cropped and copy condensed, tells 
the Metropolitan Sunday Magazine 
Group’s story in this brochure is- 
sued by the Metropolitan Group. 
A section is devoted to new facts 
and figures on flexibility, reader- 
ship, merchandising, family cover- 
age, etc. 


‘Out of Sight, Out of 


For a Successful 


Product 


Test 


a e 
National Analysts, Inc., Philadelphia, conducted a Indianapol ts 


poll for Sales Management. From 156 executives of 
advertisers and agencies they gathered opinions and 


facts by which you can profit. Here’s what they found: 


b 


o 


papers. 


oOo 


Successful advertisers for many years have used In- 
dianapolis as a test market. Of those, the most success- 
ful have used The Indianapolis News. It stands to rea- 
son. The News is the dominant evening paper in an 
evening paper market, with the most responsive reader- 
ship in Indianapolis and the 33 surrounding counties. 


For newspaper results in a made-to-order test market, 


count on The Indianapolis News. 


THE GREAT HOOSIER DAILY ALONE DOES THE NEWSPAPER JOB 


DAN A. CARROLL, 110 E. 42nd St., New York 17 « The JOHN E. LUTZ CO., 435 N. Michigan Ave., Chicago 11 


Indianapolis is the country’s third best 
test city in the 100,000-500,000 group. 


33% of those responding favored evening 
newspapers to 17% for morning news- 


In Indianapolis, the preference ratio of 
evening newspapers over morning news- 
papers was eight to three. 


FIRST !IN DAILY ADVERTISING 
FIRST '!IN READER RESPONSIVENESS 
FIRST 'IN THE HEARTS OF HOOSIERDOM 


e JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 


is your market... 
The Indianapolis 


NEWS | 


is your medium! 
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Available Market Data — National 


To secure copies of data listed, use the handy coupons 


No. 656. America’s Magazine 
Readers. 


Puck—the Comic Weekly has 
issued this readership study, which 


concentrated—the material tabu- 
lated in state-by-state form by 
Puck—the Comic Weekly. 


\lished this audience report on the 


‘Popular Fiction Group, which con- 
tains tabulations of facts by age, 


‘sex, economic status, geographic 


‘regions, city size, educational 
‘levels, residence and possessions, 
‘along with a section on distribu- 
tion of readers and sample char- 
| acteristics. 


covers in great detail facts about | No. 659. Youth—America’s Great 


America’s magazine readers. It 
deals with age distribution, family 
status, occupation and many more 
subjects, and covers a list of na- 
tional magazines. 


No. 657. A Sharper Focus on 
Comics. 

A comparison of advertisement 
readership in Puck—the Comic 
Weekly and the Metropolitan Sun- 
day Comics Group is contained in 
this Starch report issued by Puck 
—the Comic Weekly. 


No. 658. Target of Opportunity. 
This is a guide to counties and 

cities where effective buying in- 

come, retail sales and families are 


| Underside for Business. 

| The power of youth as a power 
‘for sales is the basis of this study, 
issued by Puck—the Comic 
| Weekly. 


| No. 662. A Market Report for the 
Motion Picture Industry. 

In this report, similar in format 
to the drug study, Popular Publi- 
j}cations shows relationship of Pop- 
ular Fiction Group circulation to 
movie theater seating capacity by 
geographic regions, frequency of 
attendance by readers, and movie 
preference of readers. 


No. 660. Continuing National 
Audience Study. 
Popular Publications has pub- 


No. 661. A Market Report for the 
| Drug Industry. 

| The age, sex and income of read- 
‘ers of the Popular Fiction Group 
jare shown in this study, which 
deals particularly with their share 
‘in the drug market. Graphs and 
figures are shown for expenditures 
for drugs and medicines by income 


‘groups. Published. by Popular 
Publications. 
No. 663. The Scope of Bridal 


Business. 

This is a continuing annual 
study, published by Brides House, 
Inc., showing potential sales in dol- 
lars to 1,000 average brides, broken 
| down into individual sales at 


‘ers, merchandise managers, coordi- 


median prices and specific items of | 
merchandise. The company pub- 
lishes Bride’s Magazine, Bride’s 
Reference Book and Bride’s Note-| 
book. 


No. 664. Leading Department and‘ 
Specialty Stores with Bridal 
Selling Operations. 

Cities of 50,000 population and 
over are included in this list of 
stores, published by Brides House, 
Inc. The information includes 
stores’ bridal consultants and buy- 


nators, promotion-publicity direc- 
tors, advertising managers and 
presidents. 


No. 665. Weddings Take Place 
Every Day. 

Percentage of weddings each 
month throughout the year is 
shown by Brides House, Inc., in 
this report, based on census figures 
for cities of 100,000 and over. 


No. 666. The Army Market. 
Grades and pay of enlisted per- 
sonnel, figures on enlisted men’s 


LATEST INFORMATION ON 


North Carolina—The South’s Number Q State 
and WPTF-North Carolina’s Number@)Salesman 


Ve NET FARM INCOME 


WPTF’s Primary Has More Farm 
Income Than Any Southern State 
Including North Carolina Itself 


WPTF Primary . 
North Carolina 
Kentucky. . 
Tennessee. 
Georgia . 
Mississippi 
Virginia . . 
Alabama .. 
South Carolina 
Florida. . 


Net Farm Income 


$544,776,000 
522,354,000 
481,276,000 
417,812,000 
366,858,000 
316,815,000 
307,418,000 
282,012,000 
228,018,000 
227,509,000 


MARKET DATA 


All market data 
1948 Survey. 


is based on Sales Managemet’s 
Complete Sales Management’s 


estimates of WPTF’s day-time and night-time 
coverage are available free from WPTF or Free 


& Peters. 


y, 


spendable income, informatio , 
about the publication’s five editior ; 
and other data are given in th 

booklet published by Army Time.. 


No. 667. Europe’s Richest Marke.. 

The U. S. occupation zone as , 
market is described in this book - 
let, in which Army Times repor’s 


on Army personnel and fami y 


group, payroll, volume of salves 
through Post Exchanges, and other 
details. 


No. 668. Travel Study, The Satur- 
day Review. 

Answers to a travel question- 
naire are reported in this release, 
showing plans for European travel, 
transportation preference, etc., for 
a cross-section of readers of The 
Saturday Review of Literature. 


No. 669. The Investment Port- 
folio of the Atlantic Audience. 
The Atlantic Monthly, in this 
report, tabulates a survey of its 
readers, showing what types of se- 
curities they own, in what com- 
panies they made their principal 
investments, how many were actu- 
ally connected with a financial in- 
stitution, how many control either 
corporate or endowment funds, 


@ 

«a 
a> WPTF PRIMARY 
7 


WPTF’s Primary Population Is 
2,722,700. Retail Sales: One 
Billion And Four Hundred Million 


Dollars 


Population . . . 

Retail Sales. . . ; 
Food Sales . . . . ws 
General Merchandise . . . 
Ps 


Effective Buying Income (Gross). . 


Effective Buying Income (Net) 
Net Farm Dollars . . . 


WPTF Primary 
: 2,722,700 
. $1,470,817,000 
. 318,556,000 
. 194,504,000 

43,932,000 
2,380,466,000 
. « 2,203,074,000 
° 544,776,000 


COVERAGE 


WPTF’s primary is that 78-county area where 50% or 
more of the people in each county listen regularly to 
WPTF, according to BMB’s day-time audience study. 
Station Audience Reprint containing complete BMB 
audience information by counties and measured cities 
available free from WPTF or Free & Peters. 


680 
KC 


00,00 


Raleigh, North Carolina 


WATTS 
NBC 


AFFILIATE 


who advises them and how good 
| they consider this advice. 

| No. 670. Forecasts of the Popula- 
tion of the United States, 

1945-1975. 

| This population study is not for 
\free distribution; it is available 
|from the Superintendent of Docu- 
}ments, Government Printing Office, 
Washington 25, D. C., at 45 cents 
a copy. It contains a tremendous 
amount of data showing forecasts 
/of the population by color, nativ- 
|ity, age and sex, by five-year time 
‘intervals. It is a revision of an 
‘earlier report, “Estimates of Fu- 
‘ture Population of the U. S., 1940- 
| 2000,” published in 1943. 


No. 671. The Typewriter Market 
Among American Magazine 
Families. 

_ Ownership and use of typewrit- 

|ers in homes and places of business 

of American Magazine subscribers 

/is reported in this study, with in- 

\formation about brands and kinds 


. | (standard and portable) and plans 


to purchase. 
No. 672. Scholastic Magazines 
Market Survey. 

Sports; hobbies; clubs; owner- 
/ship of radios, pen and pencil sets; 
firearms; cameras; typewriters, and 
many other items are reported by 
Scholastic Magazines in this survey 
‘of high school students. Brand 
preferences are shown. 


No. 673. A Basic Marketing Chart 
of the United States. 
_ Single copies of this chart, pub- 
| lished annually by Research Com- 
pany of America, are $2.50 each. 
| It contains distribution of the pop- 
ulation, 1940-1945, income of the 
American people (actual pay- 
ments), life insurance sales, retail 
‘sales, sales of government bonds, 
‘and many other statistics by state 
|and geographic division. 


_No. 675. McCall Reports. 
| McCall Corporation has pub- 
|lished a long list of market re- 
/search reports for both McCull’s 
| and Redbook, each covering an in- 
_dividual type of product. Tey 
/are: Food Beverages (six re- 
|ports); Food Products, Can .ed 
(eight reports); Food Prodi cts, 
| Other (36 reports); Food Prep: ra- 
| tion, Food Buying Habits (2): 
Drug Products (11); House old 
Appliances (15); Home Furn sh- 
ings, Household Equipment ( 2): 
_Household and Laundry Sup) ‘ies 
| (10); Wearing Apparel (10); Al- 
coholic Beverages (3); Pets 1nd 
Pet Foods (3); Sporting Goo; & 
Toys (3); Tobacco Products 3): 


| Writing Materials (2), and 1! 
miscellaneous reports cove: iné 
such items as auto accesso: '€5, 


hearing aids, photographic eq: 'P- 
| ment, etc. 
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No. 676. Meet the Most Important 
Girl in Your Business Life. 
The American Girl has pub- 
shed this report on its readers— 
here they live, facts about their 
:amilies, their sports and hobbies, 
avd where their money goes. 


No. 677. Western Family Surveys. 

Western Family has available a 
engthy list of surveys of products 
n stock (by brand) in specified 
‘o-ops in areas designated North- 
yest and Southwest. The surveys 
over 22 food products in addition 
io products of 10 specific com- 
panies. 


No. 678. Food for Thought. 

Breakfast foods they eat and 
their general breakfast habits are 
reported by readers in this sur- 
vey made by Seventeen. 
No. 679. Life with Teena. Vol. 

II. Food. 

This is an impressive job—il- 
lustrated, and in hard covers—re- 
porting a Seventeen survey of 
teen-age girls and their mothers 
on purchases, preparation and 
preferences for brands, types and 
kinds of foods. 


No. 680. Radio, Record & Music 


Care, Cosmetics Survey.” It will 
cover use and brand preference 
for all sorts of toiletry and cos- 
metic items, including a section 


on laundering. To be ready shortly | 


is a study of “Vacations and 
Travel Survey,” also by Seven- 
teen. 

Fawcett Women’s Group will 
release, within the next few 
months, “Linen Survey,” which 
will cover use, brand preferences, 
frequency and place of purchase, 
etc., of household linens. 

True is readying use and brand 
preference studies: (1) Automo- 
tive Survey; (2) Smoking Survey, 
and (3) Reader Characteristics 
Survey, expected to be available 
within the next few months. 

Today’s Woman is preparing a 
“Reader Characteristics survey,” 
which will indicate income, age, 
possessions, etc. 

Panel Report No. 4 will soon 
be issued by Mechanix Illustrated, 
to cover home workshop activi- 
ties, and ownership of many ac- 
cessories and items of masculine 


interest. 

“Ownership of Appliances,” 
| study of McCall’s subscribers, will 
| be available about July 1. 
“Cosmetics and Toiletries Buy- 
|}ing Habits Among Redbook Fam- 
ilies,” a study of use, purchases 
/and shifts in brand preferences, 
will be available about July 1. 
Redbook also will have available, 
about June 1, a study called “Shoe 
Buying Habits Among Redbook 
Families.” 

The Atlantic Monthly is pre- 
paring an opinion poll among its 
readers concerning their use of 
margarine and their attitude con- 
cerning restrictive legislation. An- 
other study in preparation by the 
Atlantic concerns readers’ opin- 
ions about railroads—travel, 
equipment, operation and so on. 

The “American Home Market 
Book of 1948” is the title of a 
study now in preparation by The 
American Home. Its subtitle, “A 
sales analysis of the country’s 138 
metropolitan markets,” indicates 


the contents. 


,|Available Market Data — Farm 


'To secure copies of data listed, use the handy coupons 


Available about June 1 will be) sheet, bath towel and blanket pur- 


Canadian Homes 


& Gardens’ chasing habits in a “Vogue Linen 


study, “The Where and Why of) Survey,” which will be released 


Canadian Surplus Spending 
Power.” It will contain numbers 
and locations of Canada’s various 
income groups, analysis of ac- 
tual surplus (above relief level) 
spending power of the more im- 
portant groups, and a breakdown 


showing how the consumer dollar | 


is spent in Canada. 

Glamour, a Conde Nast publica- 
tion, will release, probably in 
June, a “Glamour Beauty Survey,” 
reporting subscribers’ buying 
habits for more than 35 cosmetic 
and toilet preparations. Expected 


| 
| 
| 
| 


in June. 

Planned for June 1 release is a 
report called “The Catty Set,” 
now in preparation by Cats Maga- 
zine, covering subscribers’ prefer- 
ences for cat and/or dog food 
products. 


FARM MARKETS 


No. 101. What Does the Farm 
Market Mean in Sales for 
You? 

Farm Journal has published a 


to be ready in May is “1,100,000 | 48-state series of market studies, 
Bare Feet,” a report by Glamour containing county tabulations for 
about its readers and the shoes! each state to show the number of 


they buy. 
Vogue readers will report their 


farms; farms reporting electricity; 
number of farm automotive units; 


Survey. 
Data on interest of teen-age | 
girls in music is reported by) 
Seventeen in this consumer panel | 
study. Its three sections cover 
possession and wants by type and) 
brand; listening habits, record 
buying data; and measurement of | 
intensity of interest, personal ac- | 
complishment as a musician, and | 
personal and family music li-| 
braries. 


No. 681. Sources of Marketing In- 
formation. 

Dartnell Corporation compiled 
this material from a survey of 
more than 3,000 newspapers, 
periodicals, radio stations, Cham- 
bers of Commerce, state develop- 
ment departments and many 
other sources, and the result is a| 
wealth of regional and local data | 
available to market researchers. 


No. 682. Winning New Customers. | 

A series of folders published by | 
National Transitads reporting on | 
buying habits of consumers in| 
markets served by the system. | 
Particular commodities covered in | 
the folders include coffee, soft 
drinks, bakery products, dairy 
products and beer. 


No. 683. What We Know About 
Women. 

A report on the food buying 

habits of women, including shop- 


ping habits, etc., published by 
National Transitads. 
No. 684. College Market-Media 


Data. 

College and university building 
heeds are the subject of this re- 
port issued by College & Univer- 
sity Business. Estimates of pres- 
ei facilities and probable ex- 
Paision are shown, with tables of 
pi sent and needed educational 
ani residential building space 
cl. ssified according to use, and 
a itional building space needed, 
b) states. 


N 685. Facts About Science II- 
lustrated Readers. 
his is a detailed analysis of 
th Science Illustrated market, 
Ss’ ving age, sex, marital status, 
% pation, buying habits, etc. of 
“ publieation’s readers. 


N 686. The Case of the Curious 
Market. 
nis report by Science Ilus- 
tr ed analyzes the audience com- 
P tion in terms of income, edu- 
® on, ownership, etc., and cites 
‘’ cal advertising results. 


SOON TO BE PUBLISHED | 
‘venteen has scheduled for late | 
_ or early June release a con-| 
er panel _ study, “Personal | 


al 


It’s Planalyzed Promotion. This exclusive KSTP merchandising service adds the pay- 
off punch to your radio campaign in the important Minneapolis—St. Paul market. In 
all likelihood you have already received KSTP Planalyzed Promotion reports in the 
familiar red folders... most advertisers and agencies in the country have. If you haven't, 
learn how KSTP Planalyzed Promotion can hasten and increase the effectiveness of 
your radio advertising. Any Edward Petry and Co. man will be glad to tell you how 
Planalyzed Promotion works and how it will work for you. 
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Available Market Data — Farm 


To secure copies of data listed, 


use the handy coupons 


cash farm income; total retail po- 
tential and Farm Journal circula- 
tion. 


No. 102. Country Gentleman’s 
1947 Farm Market Data Book. 
Country Gentleman starts this 
data book with an evaluation of 
farming as a business, and follows 
with state-by-state summaries, 
showing number of farms; owner- 
ship of autos, tractors and trucks; 
electricity; value of land, build- 
ings and farm products, and the 
publication’s coverage. 


No. 103. 


1947. 
The area covered in this market 
study, issued by The Western 
Farm Life, is comprised of Colo- 


Agricultural Reference | 
Book for the Sure-Crop Area, | 


Nebraska and New Mexico, 
wherein is located about half of 
all the irrigated land in the U. S.| 
The material covers acreage, pro- 
duction and farm value of crops; 
number of livestock; value of live- | 
stock and livestock products, num- 
ber of poultry and value of poul- 
try products. 
No. 104. Statistical History of 
Agriculture. 

A year-by-year tabulation of | 
_U. S. gross farm income from pro- | 
| duction, 1911-1946, is provided in| 
this “history,” issued by Poultry | 
Tribune. The analysis includes) 
| livestock and livestock products; | 
crops; government payments; 
|rental value of dwellings, and in-| 
‘come from poultry and eggs) 


mer. 

Included in the 57 items pres- 

Since the Dakota Farmer con- | emtly available are studies on new 
centrates its circulation in the two| farm construction (1946); in- 
Dakotas and reaches 70% of all| crease in farms on power lines, 
North and South Dakota farmers, | 1941-1946; increase in farm cash 
the two states have been handled income, 1939-1946; farms report- 
as one market in this folder, is-| img electric motors, stationary 
sued quarterly by the publication. | 8@S0line engines, m ilking ma- 
Up-to-the-minute facts from gov-|Chines and other items, 1945; 
ernment sources are provided in|/Value of farm property, 1945; 
each issue. number of tractors on farms, July 

| 1, 1947, etc., etc. 

No. 107. 


Farm Operating, Con-| 
108. No. 5. A Continuing 


struction, Equipment and|No. { 
Study of Farm Buying Habits. 


Other Farm Data. 
This is one of a series of studies, 


A continuing series of four-| 
page, file-size market data folders,| published by The Country Guide, 
Winnipeg, covering interviews 


based primarily upon the 1945 

Census of Agriculture, but con-|with rural dealers in various 
taining additional material from/|classes located in representative 
other sources dealing with the|towns of Manitoba, Saskatchewan 
farm market. At present, the|and Alberta, which indicate buy- 
series embraces 57 separate fold-|ing habits of some 65,699 farm 
ers, with additional releases to be|families. The study deals with 
published from time to time as | merchants’ estimates of present 


No. 105. 


tion. 


Dakota Farm Informa-| 


rado, Wyoming, Utah, southeast; (showing rank of this industry newer information is made avail-| construction of farm homes, barns 
Idaho, southern Montana, western | among all major income sources). able. Published by Capper’s Far-| and other buildings, plans for im- 


5000 WATTS “+> 


eee 
door 


ence 


Direct your advertising through the open 


__with the top share of the daytime audi- 


blankets one of the nation’s fastest grow- 
ing markets. Get results with a promotion 
and merchandising department that as- 
sures you your advertising dollar's worth. 


to the Houston market... KXYZ— 


and a nighttime coverage that 


Population 

Families 

Radio Families 

Retail Sales 

Effective Buying Income 
Population Home County 


Effective Buying Income 
Home County 


1,647,600 
458,700 
376,750 

980,830,000 
1,666,071,000 
699,900 


890,509,000 


installation of horn» 
appliances and farm equipmen , 
ownership and plans to buy aut: ; 
and trucks, and many other dec - 


provements, 


tails. No. 4 in the series, a stud; 
of buying habits of farm and sma | 
town housewives, also is availab) = 
from The Country Guide. 


No. 106. Poultry Market Data. 
Poultry Supply Dealer has i - 
sued this file folder, packed wih 
information, presented in tables, 
maps and charts, about the U. 5. 
poultry industry. Poultry incon.e 
in relation to total farm income; 
|egg marketing procedure; volume 
lof formula feeds manufacture:: 
|U. S. maps showing production, 
|sales and number and capacity of 
_ hatcheries, by states, are just a 
|few of the subjects covered. 


No. 109. The Continuing SMudy 
of Farm Publications. 

The first four reports in the con- 
tinuing study of farm publications, 
conducted by the Advertising Re- 
search Foundation in cooperation 
with the ‘Agricultural Publishers 
Association, have been released 
by the APA. These reports are: 
No. 1, ‘The Ohio Farmer; No. 2, 
The Washington Farmer; No. 3, 
Successful Farming, and No. 4, 
Wallaces’ Farmer & Iowa Home- 
stead. 


No. 110. Going Places. 

“America’s biggest business 
man, the farmer,” bids for atten- 
tion in this presentation made by 
Don Ross under the auspices of 
the Agricultural Publishers As- 
sociation at a meeting of the As- 
sociation of National Advertisers, 
and now published in _ booklet 
form by the APA. Advancement 
in production, soils, livestock, 
| dairying, grains and other crops, 
building, education, etc., is re- 
counted, from the country’s early 
days to the present $101 billion 
total assets era. 


No. 111. This Is the Three Billion 

Dollar Poultry Industry. 
| The poultry industry’s place in 
the nation’s agricultural cash in- 
| come is charted in this illustrated 
| study, issued by American Poultry 
_Journal. Supply and distribution 
of eggs, methods of distribution, 
'methods of processing and uses 
are some of the many subjects cov- 
ered, along with charts and tables, 
}and maps indicating consuming 
|centers and methods of transpor- 
tation. 


No. 112. What Range Dealers Say. 
| A wealth of information about 
rural America’s ranges—what 
| kinds dealers are selling, and the 
| division of range business between 
|the various types of fuel in buy- 
|ing centers—is provided in this 
‘report, published by the research 
| department of Country Gentleman. 
| Sales and opinions of range deal- 
,ers in 39 small towns are put into 
tabular form. 


No. 113. Measuring the Worldd’s 
Biggest Farmer. 

| Figures from the 1945 Census of 
Agriculture form the basis of t 1is 
study in which Wallaces’ Farv er 
& Iowa Homestead measures ‘ts 
subscribers, compares them w th 
the average U. S. farmer, < i 
with the average farmer in ‘1 
northern states. The anal) :is 
covers 1,532 subscribers, rep ¢- 
senting an accurate cross-sec! 00 
of the publication’s entire Ic “4 
farm circulation list, and for p '- 
poses of the study, names w °é 
matched with census records °! 
the same farms. 


No. 114. Where Mass Is Class 

| This booklet, published by °€ 
|Midwest Farm Paper Unit, } °& 
/sents tabulations of 7,714 farm 
the eight midwestern states of — |i- 
nois, Indiana, Iowa, Minnes 4, 
Nebraska, North Dakota, Sc th 
| Dakota and Wisconsin. The 
reau of the Census selectec 4 
sample of farms to represent ‘€¢ 
states, dictated the conditions ©! 
the project and did the work v ‘ 
/bureau personnel. Midwest F: ™ 
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-aper Unit subscribers were|ments, autos, trucks, fencing, | 
natched name by name _ with| cattle and many other items. 
 armers’ names listed in the 1945 | no 121 


The Pennsylvania Farm 


sus schedules. | Murhat 
N 115. The Census Bureau| The Pennsylvania Farmer's 
Counts Cows. ‘analysis of its market is divided 


Average Wisconsin Agriculturist | into five sections: farm income 


farmers have five times the ony eee buying power; population, 


income of the average U. S.! facilities and equipment; feeds, 
farmer, says this booklet published | livestock and livestock products; 
y Wisconsin Ag, showing facts/| fertilizer and crops, and finally, 
urned up in a special Census Bu-|the publication itself — editorial 
yeau study which compares sub- | setup, coverage, a_ circulation 
scribers with the average U. S.| breakdown and advertising rec- 
farmer and with the average|ord. The material includes a 
farmer in the northern states. | county table of farm ownership; 
Other details shown include aver-| farms reporting water, electricity, 
age value per farm of farm imple-|radio and _ telephone facilities, 
ments and machines; value of| county tables for livestock, poul- 
farm products sold and used; own- try, crop production and value, 
ership of tractors and trucks;|and many other details. 
ownership of electric motors and | No, 122. The Ohio Farm Market. 
prospects for sale of new electrical! QOhio’s place among the Big 10 
equipment. states in value of farms (land and 
No. 116. A Survey on the Use of buildings) is reported in this 
Paper and Paper Products. study, published by The Ohio 
Household uses of paper prod- | Farmer. Tables, maps and charts 
ucts in Minnesota and the Da-|are reproduced for population; 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


COED 55 nk cnn cicvbedcd ces sdecnvembhee has ss ebip coer ches ss socbed eee Mmaepy EE wis Fees corecescesesnees 
IEE: Ss. Cc cccad eehehin ches wh ONES aOR 605 bbes Sees chains ech aba aes ents Otek 040 os heneeadinah 
Cie GO Be 6 kre tinan'd 6b.60 ann maur to bce nuesethced \ickneo tne aes eee UN <4 oo) aha wih ss vlna 6°64 aa ok whi ben 


rank of Ohio counties in value of | electrified farms (in this, Ohio! stock and crops, and value of im- 


kotas are revealed in this report|farm income and buying power; all farm products sold; number of | ranks first); production of live-|plements and machinery. 


on a questionnaire sent by The 
Farmer to its Farmer Research 
Panel of 128 farm women. The 
tabulated answers indicate fre- 
quency and quantity of purchase, 
preferred brands and dozens of 
uses for paper towels; purchase 
and brand preference of facial tis- 
sues, waxed paper, paper cups, 
toilet tissue and other paper 
products. 


No. 117. 1948 Buying Require- . 
ments of Farm Families. 
The Midwest Farm Paper Unit 
has issued separate reports for its 
members, Prairie Farmer, Ne- 
braska Farmer, The Farmer, Wal- 


laces’ Farmer & Iowa Homestead Z 
and Wisconsin Agriculturist & 
Farmer, showing in each report , 


farmers’ buying requirements and 
plans fer building and purchasing 
equipment. When the question- 
naires were sent out, men were 
asked to fill out questions on farm | 
buildings and equipment, and 
women were asked the questions | 
about the house, house furnishings | 
and the poultry house. The studies, 
as a unit, cover Nebraska, Minne- 
sota, Iowa, and Illinois and In- 
diana farm families. 


No. 118. As Goes Agriculture ... 
So Goes Your Business. 

Farm Journal has published this 
brochure, which emphasizes the 
importance of agriculture to labor 
and industry in maintaining pros- 
perity through employment and 
production at a fair price. It deals 
with the relation of farm income 
to national income and_ factory 
payrolls and discusses farm prob- 
lems and progress. 


No. 119. Power Farm Machinery 
Sales in Canada Show In- 
crease. 

Canada’s tractor, combine, 
thresher and row-crop tractor 
Sales, 1947, are tabulated in this 
material published by Canadian 
Farm Implements, to illustrate an 
article on the increase of farm 


printed from the January, 1948, | 
iss_e of the publication. Canadian | 
Farn Implements has compiled 
Sal's figures on tractors in west- 
err Canada since 1919; on com- 
bin s sold in the West since 1926, 
an on western thresher sales 
Sit 1928. The study includes) 
an ill-Canada tabulation of sales | 
lg ves for these machines. for the 
Pe 11 years. 


N 120. 1,000 Answers by Future | 
Farmers of America. 
iture Farmers of America| 

‘e .e through with a lot of an-| 

’s to a questionnaire, published | 

in his report by The American 

Fi » Youth. Tabulated are re- 


- ’ about farm ownership and) *KENTUCKIANA: 120 counties in Kentucky 
P! vent partnership with parent; | “and 22 counties in Southern Indiana. 


Pr spects of eventual ownership; 
™ or projects in the farming | 
Pr tram; total investment, and | 


machinery sales in Canada, re- } 


ces by brand of farm imple- Newspapers represented by The Branham Co. 


LOUISVILLE 


Metropolitan Louisville's 


population exceeds 560,000! 


KENTUCKIANA™ 


In 1947 Kentuckiana was 
a 2% billion dollar market! 


Courier -Zourual 


LOUISVILLE TIMES 
Radio Station WHAS 


Louisville 2; Kentucky 


Radio Station represented by Edward Petry & Co. 
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Available Market Data — Farm 


To secure copies of data listed, use the handy coupons 


No. 123. The Michigan Farm Mar- 
ket. 

Michigan population, ownership 
of farms by counties, and county 
tables showing facilities; value of 
implements and machinery; num- 
ber of autos, trucks and tractors; 
cost of livestock feed bought, live- 
stock and crops are a few of the 
many details covered in this thor- 
ough analysis of the Michigan 
farm market, 
Michigan Farmer. 


No. 124. Canadian Farm Market 
Survey. 


Home appliances, heating and 


published by the’ 


,No. 126. New Facts About Your 
Best Customers. 

Basic data about Country 
Gentleman farms, obtained from 
\the 1945 Census of Agriculture 
jand conducted by the U. S. Bu- 
| reau of the Census, have been put 
‘into this illustrated booklet, is- 
'sued by Country Gentleman. In- 
formation includes farm owner- 
ship; size and income; income 
sources; plant and equipment; 
| utilities; automotive units; milk 
|cows and poultry, with all items 
_ shown for Country Gentleman 
|farms compared with all U. S. 
| farms. 


farm equipment; 


|at home for home use, and a rec-; home baking; 
soapless 


‘ord of all meals served in these coffee; breakfast food; 
farm and city homes. The red | detergents, and so on. 
and green dollars used in the) 


study symbolize two major classi- | > : : P 
alifornia Farmer, with which 
‘fications of foods—red, packaged | Calif ee 


|has been consolidated Pacific 
\foods, other than canned goods, Rural Press and California Cul- 
and green, foods of the type! ti»ator, has issued three studies: 
largely raised by farm people for| (1) g state map charting deep- 
home use. The study covered the| we} irrigation areas, with a table 
two Dakotas, Nebraska, Minnesota, | of market data for California, 
'Iowa, Wisconsin, Illinois and In- | Colorado, Idaho, Montana and 
‘diana, with 80 city families and | wyoming; (2) 10 pages devoted 
80 farm families, all in the middle| to" farm activity charts, showing 
income group, cooperating. 'month-by-month activity in vari- 
ous crops, and (3) a Department 
|No. 127. Use and Preference Sur-| o¢ Commerce table showing value 
veys of Home Baking, Canned | of farm products sold or used by 
Baby Food, Kitchen Utensils|¢srm households in 100 leading 
and Other Farm and Home| counties, 1944, with comparisons 
Products. for 1939. 


The members of the Midwest | 


No. 128. California Farm Data. 


| 
| 


plumbing, lighting systems, home No. 125. Red and Green Dollar| Farm Paper Unit have available No. 129. What Do Farm Families 


construction and decoration, pres-_ 


ent farm buildings and those 
planned are covered in this re- 


port of a survey conducted for eight-month study reporting facts erence of: particular types of win- 
the Canadian Press Association by| compiled from actual records of 
‘foods bought and foods produced | kitchen 


Canadian Facts. 


Food Study. 


This Midwest Farm Paper Unit 
\publication is an_ eight-state, 


a number of reports on surveys of | Like Most to Read? 

| farm homes in their markets, The Advertising Research Foun- 

/covering use, purchase, and pref-| dation has issued this reprint of 
an article by Howard D. Williams, 

| dow screening; canned baby foods; | president of Erwin, Wasey & Co., 

utensils; products for dealing with the ARF’s Study No. 


FAMILIES 


LIVING IN THE *YOUNGSTOWN 
RETAIL TRADING ZONE OF 


418,944 PERSONS 


Buy the 


oungstown Vindicator 


EVERY 


SUNDAY 


“As defined by the Audit Bureau of Circulations and includes, Girard, 
Niles, Warren, Sharon, Farrell, Sharpsville, Columbiana, and Leetonia. 


KELLY- SMITH C O «3 National Representatives 


| 3, which reports on readership of 
Successful Farming. The arti le 


| holds that the study illustra’. 
|how research helps agencies a i 
advertisers to make more effec c- 
tive use of farm publications. 


No. 130. The Continuing Study o; 
Farm Publications—A Noy 
Model of Sound Resea: ch 
Procedure... 

D. B. Lucas, vice-chairman, :\e- 
partment of marketing, school of 
commerce, New York Univers ty, 
and technical director of the Ad- 
vertising Research Foundation, re- 
ports on the foundation’s continu- 
ing study of farm publications in 
this article, reprinted by the ARF. 


No. 131. Dixie Data. 

The Progressive Farmer jas 
published this file-size folder con- 
taining a couple of dozen studies 
which provide data on the pub- 
lication’s market area. Included 
are facts about the financial status 
of farmers in the 14 southern 
states; mumber of _ electrified 
farms; the South’s cash farm in- 
come; tractors on farms, by state 
and county; number of farms in 
each income group, by county and 
state; autos, tractors, trucks, run- 
ning water and electrified farms, 
by county and state; number of 
cattle, hogs and chickens on farms, 
and cost of feed bought; a survey 
of southern wholesalers and re- 
tailers, and a Crossley survey 
called “The Farm Family of the 
South Today.” 


No. 132. 1948 Beauty Survey. 
For this Capper’s Farmer sur- 
vey on the use of cosmetics and 
toiletries and preference for cer- 
tain brands, a questionnaire was 
sent to every 400th name on the 
| publication’s circulation list. Re- 
‘turns totaled 620, and answers re- 
| ported the number of persons in 
| oe home using these products, 
and brands personally used most 
often. The questionnaire named 
54 beauty products and shaving 
accessories. 
| 


| No. 133. The Farm Need for 
Frozen Food Storage Cabinets 
| Capper’s Farmer found that 86° 
of the respondents to the question- 
| naire forming the basis of this re- 
port use frozen foods; only 8% 
|rely exclusively on home freezers 
|The report shows facilities used 
for storage of frozen food for home 
|consumption, frequency of food 
| withdrawal from commercial stor- 
'age or other sources of supply, 
| capacity of frozen food storage at 
‘home and the need for small 
frozen food storage cabinets of 
| approximately 100-pound capac- 
ity. 


No. 134. The Expanding Market 
for Farm Tractors. 
Ownership of tractors by Cap- 
per’s Farmer subscribers is cov- 
ered in this report on a survey 
made by the publication. It shows 
the number of tractors on farms, 
the make, year manufactured and 
the type of each tractor. 


No. 135. Firearms and Ammiuni- 
tion. 

Use of firearms among Cap) rs 
Farmer subscribers; persons classi- 
fied by age and sex; numbe: of 
firearms used, classified by  al- 
iber, gauge or make; planned | ul- 
chases; annual purchase of i™- 
munition; types of game nd 
predatory animals hunted, nd 
seasonal use of firearms are an 0ns 
the subjects covered in this J! 


vey, published by Cap) ’rs 

Farmer. 

No. 136. Portable Lights and ‘4'- 
teries. 


Portable lights are used by 8° 
of Capper’s Farmer subscri °: 
according to this report, issue >Y 
the publication. Facts turnec UP 
show that flashlights are re 
ferred, and that 64% of the re- 
spondents keep flashlights in 1 1¢" 
autos. This is important, the re- 
| port points out, because 1,226 a ‘t05 
| were found on each 1,000 fs ™5 
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To secure copies of data listed, 


Available Market Data — Local 


use the handy coupons 


of Capper’s Farmer subscribers, 
while 709 autos were found on 
each 1,000 farms for the U. S. as 
a whole. 


No. 137. Farm Use of Cleaners for 
Dairy Equipment. 

Capper Publications, Inc., has 
published this report on a survey 
of the subscribers of two of its 
publications, Capper’s Farmer and 
Missouri Ruralist. It covers types 
of farms, number of cows milked, 
soaps and cleansers used for vari- 
ous equipment, size of package 
purchased; frequency of purchase; 
amount and cost for cleaner per 
week, and many other details. 


No. 138. Cold Cream and Vanish- 
ing Cream. 

Brands, package sizes and fre- 
quency of purchase are the basis 
of this survey of its subscribers 
by Capper’s Farmer. Use of both 
types of creams are covered, and 
the tables show size of jar pur- 
chased, frequency of purchase and | 
brand preference. 


No. 139. What New Jersey Farm-| 
ers Plan to Buy. | 


New Jersey Farm & Garden has 
issued this report which says that, 
based on a survey conducted in 
Hunterdon County, N. J., by the 
Department of Agricultural Eco- 
nomics of the New Jersey State 
College of Agriculture, cooperat- 
ing with the Hunterdon County 
CED, New Jersey’s farmers are in 
the market for over $100,000,000 | 
worth of new machinery, equip-| 
ment and materials. The material | 
with the report deals with farm) 
production, expenditures for feed, | 
and number of cows and chickens 
on New Jersey farms. 


SOON TO BE PUBLISHED | 


What’s Happening in Agricul- | 
ture in California is the title of a 
market study now in preparation | 
by California Farmer, with which | 
has been consolidated Pacific | 
Rural Press and California Cul- 
tivator. It will include tables 
showing (1) diversification of | 
California’s agriculture; (2) Cali- 
fornia’s cash farm income; (3) 
California’s proportion of the na- 
tion’s crops and (4) the compara- 
tive value of crop yields per acre, 
with other data on the California 
farm market. 

Expected to be ready for re- 
lease in late August is a study 
now in preparation by Western 
Livestock Journal to show what 
type of crops, livestock and poul- 
try western dairymen are raising 
for resale and home consumption. 
The study will include figures for 
other coast states besides Cali- 
fornia, and will give manufactur- 
ers a picture of the difference be- 
tween western dairying and that 
n the Midwest and East. 


REGIONAL AND 
LOCAL MARKETS 


ALABAMA 


No 988. Alabama’s Industrial 
Opportunities, Vol. VIII. 
250-page book published by 

th Alabama State Planning 

B rd, Montgomery, giving com- 

Pp. \e data on the state’s iron and 

Stl and nonferrous metals in- 

d\ tries. The eighth of a series of 

bi ks devoted to various Alabama 

In ustries. 


~- 


N 833. A study of Birmingham | 
Grocery Products Distribution. | 


istribution of a large number | 
°! orands in 43 product classifica- | 
4s is presented in this study | 
lished by the Birmingham | 
The study was made of a| 


TC 


10% cross-section of the chain 
and independent retail grocery | 
trade in the Birmingham area and | 
indicates that Hill Grocery Com- 
pany’s 84 chain stores represent 
66.6% of all Birmingham chain 
stores, A & P’s stores 25% and 
Union Supply Company’s 13 stores 
8.4%. A map shows geographic 
distribution of independent stores. 


No. 901. Tuscaloosa, Ala., Market 
Data. 


A file-size folder of basic data 
on the Tuscaloosa market, pub- 
lished by the research department | 
of the Branham Company for the | 
Tuscaloosa News. 


No. 992. Birmingham, Ala., Tran- 
sit System Market. 

A file-size brochure on _ the 
Birmingham market, with special 
emphasis on transit advertising, 
produced by National Transitads. 


INDUSTRIAL MARKET DATA BOOK | 


100 E, Ohio S$t., Chicago, Ii. 330 W. 42nd St., New York- 18 i 


WHEN YOU 
LOOK AT BOSTON 


(But don’t let that 
confuse you, just 
focus on THE BASIC BUY) 


THE BANE OF SPACE BUYERS 


Boston is a cock-eyed unusual market .. . with seven daily 
newspapers. 


(But one BASIC BUY) 


& ERASE THE BOUNDARY LINES 


Boston is the Hub of a thirty-mile market wheel. Boston has 
770,816 people . . . only a part of a closely knit three m illion 
market. 

(But ome BASIC BUY) 


®o THE DAILY DOUBLE 


At five a. m. just under three-quarter of a million noses to 
count in Boston. At noon, double that many. You want to 
reach them all. 

(There’s ome BASIC BUY) 


oe REACH THEM AT HOME 


Circulation figures tell you that the 30-mile Boston market area is a 
morning paper city. Compare the three Boston morning papers that 
go into the home. Start with The Post. Then combine the circulations 
of the other two. THE POST, with 423,744, delivers 114,000 more circula- 
tion than the total of these two other morning papers combined. 


Any Way You Look At It 


IF YOU FOCUS ON THE FACTS 
YOU'LL SEE THAT 


Che Boston Post is Pi 


Represented Nationally by Kelly-Smith Company 
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Available Market Data — Local 


To secure copies of data listed, use the handy coupons 


ALABAMA ingham wholesale grocers and 

: P food products brokers and dis- 

No. 986. Field Intensity Map. | tributors. 
New map including market data | 

published by WMOB to cover the) 

Mobile, Ala., trading area. 


ARKANSAS 


No. 871. Facts and Figures About 
No. 1008. A Balanced Economy, | Fort Smith and Industries and 
Four-page data file on the Products of Fort Smith. 
Decatur, Ala., area, issued by the| These two printed booklets were 
Decatur Daily. compiled and published by the 
: Fort Smith, Ark., Chamber of 
No. 832. Retail Grocery Route | Commerce and are being made 
List. javailable to advertisers by the 
Each route on this list, pub-|Southwestern Publishing Com - 
lished by the Birmingham Post, is| pany. The first gives basic figures 
printed on a separate card. Each | on the market and a history of 
card has on its back a street map|the city; the second contains a 
of the area to be traveled by a/list of local manufacturers and 
salesman in covering the route.|their products. 
The area of the city covered by | 
each route is marked on an out- | No. 872. Arkansas Retail Sales 
line map on the reverse of the Breakdown Map, 1947. 
card. The list also includes Birm-| A county map of Arkansas 


| showing population, number of re- 


in order of volume; record of 
shipments by breweries to each 
city. 


tail outlets, ratio of retail outlets 
to population, per capita retail 


'sales, and total retail sales, based 


on state sales tax receipts. Avail- No. 


873. Arkansas Liquor and 
able from Arkansas Dailies, Inc. 


Beer Sales. 


| Arkansas Dailies, Inc., has pub- 

ts oo Aer qo. © the | ished this collection of data deal- 
. : ‘ing with Arkansas liquor sales, 
A 32-page file size brochure|}aseq on stamp purchases and 
published by Arkansas Power & <jowing individual companies’ 
Light Company which is a Com-| positions, as well as beer ship- 
plete fact file on the state’s re-| ments into Arkansas for various 
sources, industries and advantages. ‘periods. Data covers 1947 and some 
lof it covers the first quarter of 

No. 1004. Arkansas Liquor Data. | ;949. 
A series of data sheets pub- 


lished by Arkansas Dailies, Inc., | No, 898. Little Rock, Ark., Mar- 
showing, for the year 1947, case ket Data. 


sales of — distillers, bs s well A file-size folder giving all basic 
as advertising linage records. data on the Little Rock market, in- 
cluding lists of key men in lead- 
No. 1003. Arkansas Beer Data. ing independent grocery stores, 

A series of data sheets pub-/and grocery, liquor, beer, drug, 
lished by Arkansas Dailies, Inc.,|etc., wholesalers and _ retailers. 
reporting, for the year 1947, | Published on behalf of the Arkan- 
breakdown of beer shipments to! sas Democrat by the research de- 
key Arkansas cities; beer ship-| partment of the Branham Com- 
ments into Arkansas by breweries | pany. 


A LOT CAN HAPPEN IN TWO YEARS! 
HERE’S 50,000-WATT KABC TODAY! 
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(response per 1,000 ra- 
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as home county.) 
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PRIMARY EXCELLENT 


il 


(25-50% ) 
SECONDARY GOOD 
(10-25%) 

223 TERTIARY 

“03 10-10%) 


AMERICAN BROADCASTING COMPANY 


Yes, a lot can happen and HAS happened in two years, 
if you're talking about Texas radio coverage, so prob- 
ably some of your figures are out of date. The picture 
has changed considerably since the 1946 BMB, when 
KABC was only 250 watts. 


SAN ANTONIO 


50,000 WATTS DAY 
10,000 WATTS NIGHT 


ss Ln. 8 


. 
taripbon § 


— TEXAS BROADCASTING SYSTEM* 


Today (since May 7, 1946) KABC is selling Texas listeners 
with the full impact of 50,000 watts on 680 kilocycles in 
the huge area mapped out above, from which mail was 
received in March of 1948. Texas is a big state, and it 
takes a powerful signal to talk to the people you have 
to reach to do a coverage and sales job. So until the 
1949 BMB is out, hold onto this mail map, for we all know 
that people have to LISTEN before they can write in. 
And here's where they are listening to KABC today. 
You'll find 203,640 radio families in the 55-county 
primary-intense area, 63,530 more in |7 primary-excellent 
counties, and 103,860 radio families in the 27 secondary- 
good counties. All this, plus a bonus tertiary coverage of 
106 additional counties with 1,012,480 radio homes. 
Check your John Blair representative. 


*KABC. San Antonio — KRLD, Dallas — KTRH, Houston — All 50,000 Watts 


No. 806. Los Angeles Market Da a, 

This is a continuing statistic 3) 
file of Los Angeles market data 
assembled to date and color i)- 
dexed for quick reference by t i¢ 
Los Angeles Herald-Express. |; 
covers extent of the market aid 
topography; population charact: r- 
istics; housing; economic chari.c- 
teristics, and industries, includ ng 
a census tract map of the south- 
ern portion of Los Angeles County. 


No. 847. McClatchy Newspapers 
Market Data. 

A continuing research project 
issued in loose-leaf form for ‘he 
Sacramento Bee, Fresno Bee and 
Modesto Bee, covering 19 counties 
in the Sacramento market, four in 
Fresno, and one in Modesto. [s- 
sued thus far this year are fact 
sheets on population, population 
growth, 1948 families, motor ve- 
hicle registrations, retail sales, 
newspaper circulation and cover- 
age, and radio families. Sheets 
now in preparation include farm 
acreage, number of farms, farm 
electrification, farm production, 
bank deposits, birth rate, sources 
of income, employment, etc. Pub- 
lished by the McClatchy News- 
papers. 


No. 848. The McClatchy Broad- 
casting Company Market Data 
Sheets. 


A continuing loose-leaf compila- 
tion of market data material pro- 
viding information on the markets 
served by the five McClatchy radio 
stations in Sacramento, Fresno, 
Stockton and Bakersfield, Cal., and 
Reno, Nev. Data available and in 
process of publication is the same 
as that shown under No. 847 for 


McClatchy Newspapers Market 

Data. 

No. 878. Northern California 
Markets. 


A four-page folder, with maps 
and tabulations, giving market fac- 
tors such as_ population, retail 
sales, retail outlets, listed by 
counties and by trading areas. 
Published by the San Francisco 
Call-Bulletin. 


No. 879. Excise Tax Payments 
for Northern California Coun- 
ties. 


| A 12-page booklet tracing liquor 
distribution in northern California 
for 1947. Lists monthly excise tax 
payments by companies, grouped 
by cities and counties. Compiled 
by the San Francisco Call-Bulletin 
and just released. 


No. 880. California Excise Tax 
Payments. 


A four-page folder listing 
monthly payments of distilled 
spirits taxes and additional levies 
‘by 14 California Board of Equal- 
lization districts. Also presents 
/'monthly comparison of totals for 
the past seven years. Compiled by 
|the San Francisco, Call - Bulletin 
— released in April, 1948. 
| 
|No. 881. Western Selling Ancly- 
sis of Northern California 
| Markets. 
| A 16-page analysis of the pri? ci- 
;pal northern California ‘trac ing 
‘areas. It discusses geogra) hic 
boundaries of the principal pn a!- 
kets and gives the characteri: ics 
|of the individual trading area. !t 
|is a reprint, by the San Franc sc? 
Call - Bulletin, of certain sect 0s 
which appeared in the Janu '!Y, 
1948, issue of Western Selling 


No. 886. Your Market Today nd 
| Tomorrow. 


A 24-page brochure contai) 08 
‘maps of various sections of ‘thé 
/11 western states, showing to} 08 
‘raphy, metropolitan areas, iB 
|retail trading zones, perspecti ©; 
San Francisco by census tr‘; 
where wholesale drug and 
|salesmen go, etc. Also shows |: *4- 
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ion of branch stores of San Fran- 
isco retailers, the area covered 

manufacturers’ branch sales | 
;-rees from San Francisco, and 
er data. Published by the San-| 
Francisco Chronicle. 


984. Oakland Tribune Year 
Book, 1948. 

A large size, 144-page printed 
vook designed primarily for pub- 
ic consumption, but containing a 
yvealth of data on employment, 
jusiness and industry, as well as 
population and living standards, in 
the Oakland area. Published by 
the Oakland Tribune. 


No. 


No. 


990. Greater Los Angeles 
Transportation Data. 

A single sheet giving brief sta- 
tistics on retail business, per capita 
sales, and riders on public trans- 
portation in the Los Angeles mar- 
ket, published by Maynard Boyce, 
Inc. 


CANADA 


No. 823. French Market Zones in 
Quebec. 

Number of retail stores, their 
total sales, number of employes, 
total wages and other data for 
each county in Quebec are listed 
in this booklet, published by ‘Le 
Soleil, Quebec. Circulation of the 
leading newspapers, population 
and other facts about the two 
zones of Quebec—Zone 1, consist- 
ing “mainly of the more urban 
western concentrated markets 
with a greater proportion of Eng- 
lish population,” and Zone 2, 
composed mainly “of the eastern 
broad rural and manufacturing 
markets with a high percentage of 
all- French - speaking prospects.” 
An April supplement brings all 
information to date. 


No. 825. Five Reasons Why St. 
Thomas, Ontario, is a Better 
Market. 


This circular gives descriptive 
and statistical material about St. 
Thomas under these headings: 
population, retail outlets, progres- 
sive market, industry - employ- 
ment, and coverage. Issued by 
the St. Thomas Times-Journal, it 
contains a map of towns in a 30- 
mile radius. 


No. 874. Thomson Dailies’ Market 
Data. 


Thomson Dailies, which —s 
lishes daily newspapers in Guelph, | 
Galt, Sarnia, Welland and Port 
Colborne, Kirkland Lake, Cha- 
tham, Woodstock-Ingersoll and 
Timmins, Ont., has issued a series 
of standardized market data fold- 
ers covering each city. Included 
are basic figures on population, 
number of homes, employment, to- 
tal payroll, etc., as well as retail 
outlets, retail sales figures, princi- 
pal industries, etc. 


No. 875. Nelson, B. C., Market 

Data. 

A series of single sheets giving 
data on various industries and en- 
terprises in and around Nelson, 
B. C., published by the Nelson 
Deily News. 


Ni 


963. Facts, Figures and Sta- 
‘istics on Montreal. 

comprehensive collection of 
market data facts on metropolitan 
Montreal, as well as media data. 

t up-to-date and current by 
' stant checking with the census 
bureau, local statistical offices and 
Sirilar organizations. Published 
the Montreal Daily Star. 


N. 964. Quick Facts About the 
Montreal Market. 

\ pocket-size, loose-leaf book | 
0! tacts and figures on the Mont-| 
te.l market, designed for quick 
all easy reference. Published by | 
t) Montreal Daily Star. 


N 979. Industrial British Colum-_ 
bia, 1946. 
n elaborate, plastic-bound vol- | 
use of about 100 giant pages, | 
‘enting a complete picture of| 
sh Columbia and Vancouver | 


from every angle. Published by 
the Vancouver Sun. Contains his- 
tory, vital statistics, innumerable 
pictures, charts and tables. 


COLORADO 


No. 808. A New Perspective on 
the Region of the Rockies. 


Station KOA, Denver, published | 


this four-page 
relative gains 


report showing 


state incomes and per capita in-| 


comes, 1946 over 1939, with sim- 
ilar data on Denver, plus other 
market information about. that 
city. 


DISTRICT OF COLUMBIA 


No. 958. Washington, 
Monthly Grocery Inventory. 


An inventory of 60 grocery 
stores in the city and retail trad- 
ing zone of Washington, with 
monthly reports issued on aver- 
age units sold per store, per cent 
of distribution, average stock on 


' 


| 
| 
| 


of eight Rocky | 
Mountain and bordering states in | 


| 


D. C.,| 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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hand per store, and total units| products. Published by the Wash-| only to grocery advertisers and 


sold of 350 well-known branded! ington Times-Herald. Available| their agencies. 


pnw 


SALES COME EASIEST WHERE 
FARM INCOME IS HIGHEST! 


Knowing which farmers are best off in each community 
helps to simplify your problem of farm selling. It’s easier 
and it costs less to sell your best prospects first. To help 
you learn more about farmers and farm markets, members 
of the Midwest Farm Paper Unit enlisted the help of the 
Census Bureau in making special tabulations regarding 
their farm subscribers. Results of this study give 
facts never before available about your best 
potential farm customers. They also provide 
an invaluable library of farm media values. All 
this information is available in a new, 36 page 
booklet, ““Where Mass Is Class’’. Send request 
on letterhead now for your free copy. 

In making tabulations, the Census Bureau matched lists of subscribers 
with farmer's names secured in the 1945 Census of Agriculture. In ac- 
cordance with the law, the Bureau did not reveal any information regard- 


ing any individual farm or farmer. All expenses in connection with the 
tabulations were borne by Midwest Farm Papers, Inc. 


THE FARMER » NEBRASKA FARMER + WALLACES’ FARMER and IOWA HOMESTEAD + PRAIRIE FARMER + WISCONSIN AGRICULTURIST end FARMER 
Midwest offices at: 250 Park Ave., New Yark + 59 E. Madison.St., Chicago + 542 New Center Building, Detroit - Russ Building, San Francisco - 645 S. Flower St., Los Angeles 
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Available Market Data — Local 


To secure copies of data listed, use the handy coupons 


No. 959. New Passenger Car Reg- 
istrations. 

A map containing a tabulation | 
of new passenger car sales for 
1947 in the District of Columbia, 
Arlington and Fairfax counties, | 
Virginia; Montgomery and Prince) 
Georges counties, Maryland, and 
Alexandria City, Va. Individual- 
make data available for each of| Times-Herald, these are separate 
the 96 census tracts in the area.) route lists of all grocery stores in 
Published by the Washington|D. C. and nearby areas of Mary- 
Times-Herald. ‘land and Virginia, and lists of 

|drug stores and liquor stores in 
No. 935. The Washington Post| the District. 
Brand Survey, 1947. | 

A 92-page volume giving the de- | N°. 934. 
tailed results of a brand inventory Market Data Book. 
study made in April, 1947, cover-| Described as “a treasury of re- 
ing baking ingredients and baked liable data on population, house- 
goods; beverages, juices, fruit| holds, market areas and shopping 
drinks; canned vegetables, fruit | centers in the metropolitan district 


|soaps, cleansers, laundry supplies; 
‘cosmetics and dentifrices, and 
cigarets. Published by the Wash- 
ington Post. 


No. 957. Washington, D. C., Gro- 
cery Route List, Drug and 
Liquor Route Lists. 


and soup; condiments, flavorings,|of Washington,” this book gives | 
frosted 1940 and 1946 figures for 24 sepa-_ 
foods; meats; miscellaneous foods;' rate areas, with maps and statis- | 


sauces; dairy products; 


Published by the Washington 


The Washington Post’s 
|No. 870. Metropolitan, Miami Flor- 


tics. Published by the Washington | 


Post. 
FLORIDA 


No. 816. Negro Market Study. 


Published by WMBR, Jackson- 
ville, Fla., this booklet in 37 pages 


gives a wealth of data about Jack- | 


sonville Negroes’ radio listening 
habits, brand preferences for beer 
and smoking materials, 
habits, earning power and the 
like. About a third of the city’s 
people are Negroes. 


No. 976. Lakeland Market Data. 


Coverage map and market data 
sheet on the Lakeland, Fla., mar- 
ket. Published by WLAK, Lake- 
land. 


ida. 

One of the handsomest market 
data volumes published, this one 
was issued by the City of Miami 
to note a half century of progress. 
Copiously illustrated with color 
pictures, it also fully reports on 


reading | Service 
| ’ 


‘title of the booklet. 


the city as an important trade and 
travel hub, as the center of a rich 
farm area and, of course, as a 
vacation spot. Figures cover 


‘amount of air freight, shipping 
| tonnage, bank deposits, manufac- 
| turing volume, etc. 


No. 853. Florida’s Fastest Grow- 
ing Market. 

St. Petersburg Newspapers’ 
representing the Inde- 
pendent and Times, has issued 
this booklet putting St. Petersburg 
under the microscope to reveal 
with picturegrams and statistic- 
ally how this city lives up to the 
It names 
names of other Florida cities in 


| the process. 


GEORGIA 


No. 837. 
Data. 
Published by the Columbus 
Ledger - Enquirer, this file - size 
folder includes standardized mar- 
ket data for the area, wholesale 


Columbus, Ga., Market 


rm 


Photograph by Samuel Kravitt " 


. e | 
3 «= This 1s New Haven— : 
} THE CONNECTICUT MARKET AT THE ; 
; GATEWAY OF NEW ENGLAND 
The Register is the dominant force in formulating public ‘ 
‘ opinion in one-fifth of Connecticut, both urban and suburban. 
, This area extends for 55 miles along the shores of Long Island , 
. Sound. 
9 lf you want to sell your product to these people, take advan- ; 
: tage of this great reader acceptance when it appears in the | 
\ columns of Connecticut’s leading newspaper. $ 


The New Haven Register ' 


and retail outlets, weather da a, 
etc. 


No. 904. Augusta, Ga., Mar & 
Data. 


A file-size folder of basic marie: 
data on the Augusta market, pi b- 
lished by the Branham Comp: ny 
for the Augusta Chronicle. 


No. 905. 
Data. 
A file-size folder of basic marke: 


data on the Columbus market, 
published by the Branham Com- 


Columbus, Ga., Marke; 


pany for the Columbus Leder. 
Enquirer. 

No. 1023. WGAC Facts and } ig- 
ures. 

Station WGAC, Augusta, Ga, 


lists a table of market figures on 
population, total families and 
radio families, number of retaj! 
stores, retail sales and other de- 
tails in this folder, which also 
contains coverage maps for its 
area. 


HAWAII 


No. 868. Standard Market Data 
for Honolulu, Hawaii, U.S.A. 
An annual publication, this re- 
port prepared by the Honolulu 
Star-Bulletin lists the number of 
retail outlets of various types in 
each Hawaiian island and other 
market information about Hawaii, 
plus material on Honolulu’s retail 
trading area. 


ILLINOIS 
No. 805. Chicago’s $1,200,000,000 
Food Market. 


This 60-page brochure, compiled 
and published by the Bob White 
Organization, food marketing 
service, provides a digest of all 
food distribution facilities avail- 
able in the Chicago market: chain 
store groups, wholesale grocers, 
and direct selling organizations. 
It includes a section on advertis- 
ing media, among them, neighbor- 
hood and community newspapers, 
reaching food buyers and retail- 
ers. 


No. 831. Pantry Poll. 


A study of changing consumer 
brand preferences of groceries and 
allied products in the Chicago 
area is presented in this poll, of 
which results are published four 
times annually by the Chicago 
Sun-Times. The poll covers 400 
representative families who are 
asked brand preferences on 4a 
broad variety of products. The 
current report covers 1,500 items 
in 129 product classifications. Mis- 
cellaneous data include days on 
which most groceries are pul- 
chased and other shopping habits. 


No. 883. Consumer Buying Habits 
in Selected South Central Illi- 
nois Communities. 

This 44-page , printed study, 
made by P. D. Converse, professor 
of marketing at the University 
Illinois, has been published bY 
the Bureau of Economics and !us'- 
ness Research of the Universily 
of Illinois. It presents factua! 1 
formation on places of purcnas¢ 
and patronage motives of the res!- 
dents of two county seats, Taylo!- 
ville, Christian County, and ‘he!- 
byville, Shelby County and 
village and rural resident: 
Christian County. It also ‘aces 
the movement of trade in ani out 
of Taylorville and Shelbyvil °. 


No. 1024. Population Charecte' 
istics of Metropolitan Ch °49° 

In this study the Chicago "rid- 
une reports its sample cens's © 
metropolitan Chicago—the i‘! 
and the 225 suburbs within « 4 
mile radius of the Loop—an: 4 
scribes population character st! 


in four groups of tables: (1) 24 
viduals; (2) households; (3) ‘*™* 
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ies, and (4) families or house-|sales are 65% above the national 
olds in which food is regularly | average. 


repared and served at home. No. | ’ ‘ 
; constitutes a new marketing N°. 822. The Sioux City Story. 


unit—“the domestic table unit’—| This brochure, adapted from a 
wich may be a family or a group | Motion picture of the same name, 
of two or more families. The re-| has been published by the Sioux 


port shows 1,272,036 of these do- City Tribune in order to present 
mestic table units in the area | Statistical data on the business 


No. 834. 
Beer Permit Route List for! 


the Cedar Rapids Market. _— To secure copies of data listed, 
Wholesalers and retailers in the 


Grocer, Druggist and) Available Market Data — Local 


use the handy coupons 


city and surrounding trading area | 
are included in this combination | KANSAS 
route list published by the Cedar; No. 1017. Facts About Fort Scott, 


Rapids Gazette. Kansas. 


studied, with an average of 3.5, and agriculture of Sioux City. 


persons per unit and an average 
weekly food bill of $24.42 for 65.4 
rneals. The technique for making 
the study was developed by Dr. | 
George H. Brown, professor of 
marketing in the school of busi- 
ness at the University of Chicago, 
who served as adviser throughout 


the study. 


No. 895. Chicago’s Class Market. 


Results of a survey made in 
one of Chicago’s legitimate theaters 
by the Chicago Stagebill, which 
reports on reading habits, fre- 
quency of theater attendance, oc- 
cupation, income, travel and other 
data on theater patrons. 


No. 945. The Quad-City BMB 
Story. 


BMB facts, plus additional mar- 
ket data, on the Rock Island, Mo-— 
line, East Moline and Davenport. 
area, published by WHBF, Rock | 
Island, Il. 


No. 989. Beyond Chicago’s Sky- 
line Lies That All-Important 
25%. 

Chicago Car Advertising Com-) 
pany issued this brochure, dis-_ 
cussing the size and composition 
of Chicago suburbs, complete with 
maps and statistics. 


No. 994. For Primary Coverage 

in a Primary Market. 

An unusual volume which de-| 

votes a page to each of 100 or so. 

NBC markets, comparing the sta- 

tistics for each market and station 
with that of WEEK, Peoria, III. 


INDIANA 


No. 814. Test Town U.S.A. 

The test town is South Bend, | 
Ind., and the South Bend Tribune | 
annually publishes this compend- 
ium of current market data for) 
the city. The volume covers the | 
population of the city and its. 
seven-county market area, its | 
buying power and income, retail | 
sales, newspaper circulation, em- 
ployment and the names of dis- 
tributors in various fields. An} 
opening page tells how South 
Bend is extensively used by vari- 
ous organizations for testing pur- 
poses. 


No. 815. Business Bulletin. 

The South Bend Tribune pub- 
lishes this bulletin on current 
market conditions in its area 
monthly. It supplements. the 
hewspaper’s annual volume (No. 
814) above. 


No. 1029. Distribution of Cosmet- 
ics and Toiletries in the Gary 
Trading Area. 

A complete chart, by brands, 
prepared by the Gary Post-Trib- 
une. showing the distribution of 
Cosmetics and toiletries in stores 
representing about 50% of the to- 
‘al retail volume in this classifica- 
Non in the Gary retail trading 
area’ Accompanied by a consider- 
able volume of basic data on the 
Gary market, population, income, | 
spec.al characteristics, etc. 


IOWA 


No. 821. Retail Druggist and Re- 
‘ail and Wholesale Grocery 
Route Lists. 

Piblished by the Sioux City 
Jou-nal-Tribune, the grocery list 
nel des a large folding map of 
‘he city and groups wholesalers 
‘nk such divisions as food brok- 
“ts, ‘ruit wholesalers, butter, eggs 
‘nd produee and fish, while the 
ow tist list opens with a preface 
“aing that Sioux City drug 


Data was prepared from reports 
of the Bureau of the Census, the 
Department of Agriculture and its 
Bureau of Economics and Sales 
Management’s 1947 Survey of 
Buying Power. 


No. 820. Five Ways to Approach 
a Market Map. 

The Sioux City Journal-Trib- 
une has studied the Sioux City 
market in five categories—the city, 
county, primary market area (12 
counties nearest the city), second- 
ary market areas (55 county ABC 
retail trading zone) and wholesale 
market area (seven surrounding 
states). Statistics in each include 
circulation, population, number of 
families and buying income. 


No. 835. 
Cedar Rapids Market. 

Four - page, file-size mimeo- 
graphed folder with data on pop- 
ulation, industry, retail sales, gross 
income from farms, based on state 
and other estimates for 1948 and 
1947. 


No. 960. The 1947 Iowa Radio 
Audience Survey. 
Maps, charts and pictorialized 
data in this 84-page report sup- 
port statistics analyzing listener- 
ship by station, county, type of 
program and many other criteria. 
The tenth in a series conducted for 
WHO, Des Moines, by Dr. Forest 
L. Whan, University of Wichita, 
it contains 10-year comparisons on 


many items. 


| 
1948 Market Data on mal A four-page fact file on Fort 


Scott, Kans., published for the 


Fort Scott Tribune Monitor by 
Southwest Dailies. 


KENTUCKY 


No. 876. Station Audience Report, | 
March, 1946. 


BMB report, with additional 
data on population and effective 
buying income, covering Station | 
WCMI, Ashland, Ky., which also! 
has studios in Huntington, W. Va. 


No. 944. Kentuckiana—lIts Poten- 
tialities. 


A 24-page report of a factual 
survey of the Louisville trade ter- 
ritory, published by the Courier- 
Journal and Louisville Times. The 
study is a detailed report on 60) 


counties, as of Oct. 1, 1947, and 
also includes a large scale, full 
color map of Louisville to show 
areas of low, medium and high 
rents. 


No. 906. Louisville Market Data. 


A file-size folder of basic market 
data on the Louisville market, 


| published by the Branham Com- 


pany for the Louisville Courier- 
Journal and Times. 


No. 885. Station Audience Re- 
port, WLAP. 

A BMB audience report on 
WLAP, Lexington, Ky., supple- 
mented with considerable data on 
population and effective buying 
income covering the “bluegrass” 
counties of Kentucky. 


LOUISIANA 


No. 836. New Orleans Market. 
File-size folder published by 
New Orleans Times-Picayune and 


ALL THE FACTS ABOUT THE 
PHILADELPHIA MARKET 
STRAIGHT FROM HEADQUARTERS! 


In Philadelphia— 
nearly everybody 
reads The Bulletin 
Evening and Sunday 


ang kes 
u S iy 
Four Hoyos Area, al 
2 aig wet Bury 0M See 
Leak in Coa i~2=a Pend 
Beaty =: — o rea 


YV.;, The Bulletin gives you all the facts and figures 
about the flourishing Philadelphia market today . . . keeps you 
right up to the minute on consumer preferences in America’s 
third largest city. 


Here are four exclusive, fact-filled guides to bigger and 
better business in Philadelphia—four more reasons why the 
headquarters for market and consumer information in Phila- 
delphia is The Bulletin—largest evening newspaper in America! 


i THE BULLETIN 1948 CONSUMER ANALYSIS OF THE PHILADEL- 
PHIA MARKET—the third annual over-all picture of Philadelphians’ 
shopping and living habits. 


2 “THE PHILADELPHIA MARKET"—a 26-page book which gives all 
available data for the entire retail trading area, breaks down 
the city into 7 sales areas and each area into routes. 


3 ROUTE LISTS — Complete route lists of grocery stores and drug 
stores, designed on an entirely new basis, include maps and descrip- 
tive data on population, families, and rental values of Philadelphia 
divided into 50 routes and 7 sales areas. Fits in with the territorial 
arrangements of the study outlined in item 2. 


4 virectory OF FOOD DISTRIBUTORS AND MANUFACTURERS’ 
REPRESENTATIVES IN PHILADELPHIA AREA— 96-page book listing 
officers and buyers of the grocery chains and super-markets, 
retail-owned warehouses, wholesalers, voluntary groups and man- 
ufacturers’ representatives. 


Get all of this wealth of information—straight from market 
headquarters in Philadelphia —The Bulletin. It's yours for the 
asking. Simply use your letterhead and write: National Adver- 
tising Department, The Bulletin, Philadelphia 5, Pa. 
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Available Market Data — Local 


To secure copies of data listed, use the handy coupons 


States, containing population and| market. 


other salient data on the New Or-!|ing Advocate and State Times. 


leans market, along with coverage 
and buying power maps. 


No. 907. 
Data. 
A file-size folder of basic market 

data on the Monroe, La., market, 

published by the Branham Com- 
pany for the Monroe News-Star 
and World. 


Monroe, La., Market 


No. 908. Shreveport, La., Market 
Data. 


A file-size folder of basic market 
data on the Shreveport market, 
published by the Branham Com- 
pany for the Shreveport Times. 


No. 982. Baton Rouge Market 
Data, 1947. 
An eight-page printed folder 
containing detailed maps and 
data on the Baton Rouge, La., 


MARYLAND 


No. 991. Baltimore on Wheels. 

Brochure published by Car- 
Cards, Inc., giving basic market 
data and transportation advertis- 
ing facts on Baltimore. 


MASSACHUSETTS 


No. 841. Worcester Grocery and 
Drug Store Route Lists. 

Two separate pocket-size vol- 
umes containing complete route 
lists of grocers and drug stores in 
Worcester and its trading area. 
Published by Worcester Telegram- 
Gazette. 


No. 980. New England Market. 


New England retail trading 
areas are handled market by mar- 
ket in this 108-page book, issued 


|by the New England Newspapers 
Advertising Bureau. Population, 
|housing, manufacturing and re- 
tail trade are covered for each 


Retail Distribution of Grocery 
Store Products in the Wor- 
cester, Mass., Market. 


From data compiled by the New 
England Newspapers Advertising 
Bureau, the Worcester Telegram- 
Gazette has reprinted the Wor- 
cester data showing retail distri- 
bution attained by several hun- 
dred brands of grocery products. 


No. 890. Greater Lawrence, Mass. 
A single-page reprint giving 
buying income, retail sales, food 
sales and wholesale sales data on 
the Lawrence, Mass., market. Pub- 
lished by the Eagle-Tribune. 


No. 894. The New Bedford Market. 


An illustrated file folder in 
which the Standard Times, New 
Bedford, maps its market area, 


lists its industries, tabulates mar- 
ket data and provides coverage 
information. Additional sheets, 
folders, etc., are developed from 


area, and the front pages of mem-/|time to time to keep data up to 


Published by the Morn-| her newspapers are also shown. | date. 


No. 842. Ninth Annual Survey Of | No. 967. Boston, America’s Fifth 


Market. 
A handsome, case-bound book 
of 64 pages, published by the Bos- 
ton Herald-Traveler. It contains 


a wealth of data, including popu- | 


lation, families, rents, residential 
structures, heating fuels, refrig- 
eration and radio equipment, and 
passenger automobile ownership, 
for 24 communities within corpo- 
rate Bosten and 39 cities and 
towns outside the corporate lim- 
its, but all within a 15-mile radius 
of the Boston city hall. 


968. Retail Distribution of 
Grocery Products in the Bos- 
ton Metropolitan Market. 
Figures on percentage of inde- 
pendent and chain distribution 
achieved in various segments of 


No. 


The Fabulous Farm Belt 


A -49,000,000,000 


MARKET! 


Forty-nine billion dollars a year income—300 per cent more spending money 
than he had ten years ago! That, in a nutshell, is the amazing story of the 
American farmer—the man who has really cleaned up on rising prices and the 
high cost of living. 


How to reach him? How to sell him your products? Easy—his weekly news- 
paper. More than seventy million Americans on farms and in small and sub- 
urban towns rely on their weekly newspapers for counsel, for news of commu- 
nity events and the doings of their neighbors and friends. These papers are 
more than just newspapers; they are a part of country life. Reading them is 
a ritual—they are read thoroughly and leisurely, every item, every ad. Ninety 
per cent of them circulate in towns under 10,000. 


The American Press’ Association makes the use of these weeklies simpler and 
more profitable than ever before. Its service includes the “Continuing Evalu- 
ation Study of Weekly Newspapers” conducted by the American Weekly News- 
paper Publishers’ Council, which permits you to compare and select those 
weeklies offering greatest coverage at the lowest cost. The American Press 
Association takes care of all details—handles the mats, plates, orders, check- 
ing, billing and paying—and renders one complete bill each month. It’s as sim- 
ple as that. A representative will call at your request. 


AMERICAN PRESS ASSO 


225 West 39th St. 


Chicago 


General Manager — Charles Emde 


Detroit 


Philadelphia 


Boston 


CIATION 


New York 18, N. Y. 


the Boston metropolitan area by 
several hundred grocery prod) ots 
brands. Reprinted from the ni ith 
annual survey of the New E ig. 
land market by the New Eng) nj 
Newspapers Advertising Bur: ay. 
and available through the Bos to, 
Herald-Traveler. 


| 


| MICHIGAN 


|No. 860. Market Data Majs— 
Grand Rapids. 

| Walker & Co., outdoor advertis- 
ing company, has published a se; 
of 17x22-inch detailed maps 9; 
| Grand Rapids, Mich., showing (1) 
| separation of areas by family in- 
come levels; (2) distribution of 
drug stores; (3) gasoline stations: 
(4) supermarkets; (5) independ- 
ent grocery stores, and (6) shop- 
| ping centers. 


No. 861. Market Data Maps— 
Flint, Mich. 

A set of maps of Flint, Mich. 
printed by Walker & Co., contain- 
ing data similar to that on the 
Grand Rapids maps (see No. 860). 
and also showing on a “Flint, the 
Vehicle City” map where the big 
Buick, Chevrolet, Fisher Body, 
| A. C. Spark Plug and other large 
plants are located —to indicate 
where the employes work in rela- 
tion to the other parts of the city. 


'No. 862. Market Data Maps—De- 
troit. 

As with its Grand Rapids and 
| Flint, Mich., maps (Nos. 860-1), 
|Walker & Co. here plots on De- 
troit street maps where retail 
|shopping centers, independent 
|grocers, super markets, chain re- 
|tail, gasoline stations and drug 
| stores are, and where the different 
income groups and the large in- 
‘dustrial plants are situated. Also 
printed for Detroit is a map show- 
|ing location of movie houses, an- 
|other on population distribution 
jand another to represent auto 
| registration. 


No. 996. Travel Survey of Detroit 
Residents. 


Made in January, 1947, by the 
Detroit News, a 24-page tabula- 
tion of travel preferences and de- 
sires. 


No. 997. Third Quinquennial De- 
troit News Survey of the 
Detroit Market. 

The survey, completed in 1946 
and supplemented by “News of 
Detroit” since March, 1947, covers 
population, housing, age groups, 
income, rental values, residence 
values, shopping habits, durable 
goods ownership, purchasing 
preferences, etc. A 48-page file 
size book, in four colors. 


No. 998. Retail Sales in Wayne 
County. 


Covers 89 classifications, based 
on reports of the Michigan De- 
partment of Revenue. Issued 
quarterly by the Detroit News. 


No. 999. Map of the Detroit Area 
by Census Tracts. 
A 17x22 map showing census 
tracts, published by the Detroit 
News. 


No. 1000. Population, Housing and 
Economic Rating of Greater 
Detroit by Census Tracts. 

First supplement to the “‘hird 

Quinquennial Survey (No. 99% 

above); 20 pages. Publishei >Y 

the Detroit News. 


No. 1001. Salesmen’s Map o De- 
troit and Suburbs. 

Shows nationality and sho pits 
centers, in full-color, 28x44 maP 
published March, 1948, by th De- 
troit News. Price $1. 


No. 995. Detroit News Route Lists 
of Detroit and Suburbs. 
Separate books covering 
different lines of business. Pv 
lished by the Detroit News. N 
available free. Prices are a {0 
lows: Beer dealers, $3; d«patt 
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ment, variety, dry goods stores 
and gift shops, $1; drug stores, 
33; food brokers and wagon job- 
pers, $1; hardware and paint out- 
lets, $1; grocery, meat and drug 
stores, $3; liquor by glass and out- 
le ts, $3. 


No. 1002. Detroit Monthly Gro- 
cery Inventory. 

A new service which started 
January, 1948, providing monthly 
movement reports. Available to 
manufacturers and agencies for 
the classification in which they 
have a product. Produced by the 
Detroit News. 


MINNESOTA 


No. 856. Consumer Analysis of 
the St. Paul Market. 


This major report, published an- 
nually by the St. Paul Dispatch- 
Pioneer Press and based on 3,000 
questionnaires, shows brand pref- 
erences and buying habits in the 
St. Paul market. The first issue 
was completed last year. It fol- 
lows the method originated by the 
Milwaukee Journal.  Classifica- 
tions covered are food products, 
soaps, toiletries, beverages (in- 
cluding alcoholic), home equip- 
ment and general habits (smok- 
ing, plans to build homes, dog 
ownership, car preferences, etc.). 

The study also includes data on 
occupation of the head of the 
house and by income group, type 
of stores where groceries are 
bought, number of persons per 
family, etc. The 1948 volume is 


now in preparation. 


| 
Nos. 857-8. Drug Store Route | 
List; Retail Food Dealers) 


Route List. 


The St. Paul Dispatch-Pioneer | 
Press has prepared two booklets | 
listing delivery routes for drug | 
and food distributors in the St.) 
Paul trade territory. 


No. 859. How the St. Paul Half, 
of the Nation’s 9th Market 
Can Serve You. 


A plastic-bound booklet, this | 
study by the St. Paul Dispatch-. 
Pioneer Press goes into the buy-| 
ing power of the east part of the! 
$1 billion Twin Cities market. | 


No. 867. The Upper Midwest}! 
Market. 


The Minneapolis Star and Trib- | 
une have issued this brochure giv- 
ing vital market statistics on the 
region of the Dakotas, Minnesota 
and western Wisconsin. Included 
are figures on population, retail 
outlets (by product classification 
as well as total), families owning 
homes, families with wired homes, 
farm income and other subjects. 


No. 933. WTCN Coverage Map. 


Population, radio homes, retail 
Stores and retail sales figures for 
the primary and secondary areas 
of WTCN, Minneapolis-St. Paul, 
are included in this coverage map 
folder. 


MISSISSIPPI | 
} 


N.. 910. Meridian, Miss., Market | 
Data. 


. file-size folder of basic market 
de'a on the Meridian market, pub- 
lis.ed by the Branham Company 
fo the Meridian Star. 


N 1006. Over 18 and a Honey. 
‘our-page folder reviewing the 
b ic industries of Harrison 
inty, Miss., published by the 
E oxi-Gulfport Herald. 


N 1007. Greenville on the Mis- | 
Sissippt. 
market data folder on the | 

G cenville, Miss., market issued | 


the Delta Democrat-Times. 


MISSOURI 


\ 911. Springfield, Mo., Market | 


Data. 
. file-size folder of basic market | 
: on the Springfield, Mo., mar- | 

published by the Branham | 


> 


ke 


Company for the Springfield News, 
Leader & Press. 


NEBRASKA 


No. 804. Route Lists and Direc- 
tories. | 
A route list of retail drug stores | 
(metropolitan Omaha, Council | 
Bluffs, outstate Nebraska and 
southwestern Iowa); route list of 
retail grocers (metropolitan 
Omaha, Council Bluffs, suburban | 
Omaha); a directory of Omaha 
wholesale distributors of home ap- | 
pliances and equipment, and a! 
complete grocery list for the state 
of Nebraska and 10 counties of 
southwestern Iowa have been | 
published by the Omaha World- | 
Herald. 


No. 962. Mass Market Coverage | 
in Omaha. 

A six-page file folder produced 
by Loomis Transportation Adver-| 
tising Company, containing data) 
on population, income _ sources, | 
living standards and buying habits | 
of residents of the Omaha and | 
Council Bluffs area. 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertis- 
ing executives concerned with 


moving goods or selling serv- 
ices to the nation’s industrial 
Com- 


and consumer markets. 
bination rates make this “pack- 
age” as economical as it is 
complete. 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING AND 
INDUSTRIAL MARKET DATA BOOK 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 
THE ADVERTISING FIELD 


Represented nationally by George A. McDevitt Company 


The Boston Herald-Traveler offers you an adver- : 
tising medium that has long ‘held No. 1 spot in its _ 
home market and that is a ranking member of the xs 


blue-ribbon group nationally. 4g 
Here in Boston we have carried the greatest a 
volume of total paid advertising every year for a 


21 straight years. And 1947 was the largest in 
history —a whopping 23,345,760 lines. 


ssescengg 
aceeseene 


With continued leadership in total linage, for 
practically every"cdtegory Gcross the board, we 
also show the way in gains as well. For instance, in 
1947 the Herald-Traveler led all Boston papers in 
total Retail by about 4 million lines over the second 
paper. And our 1947 gain in this key classification 
was the greatest in the city, as well. 


In the national picture, too, the Herald-Traveler 
habitually out-ranks some of the greatest papers 
in the country. For in 1947, in total General 
Advertising, the morning Herald ranked third to 
the Chicago Tribune and New York Times, while 
the evening Traveler was second only to the 
Chicago News. So the space-buyer’s lot is an easy 
one in Boston —the Herald-Traveler —No. 1 on 
the list, now as always. 
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Available Market Data — Local 


To secure copies of data listed, 


use the handy coupons 


NEBRASKA 


No. 802. Consumer Analysis of 
the Greater Omaha Market. 

Consumer brand preferences, 
market trends and buying habits 
relating to products sold in the 
greater Omaha market are the 
subjects of this plastic-bound 
study, published by the Omaha 
World-Herald. It covers foods, 
soaps, beverages, homes and 
equipment and a section called 
“General,” which includes owner- 
ship, use and preferences for autos 
and automotive products, air 
travel, cigarets, foundation gar- 
ments, fountain pens, vacations 
and other items. 


NEVADA 
No. 809. Facts about Reno, Sparks 
and Washoe County, Nevada. 


The Reno Gazette and Nevada 
State Journal have published this 


|folder giving population, history, 
climate, manufacturing, wholesale, 
retail, financial, transportation, 
tax, mining, and other informa- 
tion about this area. 


No. 810. Retail Food Outlets in 
Reno. 

This booklet contains several 
pages of route lists of food stores 
in Reno, Nev., and the Reno retail 
trade zone. It is published by the 
Reno Gazette and Nevada State 
Journal. 


No. 811. List of Liquor Retailers, 
Wholesalers and Importers in 
Nevada. 

This lengthy report lists the 
name of company, store, bar or 
club; name of owner; address and 
type of dealer, by counties, to 
show the distribution and sale of 
wine, beer and liquor in Nevada. 


It was compiled by Ray E. Burke 


and Alice H. Gladding, Reno, and 
published by the Reno Gazette 
and Nevada State Journal. 


NEW HAMPSHIRE 


No. 954. The Real One-State Mar- 
ket in New England. 

A 12-page file-size folder pub- 
lished by the Union-Leader, Man- 
chester, N. H., giving data on 
population, retail sales, payrolls, 
leading industries, etc., for the 
state of New Hampshire. 


No. 955. A Market Analysis of the 
Manchester Area, Six County 
Trade Area and New Hamp- 
shire. 

This detailed study, resulting in 

a 29-page report, was made for 

the Manchester Union-Leader by 

Ross Anderson Merchandising 

Service, and published Oct. 15, 

1947. It is a complete compila- 

tion of data. from government 

and trade sources, covering every 
phase of business and industry in 
the area. 


500,000 circulation. 


a milline rate of $1.63. 


counties—with nowhere less than 27% coverage 
—and completely dominates 81 counties with at 
least 50% family reading in each! 

Only nine cities have newspapers that top its 


Reaching 70% of lowa’s buyers—with a buy- 
ing income of nearly five billion—The Des Moines 
Register wraps them up in a single package for 


* 


ADVERTISING 
MANAGER 


There he goes again — trying to show how 
The Des Moines Sunday Register covers lowa! 


He'll have to stretch farther than that! The 
Des Moines Sunday Register reaches all 99 lowa 


THE DES MOINES 
REGISTER anv TRIBUNE 


=a 
ioe 
Sh hing Way, *: 


PACKAGES A STATEWIDE URBAN MARKET 


RANKING AMONG AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


| 
] 


NEW JERSEY 


No. 812. Basic Market Data for 
New Jersey. 

The Newark News, on this 17x 
22-inch single sheet, shows hun- 
dreds of statistics on population, 
home ownership, income, retail 
volume by different types of 
stores, registration of automobiles, 
manufacturing volume, etc. — for 
Newark, for Essex County and 
each town therein, and for the 
other counties in northern Jersey. 
The easily read tabular chart also 
shows how North Jersey compares 
with the U. S. in respect to each 
group of data covered. 


No. 813. 60 Top ‘City-Counties.’ 

In a companion sheet to No. 
812, the Newark News tabulates 
market data for “the concentrated 
half of America that accounts for 
48% of America’s total buying 
power.” The 60 biggest markets 
are listed in order of 1947 popula- 
tion, and for each is shown data 
such as is covered in the com- 
panion piece. 


No. 819. What makes a 100,000 
city? 

The Atlantic City Press-Union 
in this 4x9-inch booklet answers 
its own question by pointing out 
that, while the census for Atlantic 
City, N. J., puts its population at 
about 65,000, its own and border- 
ing communities’ populations ag- 
gregate 103,000—all in the city 
zone. It follows with market data 
about this zone. 


NEW YORK 


No. 800. Buffalo Buying Power. 

This 20-page brochure, pub- 
lished by the Buffalo Courier-Ex- 
press, shows, with color graphs 
and maps, the different levels of 
buying power prevailing in the 
various sections of the city, and 
illustrates the extent of influence 
of such buying power differentials 
on actual sales results. An over- 
all description of the character- 
istics of Buffalo, with photo- 
graphic illustrations, appears in 
the opening pages. 


No. 801. Buffalo and Eight Coun- 
ties of Western New York. 

| The Buffalo Courier - Express 

| published this brochure as a com- 

| panion piece to its Buffalo Buying 


Power study, and the two make a 
thorough analysis of the market 
The county study is replete w th 
color maps, graphs and tables cov. 
ering population, sales, industry) 
employment and payrolls, and cis. 
tribution of people, including , 
breakdown of suburban popula- 
tion. All of this material is pre- 
sented in detail. 


No. 817. Facts You Should Knoy 
about Utica, N. Y. 


As its title indicates, this broad- 
side issued by the Utica Observer. 
Dispatch names the principal man- 
ufacturers in and about the city, 
tells about the area’s dairy and 
agricultural production and gives 
other information about its im- 
portance in the state. 


No. 818. Wholesale and Retail 
Grocery Route List. 

The Utica Observer - Dispatch 
has published this booklet listing 
a baker’s dozen of grocery routes, 
plus names of buyers and ad- 
dresses of each wholesale grocer 
and specialty jobber and the loca- 
tion of each chain grocery store 
The booklet also contains a de- 
tailed map of the city. 


No. 843. Facts Folder for 1948. 

File-size four-page folder giy- 
ing basic market data information 
on the Schenectady market, with 
Ross Anderson Merchandising 
Service the authority for some 
data, and U. S. census material 
used for others. Published by 
the Schenectady Gazette. 


No. 849. Guaranteed Coverage 
Area Map and WHN Market 
Data. 


File-size sheets published by 
WHN, New York, including a map 
of the station’s coverage area with 
essential data on population, retail 
outlets and sales, and a detailed 
tabulation by counties of the WHN 
“guaranteed coverage area,” show- 
ing population, total families, fam- 
ilies with radios and per cent of 
ownership. 


No. 863. Location Analysis o0/ 
New Passenger Car Sales. 
The Buffalo Courier - Express 
has published this report showing 
the number of passenger cars 
owned by make and model in each 
income area of Buffalo. Also, it 


SPOT RADIO ? 


Spot radio lets you hand - pick 
the 
best 


market - by - market. 


station which wilt do the 


selling job for you - 


SOUTHWEST 


VIRGINIA ? 


Southwest Virginia, of which Roanoke 
is the hub, is a complete market within 
itself. It represents 23.7% of Virginia's 


total buying power. 


WDBJ? 


WDBJ is a 24-year-old pioneer in 
this rich market - a consistent leader 
year after year in listener loyalty, 


prestige, coverage, and sales 
results! Ask Free & Peters! 
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gives the number of each type of 
-ar owned by business firms in the 
Buffalo area and in Erie County. 
Issued quarterly. 


No. 864. Buying Power Map of 
Buffalo. 

This map published by the Buf- 
falo Courier-Express indicates by 
color the relative buying power of 
each section of the city and sub- 
irban area. 


No. 865. Eight Counties of West- 
ern New York. 

A color map of the counties ly- 
ing close to Buffalo and of the city, 
with data on the population of 
each. A Buffalo Courier-Express 
issue. 


No. 866. Shopping Areas of Buf- 
falo. 

Another map issued by the 
Courier - Express, showing prin- 
cipal shopping areas, minor cen- 
ters and scattered stores in Buf- 
falo and its suburbs. 


No. 887. The Troy, N. Y., Mar- 
ket. 


A data file enclosed in a file 
folder, including a map of the 
trading zone, and a variety of sta- 
tistics covering population, retail 
outlets and sales, employment and 
wages, industrial data, etc. Pub- 
lished by the Record Newspapers. 


No. 9388. WQXR Coverage Map 
and Market Data Report. 


Map and market data on the 
WQXR listening market, pub- 
lished for the station by the New 
York Times. 


No. 972. Surveys of Sales of 
Selected Commodities in New 
York. 

A group of 10 surveys, ranging 
from monthly to annual, which 
are produced by the New York 
Journal-American covering ale, 
automobile’ registrations, auto- 
motive supplies, beer, liquor, 
razor blades, sports writers and 
cigar smokers, wines, and nu- 
merous special surveys. Of espe- 
cial importance is the continuing 
commodity survey, covering 18 
items in the grocery store classi- 
fication. 


No. 973. Sales Operating in the 
New York Market. 


A complete marketing analysis 
containing statistical and _ sales 
data on 18 different kinds of out- 
lets, including beer, department 
store, drug, electric appliance, fur- 
niture, gasoline, grocery, hard- 
ware, etc., etc. Published by the 
New York Journal-American. 


No. 974. Grocery Data—Statistics 
and Sales Data Covering New 
York City Outlets. 

_ Data covers corporate chains, 

independents, supermarkets and 

self-service stores, wholesalers, 
cooperative groups. Published by 

New York Journal-American. 


Ne 975. Market Data on New| 
York Beer Sales. 


study of beer distribution and 
sa. s in the New York metropoli- | 
a1 area. Published by the New, 
: Journal-American. | 


1025. Smoking Habits of New | 
York Herald Tribune Fami-| 
lies, 1940-1947. 


report, issued in January 
on smoking habits, brand | 
‘rences, etc., of New York) 


ild Tribune families, as re-| 
ed in the newspaper’s continu- | 
iome studies. Contains brand 
erences on cigarets, cigars and | 
tobaccos. 


1026. Radios Owned by New 
York Herald Tribune Fami- 
lies, 1940-1947. 

Spiral-bound, 18-page report, 
d on findings of the New York 
ild Tribune’s fifth edition of 
ontinuing home study. Com- 
ba: sons with 1940, 1944 and 1947 
shown for radio ownership, 


pre 
He 


po 


pre 
ply 


types of sets, brands owned, year | 


purchased, and buying intentions. 
Also includes data on phonograph 
records, includes preference as to 
types. 
No. 1027. Alcoholic Beverages 
Bought by New York Herald 
Tribune Families, 1938-1947. 

A 13-page report showing homes 
serving, types of beverages, volume 
of home consumption, and brands 
preferred, based on data gathered 
in the fifth edition of the New 
York Herald Tribune’s continuing 
home study. 


No. 1028. Toiletries Bought by 
New York Herald Tribune 
Families, 1944-1947. 

A spiral-bound, 17-page report, 
based on the fifth edition of the 
New York Herald Tribune’s con- 
tinuing home study, of purchases 
of toiletries, brand preferences, 
types of outlets favored, etc. 


NORTH CAROLINA 


No. 912. Raleigh, N. C., Market 
Data. 


A file-size folder of basic market 


eto ae 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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data on the Raleigh market, pub-;for the Raleigh News and Obser-| No. 884. Charlotte Market Data. 


lished by the Branham Company | ver. A group of half a dozen folders, 


INDIANAPOLIS STAR 


Consumer Analysis 


@ Lays the Indianapolis Metropoli- 
tan Market open for your guid- 


@ Reveals Buying Habits * Brand 
Preferences * Dealer Distribu- 


tion * Ownership 


@ 5,000 Housewives gave 


answers 


@ One of the Ten-Market-Compari- 
son Group—a Milwaukee Jour- 


nal type study 


@ Free of charge to executives of 
manufacturing and distributing 
firms and agencies—it's another 
service of THE STAR 


Write The Kelly-Smith Company, National 
Representatives, or the Advertising 
Department, The Star 


wgunen avn 


Let THE STAR provide the solution to your distribution, sales or 
advertising problem in the rich Indianapolis Market. Write for 
this authoritative and thorough consumer analysis. 


® FOOD PRODUCTS—lIncluding baby foods, baking mixes, breakfast 
foods, coffee, crackers, fruit cocktail, frozen foods, ice cream, canned 
juices, margarine, canned milk, peanut butter, potato chips, vienna 
sausages, wieners and frankfurters, dog foods and many others. 


®@.SOAP AND CLEANSERS—Including pot and pan cleaners, scouring 
cleansers, wallpaper cleaners, all types of soaps, and others. 


@ TOILETRIES and COSMETICS—Including lipstick, deodorants (men 
and women), hair tonic (men and women), shampoos, permanent wave 
kits, shaving cream, razors (safety and electric), and razor blades. 


@® BEVERAGES—Including whiskey, wine, beer, and bottled soft drinks. 


@ APPLIANCES—Including radios, ranges, refrigerators, roasters, wash- 
ing machines, water heaters and food freezers. 


@ AUTOMOTIVE—Including automobile ownership, gasoline, motor oil, 
repairs, spark plugs, tires and anti-freeze. 


® GENERAL— Including paper products, cloth products, tobaccos, and 
foundation garments. 


THE INDIANAPOLIS STAR 


FIRST IN INDIANA SINCE 1936 IN TOTAL ADVERTISING LINAGE 
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Available Market Data — Local 


To secure copies of data listed, 


use the handy coupons 


brochures and mailing pieces con- 
taining basic marketing data on 
the Charlotte, N. C., trading area, 
usually accompanied by newspaper 
circulation data. Published by the 
Charlotte Observer. 


No. 913. Wilmington, N. C., Mar- 
ket Data. 


A file-size folder of basic market 
data on the Wilmington market, 
published by the Branham Com- 
pany for the Wilmington Star- 
News. 


No. 966. Wilmington, N. C., Mar- 
ket Data. 


A four-page folder published 
by the Morning Star, News and 
Sunday Star-News, Wilmington, 
N. C., giving population, retail 
sales, effective buying income, and 
showing maps of the area covered. 


|No. 939. There’s Unburied Treas- 
ure in WRRF’s Eastern North 
Carolina. 

| A four-page folder presenting 
jan “inventory of eastern North 
Carolina’s treasures,” published 
|}by Tar Heel Broadcasting System 
|for WRRF, Washington, N. C. 


|No. 940. Market Data for Effec- 
tive Coverage in Eastern 
North Carolina. 

A four-page folder of basic 
market data published by Tar 
Heel Broadcasting Company for 
WRRZ, Clinton, N. C. 


OHIO 


No. 892. 11th Annual Pay Roll 


Poll. 
A day-to-day estimate of pur- 
chasing power in Cincinnati, based 
on 312 reporting manufacturers 


who estimate their payrolls for 


each day of the month. Published | Real Property Inventory of Metro-| No. 993. Youngstown, O., Tra: sit 


by the Cincinnati 
which issues monthly calendar 
sheets showing actual and per- 
centage figures on payrolls for 
every day of the coming month, 
along with special events which 
take place that month. 


No. 893. Cincinnati Times-Star 


Marketing Map. 

A desk-size, full-color map of 
Cincinnati’s ABC city zone show- 
ing neighborhood boundaries, cen- 
sus tract boundaries, principal 
thoroughfares, shopping centers 
and population and income levels. 


No. 891. Cincinnati Route Lists. 

A new grocery route list of the 
Cincinnati area, as well as up-to- 
date route lists of drug stores and 
liquor permit holders, have been 
published by the Cincinnati Times- 
Star. 


No. 896. Cleveland Market Data 
Handbook. 

This 1948 edition of a book of 

close to 100 pages, published by the 


PORES SI ELLE LILI LE CEEOL SLEDS LEED LSALL PIO ALLA EDP P Pn 


when you figure coverage of America’s 
THIRD LARGEST city and town MARKET 
J. S. CITY AND TOWN MARKETS 


CIRCULATION COVERAGE 
PROVIDED BY THE 
9 URBAN PUBLICATIONS 


Collier's — Life — Satevepost 


Weekly — This Week — LHJournal — Good 
Housekeeping — WH Companion — McCall's 
. . « Space-buyer’s dream of a perfect list! It 


delivers millions of circulation . . 


in America’s THIRD LARGEST city and 


town market! 


Hasty analysis of circulation reports 


UNDER METROPOLITAN 
DISTRICT INFLUENCE 


PLACES OVER 500m POP. 
6.2 MILLION FAMILIES 


PLACES 100M TO 500M POP. 
4.3 MILLION FAMILIES 


PLACES 25m TO odin por. 
— American 2 
PLACES 10M TO 25m POP. 

1.2 MAUON FAMILIES 


PLACES 2.5m TO tom POP. 
: , 1.2 MILLION FAMILIES 
. pet wt misses 
. PLACES IM TO 2.5m POP. 


| 0.5 MILLION FAMILIES 
PLACES mn 1m POP. 


15 MIAUION FAMILIES 


may lead you to credit such a list with 


True Small Town market coverage 
. comparable to that provided in 


UR BAN markets. 


Actually ... 


GRIT provides more coverage than 


any of these publications 


market of 3,300,000 FAMILIES .. . 


representing 12%, or 1 out 
all city and town families. 


Add GRIT . . . and coverage is increased to.......... 71% 


SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY... 


of their circulation in 
towns under 1,000 population only 
23 goes to True Small Towns. The 
other 14 goes to Suburban Small Towns. 


PLACES 25m TO 100M POP. 
3 MELION FAMILIES 


PLACES vom TO 25m POP. 
1.7 MILLION FAMILIES 


PLACES 2.5m TO vs por. 


2.5 MILLION FAMILIES 


PLACES ta TO 2.5m POP. 


1.3 MALUION FAMILIES 


in this 


of 8 of 


PLACES UNDER Im ror] 
3.3 MILLION FAMILIES 
ial 


BEYOND METROPOLITAN 
DISTRICT INFLUENCE 8, 


AMERICA’S THIRD LARGEST MARKET! 


GE a co tue 159% 
oo ee 144% 
COVERAGE... ...,.- 142% 
COVERAGE... 1... 143% 
COUIGE 6 6 0 ees 148% 
GUNES nc cies 163% 
COVERAGE .. 2. eco B% 


CIRCULATION COVERAGE 
PROVIDED BY THE 
URBAN PUBLICATIONS 


ED... 9s 65% 158% 
COVERAGE... ..... 148% 
COVERAGE ....... 16% 
Cs 6 6 cates 120% 


COVERAGE ONLY 59% 


GRIT PUBLISHING CO., WILLIAMSPORT 3,PA 


with more than 650,000 circulation 


Times - Star, 


politan Cleveland, contains a 
wealth of detailed data on every 
phase of Cleveland’s personal, 
business and commercial life, in- 
cluding earnings, population, man- | 
ufacturing and retail trade, births 
jand deaths, marriages and div- 
orces, newspaper circulation and 
advertising linage, price indexes, 
\telephone subscribers, street car 
‘riders, railroad and lake traffic, 
etc., etc. Note: this publication is 
not available free; its price is $2.50. 


No. 943. WHIO Market Data and 
Coverage. 
A four-page file-size coverage 
and market data folder published 
by WHIO, Dayton, O. 


No. 948. Toledo Route Lists. 

Four separate route lists of gro- 
cers, drug stores, liquor permit 
holders and beer outlets in the 
Toledo area, published by the To- 
ledo Blade. 


No. 949. Toledo Market Map and 
Census Tract Map. 


A desk-size map of the 14- 
county Toledo area, showing num- 
ber of families, retail sales, food, 
general merchandise, drug and 
liquor sales, number of farms, etc. 
Also a separate census tract map 
of corporate Toledo and environs, 
showing economic groupings, 
principal retail shopping areas, 
and route order for each area. 
Published by the Toledo Blade. 


No. 951. Population and Employ- 
ment Increase in Toledo. 

A folder on population and em- 
ployment increases from 1940 to 
1947, published by the Toledo 
Blade. 


No. 952. Toledo Monthly Grocery 
Inventory. 


A folder 


|form explaining the operation of 
the Toledo Monthly Grocery In- 
ventory, a continuing study of 
| grocery sales movements covering 
'41 product classifications. Results 
are available on request to manu- 
facturers and agencies whose 
products are included. Published 
by the Toledo Blade. 


No. 950. The Toledo Market. 

A 16-page booklet replete with 
full-color maps, listing the factual 
highlights of the Toledo retail 
trading area, metropolitan Toledo 
and corporate Toledo. Published 
by the Toledo Blade. Also avail- 
able is a 72-page printed book, 
“This is Toledo,” which reprints 
a series of ads depicting the city’s 
principal activities and which also 
contains a special statistical sec- 
tion. 


No. 961. 1947 Facts About the Co- 
lumbus, O., Market. 

A data folder of 20 printed 
pages, complete with maps, charts, 
tables and graphs, giving all es- 
sential basic market data on the 
Columbus area, plus lists of lead- 
ing industries and wholesalers. 
Published by the Columbus Citi- 
zen. 


No. 987. Canton, O., Market Data. 

A new compilation of market 
data is offered in this test market 
folder, issued by the Canton Re- 
pository. Contains usual market 
information, with special empha- 
sis on test market values. 


and sample report]. . 


Advertising Age, May 24, 1°48 


System Market. 

A file-size brochure on he 
Youngstown market, with specis 
emphasis on transit advertising 
produced by National Transit«d; 


No. 1030. The Cincinnati 
1946 Data Book. 

Facts about the market and th, 
newspaper are shown in thi: 
brochure published by the Cin- 
cinnati Post. A population analy. 
sis; report on industries; a retaj 
sales breakdown; maps of thy 
city zone, one showing the marke; 
by economic areas, and other de- 
tails are covered. 


No. 1031. The Flow of Retail Buy- 
ing Traffic in Cincinnati. 

This is the Cincinnati Post's 
fifth survey of the flow of retail 
buying traffic, similar studies hay- 
ing been made in 1936, 1937, 1939 
and 1941. Starting with a study 
of families, as to size, income, type 
of home, home ownership and 
values, rents paid, number work- 
ing, occupations, age, race, and 
paydays, and following with an 
analysis of Post-reading families, 
the report is divided into sections 
devoted to wearing apparel, fur- 
niture and home furnishings, ap- 
pliances and miscellaneous. Tables 
show where purchases were made; 
rank; and by population groups, 
with comparative information 
from previous surveys. 


No. 1032. A Study of Grocery 
Product Distribution. 

The Cincinnati Post, a Scripps- 
Howard newspaper, has available 
this distribution study of 15 
Scripps-Howard cities, designed to 
“highlight the ‘peaks’ and ‘valleys’ 
of product distribution so that na- 
tional, sectional and local food 
advertisers might better under- 
stand their competitive position 
.’ A summary tabulates the 
cities, participating mewspaper, 
number of grocery stores and an- 
nual sales, and the total number 
of stores surveyed, and the stud) 
covers 40 products (types and 
kinds). 


No. 1033. Cincinnati Monthly Gro- 
cery Inventory. 

Published monthly by the Cin- 
cinnati Post is this grocery inven- 
tory report, tabulating averagé 
units sold per store, per cent of 
distribution, average stock on 
hand per store, total sales and 
total stock, shown for various gro- 
cery products. 


No. 1034. Grocery, Drug, Wine 
and Liquor Route Lists for 
Cincinnati. 

The Cincinnati Post has pub- 
lished a series of route lists, each 
containing market data, with lists 
of dealers in their respective lines 
The grocery, liquor and wine lists 
include two-color maps of the 
greater Cincinnati market, and 
the wine and liquor lists show 
types of permits held. 


OKLAHOMA 


No. 970. Oklahoma City Cons .mer 
Panel. 

A quarterly analysis of the ou! 
chases of a scientifically accra 
sample of 400 Oklahoma City am- 
ilies, who make daily buyin [ 
ports in 40 product classifics ‘ions 
to Audience Surveys, Inc., v hic 
conducts the panel for the ail! 


— 


I Ost 


please specify which item 
sired. 


| In Requesting Data 


In requesting data listed in this section, beginning 
on Page 18, please use the coupons provided for 
that purpose. In some instances, particularly in the 
case of route lists, several separate lists have been 
grouped under one number. In asking for data when 
more than one item appears under a single number. 
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)klahoman, Oklahoma City Times 
nd WKY. Although reports of 
urechases are made on a quar- 
‘erly basis, data is recorded on a 
monthly basis, and a variety of 
special breakdowns and tabula- 
tions is possible. The 40 classifica- 
tions cover selected food, drug, 
household, cosmetic and general 
items. Also available is a break- 
down of the family biographical 
data from the panel, as set up by 
Dr. Raymond Franzen. 


No. 915. Muskogee, Okla., Market 
Data. 

A file-size folder of basic market 
data on the Muskogee market, 
published by the Branham Com- 
pany for the Muskogee Phoenix 
and Times Democrat. 


No. 917. Tulsa Market Data. 

A file-size folder of basic market 
data on the Tulsa market, pub- 
lished by the Branham Company 
for the Tulsa World and Tribune. 


No. 969. Grocery and Drug Routes 
in Greater Oklahoma City. 
Separate pocket-size route lists 
of grocery and drug stores, pub- 
lished by the Daily Oklahoman 

and Oklahoma City Times. 


No. 1005. The Inside Story of the 
Home-Side of Oklahoma. 
This folder, issued by South- 
west Dailies of Oklahoma, con- 


tains basic marketing data on the | 
market of| 


“non-metropolitan” 


Oklahoma, with individual figures | 


ym each area covered by a mem- 
ber newspaper of the group. 


OREGON 


No. 807. Advertising Study of 
Charge Customers. 


delphia trading drea during 1947. 
Graphs, tables and charts give de- 
tailed breakdowns on the sale of 


92,491 new passenger cars and 
19,315 commercial vehicles in the 


}area, broken down by types, loca- 
tion of buyers, etc. Published by 


the Philadelphia Inquirer. 


No. 971. Market Digest of Lebanon 
County, Pa. 

A file-size folder 
eight pages of basic marketing 
data on population and its char- 
acteristics, housing, retail sales, 
sales potentials, etc., of Lebanon 
County, Pa., published by the 
Lebanon Daily News-Times. 


No. 
Survey. 


A monthly bulletin published | 


by the Bureau of Business Re- 
search, School of Liberal Arts, 
Pennsylvania State College. 
Bureau, at State College, Pa., also 
has published statistical abstracts 


on more than 40 Pennsylvania | 


cities, and also issues a wide va- 
riety of bulletins on numerous 


containing | 


1010. Pennsylvania Business | 


This | 


business subjects. These bulletins 
now number 34, the latest being 
in 
retail sales for 24 kinds of retail- 


devoted to seasonal changes 


ing in Pennsylvania. 


No. 936. The Pittsburgh Market. 
| A colorful brochure, the base of| Pa., points out the variation of 
which is a large-scale map on| wages and salaries between the 
which comparisons of population, 
ABC city area, balance of market,| ties workers, and compares these 
and population density are made | figures with wages and salaries 
Pittsburgh, Cleveland, Cin-| received by 


for 


Available Market Data — Local 


To secure copies of data listed, use the handy coupons 


No. 1020. Facts of Life. 
The Globe-Times, 


‘Northampton and Lehigh coun- 


industrial workers 


cinnati, Detroit, Chicago, Milwau-/| within the city of Bethlehem. 


kee and St. Louis. Published by 
the Pittsburgh Post-Gazette. 


No. 937. Route Your Advertising 
as You Route Your Salesmen. 


A series of market exploration 
folders published by the Pitts- 
burgh Post-Gazette which demon- 
strate graphically, with the aid of 
maps, how chain and wholesale 
grocers route merchandise out of 
Pittsburgh, how appliance dis- 
tributors route their salesmen out 
of Pittsburgh, and how wholesale 


drug organizations operate in the) 


Pittsburgh area. 


| No. 1021. Directories and Route 


Lists. 


The Bethlehem Globe - Times 
also offers copies of its directories 
covering grocery, drug and liquor 
| licensees. These route lists con- 


| tain market data. 
| 


|No. 1022. 1948 Almanac. 


The Bethlehem Globe - Times’ 
almanac, listing industries, vital 
statistics for the city, county, state 
and nation, is not free of charge. 
The price is 35 cents a copy, plus 
| postage. 


Bethlehem, 


ket, 


RHODE ISLAND 
942. Woonsocket 
Route List. 


A desk-size map and route list 
|of Woonsocket, R. IL, grocers, 
druggists and liquor outlets, pub- 
lished by the Woonsocket Call. 


SOUTH CAROLINA 
| No. 918. Columbia, S. C., Market 


No. Map and 


Data. 


A file-size folder of basic market 
data on the Columbia, S. C., mar- 
published by the Branham 
Company for the Columbia State 
and Record. 


No. 919. Spartanburg, S. C., Mar- 
ket Data. 


A file-size folder of basic market 
data on the Spartanburg market, 
published by the Branham Com- 
pany for the Spartanburg Herald- 


Journal, 


| 


ASK 


YOuR OWN LOCAL 


To find out which Portland, 
Ore., mewspapers or shopping | 
paper its customers read, Lipman, | 
Wolfe & Co., Portland department | 
store, conducted a post card sur-| 


vey among charge customers. Its 
report on readership covers 1,569 
replies. 


No. 850. Complete Automobile | 


Drug Route List . . . Portland, 
Ore. 

The Oregonian, Portland, has 
published this 38-page booklet to 
show eight routes for calling on 
222 drug stores by automobile in 


the city. A directory of wholesale | 


irug houses, buying associations, 
independent local organizations 
and chain organizations is 
cluded. Differentiation 


in- 
is made) 


between stores with and without 


pharmacists, and symbols show 
which stores have fountains, serve 
lunch, sell beer or wine, etc. 


No. 851. 
Mean Plus Sales for You in 
This Growing Market. 

The growing market, in this 
booklet issued last October by the 
Portland Oregonian, is Oregon, 
and on each pair of pages herein 
is told the marketing story of an 
Oregon city—Albany, Astoria, 
Baker, Bend and Coos Bay, to be 
exact, 


852. How to Sell Food in the 

Big Oregon Market. 

Just how big the Oregon mar- 
s, why ‘it is a “natural” for 
distributors, and who dis- 
ite by various routes—all this 

i much data for setting sales 


quo'as, ete., are shown in the 
stu issued last fall by the Port- 
‘an Oregonian. 
PENNSYLVANIA 
No 947. Altoona Mirror Data and 
Market Survey of Altoona, Pa. 
“ four-page, file-size folder giv- 
ing omplete basic data on the Al- 
‘CO 4 market, published by the 
Alt’ ona Mirror. 
No. 882. Philadelphia Automo- 
ive Facts. 


32-page study of new car 
both passenger cars and 


‘om nereial vehicles, in the Phila- 


Growing Cities that | 


I: you want to know what section of North Dakota 
accounts for the most retail sales, or what one radio 


station you can use to cover that section — 


ASK YOUR OWN 


Fargo’s famous Red River Valley so far outshines the 
rest of the State that it’s not even close. (Don’t forget 
that WDAY’s primary area also includes 27 prosperous 
counties in Minnesota plus 6 in South Dakota.) 
Fargo’s WDAY gets 61.4% of the listeners in its area, 
against 9.5% for Station B, and 7.2% for Station C. 


ASK YOUR OWN LOCAL REPRESENTATIVE, and 
you'll choose WDAY as a matter of course. For rates, 
availabilities or any other facts you want, consult Free 
& Peters, Ine. . 


LOCAL REPRESENTATIVE. 


And 


FREE & PETERS, 


Exclusive National Representatives 


INC. 
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Available Market Data — Local 


To secure copies of data listed, use the handy coupons 


SOUTH DAKOTA 


No. 953. Aberdeen Market Facts. 

A four-page folder containing 
maps and basic market data on 
the 15-county area served by the 
American-News, Aberdeen, S. D. 


TENNESSEE 


No. 877. Consumer Attitudes and 
Habits Regarding Frozen 
Foods. 

This booklet summarizes the 
findings of two surveys conducted 
in Knoxville by E. E. Garrison, 
associate professor of marketing at 


| 
| 


University of Tennessee for the 
Tennessee Frozen Foods Associa- 
tion with the cooperation of the 
Tennessee Valley Authority. Pub- 
lished by the university’s exten- 
sion division, the study is a de- 
tailed analysis of frozen foods pur- 
chasing habits, consumer reactions 
to frozen foods, etc. It contains 44 
pages and innumerable charts and 
tables. 


No. 838. 1947 Facts about John- 
son City. 
Four-page printed folder giving 
market data and important market 
characteristics of Johnson City, 


Tenn., published by the -Press-| 


Chronicle. 


No. 839. Chattanooga Market. 

Four-page folder published by 
WAGC containing a map and 
some market data in addition to 
radio coverage data. 


No. 920. Jackson, Tenn., Market 

Data. 

A file-size folder of basic market 
data on the Jackson, Tenn., mar- 
ket, published by the Branham 
Company for the Jackson Sun. 


No. 923. Nashville Market Data. 


A file-size folder of basic market 
data on the Nashville market, pub- 
lished by the Branham Company 
for the Nashville Tennessean and 
Nashville Banner. 


} 
| 
| 
| 


No. 1009. How TVA Powers Ten- 
nessee With Extra Buying 
Power. 

This folder, issued by Mid- 
South Dailies of Tennessee, con- 
tains basic marketing data on the 
“non-metropolitan” daily news- 
paper market of Tennessee, with 
individual figures on each area 
covered by a member newspaper. 


No. 1011. Drug, Grocery and Beer 
Route Lists of Memphis. 
Separate pocket-size route lists 
of drug, grocery and beer outlets, 
published by the Commercial Ap- 
peal and Memphis Press-Scimitar. 


No. 1012. Memphis Grocery Dis- 
tribution Check, 1948. 


A study of the percent of dis- 
tribution obtained by various 


and the Tradin 


great newspapers. 


TOTAL RETAIL SALES* 
Totals for 1947 


Trading Area 410,146,000 67,939,000 
County 112,464,000 17,400,000 
City 103,467,000 15,981,000 


Charleston alone represents 9.45°%/, of the retail buying 
H power of South Carolina—Charleston County, 10.27°%/,— 
Area, 37.46%. Over '/3 of the retail 
buying power of the whole state is covered by these two 


*From 1948 Sales Management Survey of Buying Power. 


*. 


AND ANOTHER GOOD LOOK 
AT THESE FIGURES 


EFFECTIVE BUYING INCOME* 
Totals for 1947 


Increase over 1946 


Trading Area 593,231,000 86,434,000 
County 188,557,000 42,040,000 
City 124,212,000 6,327,000 


Increase over 1946 


Shaded area shows the 20 coun- 
ties of South Carolina consti- 
tuting the Charleston Trading 
Area, 
the NEWS AND COURIER and 
CHARLESTON EVENING 
POST. 


effectively covered by 


Circulation: 
Milline Rate 


Che News 


and Courter 


REPRESENTED NATIONALLY BY THE JOHN BUDD COMPAN 


TAKE A GOOD LOOK AT CHARLESTON 


Up from 44,041 in 1941 to 74,173 on September 30, 1947. 
Only $2.78—Jowest in S. C.—less than national average. 


aM. 1, HALL PUBLICATIONS — 
1007 13TH STREET LUBBOCK, TEXA 


OR MILLION AND A HALF MESSAGES... 
TO SELL YOUR PRODUCT! 


Advertising Age, 


brands in 53 classifications. Based 
on a study of 39 chains and vv)- 
untaries, and 39 independent 
stores. Issued by the Commercia| 
Appeal and Memphis Press. 
Scimitar. 


No. 1013. Consumer Opinion 
About Appliances, January, 
1948. 

A 24-page report of a specia) 
study of the Memphis consumer 
panel on appliance brand prefer. 
ences, plans to buy, etc. Published 
by the Commercial Appeal and 
Memphis Press-Scimitar. 


No. 1014. Consumer Opinion 
About Furniture, January, 
1948. 

A 13-page report of a special 
study of furniture-buying habits 
and desires among members of 
the Memphis consumer panel. Is- 
sued by the Commercial Appeal 
and Memphis Press-Scimitar. 


No. 1015. Memphis Consumer 
Panel Study, Last Six Months, 
1947. 

This 118-page plastic - bound 
volume is a complete report of 
the findings of the Memphis con- 
sumer panel, covering 300 repre- 
sentative Memphis families, for 
the last six months of 1947. Re- 
ports on where, what and how 
much was bought, as well as 
brands bought, in a long list of 
drug, grocery, women’s clothing 
and house furnishings categories. 
Published by the Commercial Ap- 
peal and Memphis Press-Scimi- 
tar. 


No. 1016. Memphis: The City, Its 
Market and Its Newspapers— 
1947. 

An eight-page fact file on the 
Memphis market, including a 
variety of data on population, 
wholesale and retail sales, bank 
debits, building permits, gas and 
electric meters, etc., as well as a 
list of important outlets in major 


lines. Published by the Commer- § 


cial Appeal and Memphis Press- 
Scimitar. 


TEXAS 


No. 826. Retail Liquor Outlet 
Survey. 

A cross-section survey, includ- 
ing interviews of 36 of the 110 re- 
tail liquor outlets of Amarillo- 
Tex., has been published by the 
Amarillo Globe-News to show how 
leading brands of liquor ranked in 
sales and to provide other perti- 
nent information. Separate classi- 
fications include bonded, blended, 
Scotch and straight whisky, and 
gin, rum, wine and cordials. 
Copies of every completed ques- 
tionnaire show retailers’ choice of 
which distiller did the best adver- 
tising at point of sale, with win- 
dow displays, in newspapers and 
magazines, etc. 


No. 827. Lists of Retail Grocers, 
Druggists, Beer Outlets and 
Package Liquor Stores and 
Wholesale Grocers. 


These lists, published by the 
Amarillo Globe and News, include 
a map of Texas, showing Amarillo 
and other leading cities. 


No. 828. Survey of Key Food Dis- 
tributors of Amarillo, Texts 
Designed to show salesme? 
“how to get inside the $137,44°,00 
Amarillo food market,” this broch- 
ure describes how five distribu- 
tors control 169 food outlets in the 
area. It was published by the 
Amarillo Globe and News. 


No. 829. Directory of Who'°s4!- 
ers, Distributors and Jobber? 
The directory is subdivide: in“ 
groups ranging from air lam 
dealers and agricultural ii 1p! 
ment manufacturers to spx "tine 
goods wholesalers and_ to ac 
jobbers. Published by the 1” 
rillo Globe and News, it lists ™* 
jor lines or brands and ter: ‘tor 
served by each company ! stéé 
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ing facts” about Amarillo, in- 
juding population, number of 
vholesalers and volume of cattle, 
wheat, oil and other production. 


830. 
Area. 

The Amarillo Globe and News 
has published this brochure to 
present statistical data on this 
“fifth major distributing market 
center in Texas.” Data by coun- 
ties in the area, including parts of 
Texas, Oklahoma and New Mex- 
ico, shows population, number of 
families, gross income, total sales, 
sales of food and drugs, farm in- 
come, bank deposits and number 
of automobiles and tractors. Data 
also is included on agricultural 
and industrial production and 
wholesale volume in dozens of 
lines. 


No Progress in Amarillo 


No. 924. Beaumont, Tex., Market 
Data. 

A file-size folder of basic market 
data on the Beaumont, Tex., mar- 
ket, published by the Branham 
Company for the Beaumont Enter- 
prise and Journal. 


No. 927. Dallas Market Data. 


A file-size folder of basic market 
data on the Dallas market, pub- 
lished by the Branham Company 
for the Dallas Times-Herald. 


No. 928. Houston Market Data. 


A file-size folder of basic market 
data on the Houston market, pub- 
lished by the Branham Company 
for the Houston Chronicle. 


No. 965. The Bureau of the Census 
Reports on San Antonio, Tex. 


The San Antonio Light issued 
this folder dealing with popula- 
tion characteristics, housing, em- 
ployment, retail sales and other 
market data for San Antonio. The 
figures are from a sample survey 
taken by the Census Bureau in 
1947. 


No. 985. Abilene Coverage Map 
and Data Sheet. 

A coverage map of Abilene, 
Tex., as well as a data sheet 
showing nine-year figures for the 
area, published by KRBC. 


No. 854. 7 Gets You 777. 

What the Rio Grande Valley 
Group in Texas (Brownsville 
Herald, Valley Morning Star in 
Harlingen and Valley Evening 
Monitor in McAllen) means here 
is that in this valley area, seven 
wholesalers can place grocery 
products in 777 stores in a week’s 
time. Many details, maps, charts 
and cartoons illustrate the mes- 
sage, 


No. 855. Product Tie-Up Report. 

On the first of each month, the 
Rio Grande Valley Group (see No. 
854) issues this mimeographed 
bulletin to show the “competitive 
standing between advertised and 
non-advertised products” sold in 
seven food chains in the valley 
area, 


No. 869. Facts and Figures about 
Lubbock and the South Plains 
of Texas. 

This report issued by M. I. Hall, 
»bock, Tex., publisher of The 

Mcilbox and Mercantile News, 

tains market data and other 

de criptive material about Lub- 
k and 26 counties in western 

‘xas. (The two publications are 

mailed to rural and town and city 

re dents in the area.) This and 
m.iccellaneous tabulations of mar- 
ke’ data are available. 


VERMONT 


N. 824. 1947 Map and Market 
Data of Burlington, Vermont. 


his six-page folder lists the 
nunber and total sales of retail 
st "es in many classifications such 
a food, general merchandise, 
dr gs, apparel, eating and drink- 
. places and home furnishings, 
‘n Burlington and the 70 cities and 
tons of its ABC retail trading 


zone served by the Burlington 
Free Ptess, publisher of the folder. 


Three maps indicate buying cen-| 


ters and Free Press coverage. 
VIRGINIA 


No. 941. WDBJ Coverage Map and 
Market Data. 


A four-page file-size folder with | 
maps and basic data, published by | 


WDBJ, Roanoke, Va. 


No. 946. WWOD Market Data. 

Old Dominion Broadcasting 
Corporation, Lynchburg, Va., has 
published a coverage map for 
WWOD which includes data on 
primary and secondary popula- 
tion, number of families and radio 
homes, retail stores and sales, and 
a breakdown of food, drug, gen- 
eral merchandise and apparel 
stores and sales. 


WASHINGTON 


No. 981. The KHQ Handbook. 


Four-page folder published by 
KHQ, Spokane, containing cover- 
age and audience maps and mar- 
ket data. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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Every Sales Factor 
for Successful Selling 


in the Rich Chicago Market | i 


is Linked Together in this Book 


The Chicago 


Manual which has been tested and proved through twenty 
years of actual use by sales executives offers a most complete, comprehensive 
and workable plan of sales control for economical distribution and profitable sales. 


In the sixth 
selling in Am 


market for 


Suburban Sales Areas... towns, railroads, bus lines 


and roads 


munity to the center of Chicago. 


A total picture of retail outlets by classification and 
towns, covering each Sales Division and Sales Area. 


Population, 
cant characteristics. 


A HEARST 


A detailed study of 54 Sales Divisions within the city 


selling operations. 


NEWSPAPER ¢ Represented Nationally by HEARST ADVERTISING SERVICE 


Herald-American Sales Operating 


new edition of this valuable Sales Control Manual every factor for successful 
erica’s number two market is linked together. 


A total of 224 Sales Maps, including trading and 
jobbing areas, sales divisions, suburban areas, trans- 
portation, etc. 


the planning of thorough and economical 


Shopping Centers and Streets located on Sales Divi- 


mapped, the road miles from each com- sion maps. 


Carefully worked out flexible base for accurately 
figuring costs, quotas, sales operations, competition, 
distribution, time elements and sales potentials. 


families, type of community and signifi- 
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Available Market Data — Local 


To secure copies of data listed, use the handy coupons 


WEST VIRGINIA 


No. 876. Station Audience Report, 


March, 1946. 
BMB report, 


buying income, covering 


has studios in Huntington, W. Va. 


No. 897. Coverage Map and Mar- 
ket Data on 
Wheeling Metropolitan Area. 

An eight-page printed 


and coverage information. Pub- 
lished by Tri-City Broadcasting 
Company on behalf of WTRF. 


No. 956. A Market Analysis of 
' the Parkersburg Trading Area. 


A 40-page mimeographed re-'| 


- 


with additional | 
data on population and effective | 
Station | 
WCMI, Ashland, Ky., which also) 


the Greater| 


folder | 
containing detailed market data_ 


port giving detailed information| No. 846. 


on every phase of business and 
industry in the Parkersburg, 
W. Va., area, compiled from a 
variety of government and trade 
sources. Published by the Parkers- 
burg News and Sentinel. 


WISCONSIN 


No. 844. Grocery Route List for 


Madison, Wis. 

Published by Capital Times and 
Wisconsin State Journal, Madison, 
Wis., this booklet is pocket-size 
and contains a fold-out, large- 
scale map of the city. 


No. 845. The Baby Market in 
Madison. 

A mimeographed report on the 

number of births, quantity of food, 

clothing, drug items, etc., pur- 


chased for the year 1947, with|habits and map of the Wausau, 


\the Capital Times and Wisconsin | WSAU, Wausau, Wis. 


State Journal, Madison, Wis. : 
No. 1019. 25th Anniversary, The 


7th Annual Measure-| Milwaukee Journal Consumer 


ment, Madison Retail Sales Analysis. 
Trends. 
| A 44-page printed booklet giv- 
ing data for 1939 through 1946, 
| based on sworn statements of net 
sales as reported in State of Wis-| 
consin income tax returns and) 
supplemented in a few cases with | 
individual reports of audit. Gives | 


complete retail sales data for eight | of the product groups studied. 


principal classifications of busi- | no. 977. Grocery and Drug Route 
| ness, with detailed breakdowns, | Lists for Appleton, Wis 

|charts, and tables. Also includes | Rimenehe Oban ee one liste 
. supplement giving the vera t grocers and druggists in the 
farm income, based upon the lat- trading area, published by the 
est available agricultural data.| post-Crescent, Appleton, Wis. 

Published by the Capital Times) 
and Wisconsin State Journal. 


edition of the consumer analysis 
/made annually by the Milwaukee 
Jcurnal. The 252-page, plastic- 
bound volume contains not only 
the 1948 analysis of consumer buy- 
ing and brand preference, but a 


No. 978. Appleton, Wis. 

An eight-page, fold-out data file 
published by the Post-Crescent, 
Appleton, Wis. Also available is 
listening|a_ statistical report on effective 


No. 983. Wausau Market Data. 
A four-page file-size folder giv- 
ing basic market data, 


{NCOME 


7evae' Lanrgeot WNE-PAPER MARKET 


One paper’s all you need to sell ’em in the upcoming 
Corpus Christi market. The eleven-county area included in 
the Caller-Times city and retail zones is Texas’ largest one- 
paper market. 


Nearly 300,000 Texans look to the Caller-Times for com- 
plete news coverage, for features, for pictures. No other 
metropolitan newspaper is published within 150 miles of 
Corpus Christi. 


So your advertising in the Caller-Times—and the Caller- 
Times alone—reaches almost everybody old enough to read 
in a market with 250 million a year to spend. 


ABC CIRCULATION 
MORNING — EVENING 63,394 
SUNDAY 43,319 


CALLER-TIMES 


Member: American Newspaper Advertising Network 
Represented by: TEXAS QUALITY NEWSPAPER NETWORK 
DALLAS ... NEW YORK ... CHICAGO 


This is the 25th anniversary | 


special 25-year summary for each | 


LINAGE 


IN THE ANTHRACITE REGION 


LEADERSHIP! 


The Scranton Times 


FIRST 
AGAIN 


—with MORE advertising dur- 
ing year 1947 than ALL other 
daily and Sunday papers pub- 
lished in Scranton COMBINED! 
First, too, with a gain of 2,342,- 
003* lines over 1946 as com- 
pared to 670,038" line gain for 
second newspaper. 

*figures from Media Records 


SURPASSING CIRCULATION! 


~—s« The Scranton Times 


FIRST 
AGAIN 


—with an average daily circula- 
tion of 54,649* for the period 
of Jan. 1, 1947 to Dec. 31, 1947. 
17,207* MORE than the second 
newspaper for the same period. 


*according to last published sworn 
statements of both papers 


NEWS ACCRUES, TOO! 
Che Scranton Times 


FIRST 
AGAIN 


FIRST IN NEWS | 
FIRST IN CIRCULATION FIRST IN ADVERTISING 


When You Want to Cover the Great Anthracite 
Coal Region of Pennsylvania 


You Want 


Che Scranton Times 
MEMBER OF pines sendin oe 
Naticnal Representatives 


—with 1,803,542* MORE lines 
of news in 1947 than second 
newspaper. Also FIRST with 
2,357* MORE pages in 1947 
than second newspaper. 


“figures from Media Records | 


NEW YORK - CHICAGO ~ PHILADELPHIA - DETROIT - CLEVELAND 


buying income as 
consin cities. 


SOON TO BE PUBLISHED 


Scheduled for early issuance :s 
/a new Grocery Route Book con- 
|taining a route list of Portland, 
Ore., grocers, and designed to aid 
|those making calls by automobile. 
|This is being published by the 
Portland Oregonian. “Cities Book” 
is another Oregonian publication 
just about ready for release. It 
covers five important communities 
in the Oregon market, with data 
on each one. 

Market data for Station KFXJ, 
Grand Junction, Colo., which the 
station expects to have ready by 
mid-September, will contain fig- 
ures on population, number of 
radio homes, retail outlets and 
other information, printed in two 
colors, with illustrations. 

The Utica Observer-Dispaich 
and Press will issue, probably in 
July, a grocery route list for towns 
surrounding Utica. 

A new edition of the Cincinnati 
Times-Star’s data folder, “The 
Metropolitan Cincinnati Market,” 
will be issued this month. It in- 
cludes the latest data for counties 
in the trading zone; a list of prin- 
cipal cities, towns and villages in 
the city’s primary and secondary 
trading areas, figures on popula- 


tion, dwelling units and other 
| points. 
Pan American’ Broadcasting 


Company is preparing material for 
,a brochure dealing with Alaska, 
covering population trends, exports 
and imports, educational facilities, 
payrolls, the leading markets and 
their industries. 

The Daily News, Nelson, B. C., 
will publish in June a booklet con- 
taining data on housing, brand 
preferences in groceries and drugs, 
and publications read. 

Illinois Daily Newspaper Mar- 
'kets is preparing for probable Aug. 
25 release, a “1948 Consumer 
Analysis.” It will consist of 13 
volumes containing information on 


| consumer buying habits and pref- 


erences in 40 Illinois cities outside 
Chicago and Cook County. 

A new market map with accom- 
| panying market data will be issued 
soon after June 1 by the Worcester 
Telegram-Gazette. 

The Indianapolis Star is issuing 
this month “The Indianapolis 
Star’s Consumer Analysis of the 
Indianapolis Metropolitan Area, 
1948,” containing a revision of 
population data and a revision of 
Indianapolis census tracts, based 
on the 1948 city directory, show- 
ing present dwelling units, number 
of families with children, home 
owners and renters, ete. It also 
contains a four-color rental-aver- 
age map of metropolitan Indianap- 
olis as of 1948. 

McClatchy Newspapers will is- 
sue in June a second ‘‘Consumer 
Analysis,” comparing the 1947 and 
1948 picture in metropolitan Sac- 
ramento, metropolitan Fresno, and 
Greater Modesto, Cal., and giving 
information on about 200 products. 

Station KRBC, Abilene, Texas, is 
preparing for publication within 
the next few months a brochure 
containing data on population, re- 
tail and wholesale establishme:'ts, 
wholesale and retail sales, indu<tr) 
and agriculture. The station p/ans 
to include the number of FM re- 
ceivers in the area. 


DISTRIBUTION 
MARKETS 


No. 200. Selling the Gift and AT 
Field. 


Geyer Publications has } ub- 
lished this pamphlet to give de 
tailed information on the com )!e* 
organization of the gift mea ke! 
and its suppliers and retailers. \14- 
jor types of retail stores that sel! 
gifts are outlined in such ger.°-l# 
| divisions as decorative access« 1€ 
frm furnishings, gifts, nove’ ‘¢ 
greeting cards, bridge and pt 


compared wit, 
‘estimates for 1948. Published by | Wis., trading area. Published by |retail sales in the 16 largest Wi-- 
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r quisites and costume accessories. 
].cluded is a list of annual and 
«- pi-annual national gift market- 
ing shows. 


No. 201. Market Survey of the 
Office Equipment and Station- 
ery Business. 

Data on dollar volume sales of 
ndependent office equipment and 
{ationery dealers throughout the 

untry are presented in this 
smphlet issued by Geyer Publi- 
tions. Statistics are included on 
heir buying and selling habits, 
the products they sell and their 
merchandising habits. Percent- 
ges of those handling specific lines 
rom dictating machines to check- 
yiters are given, in addition to 

percentages of those operating a 

ost accounting system, service 
jepartment, circulating library, 
pte. 


No. 202. Drug Markets Around the 
Caribbean, 

A general exposition on market- 
ing conditions in each of seven 
countries in the Caribbean area is 
presented in this brochure issued 
by the McGraw-Hill International 
orporation, New York. They are 
ntitled “Mexico— Problems in 
Distribution,” “‘Panama—Govern- 
ental Problems,” “Colombia— 
Import Controls,” “Venezuela— 
Re-registration of Products,” 
Dominican Republic—Progressive 
Dictatorship,” “Puerto Rico—Fair 
rade Contracts” and “Cuba—La- 
bor Legislation.” 


No. 203. Business Failures in 1947. 
The number and total liabilities 
of failing businesses in nine geo- 
graphic regions in many divisions 
f industry are listed in this circu- 
ar issued by Dun & Bradstreet, 
lew York. Totals for the entire 


ountry are also given for each in- 
justrial division. 


Yo. 204. Trend in Production of 
Consumers’ Durable Goods. 
Quarterly production of seven 


| 
| 


| 


ee 


KEY TO PROFITS 
In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation — if they are properly 
trained. 

Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential, 


ORDER YOUR COPY TODAY — $2. 


ADVERTISING PUBLICATIONS, INC. 

100 E. Ohio Se. Chicago 11 
Fil. IN AND MAIL THIS COUPON 

TODAY 

Ady tising Publications, Inc. 1 
Div 22 I 
100 = Ohio St., Chicago 11, Il. , 
Ger: omen: ! 
Plec + send me —— copies of “Successtul ! 
Sale Training.” Enclosed is $————. ! 
OE Fel cet ine aD 
ces OE Eee PD, eR aE ee i 
i OG eee ok ee 
aa a i l 
my. a Zone......State......... 1 
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representative industry groups is 
given for 1946-7 in separate charts 
in this folder published by Dun & 
Bradstreet. The groups are pas- 
senger autos, radios, refrigerators, 
water heaters, vacuum cleaners, 
cooking stoves and ranges and 
washing machines. 


No. 205. Merchandising Report. 


Up-to-date, condensed facts and 
figures about retail business condi- 
tions in the fields served by the 
10 Maclean-Hunter Publishing 
Company’s merchandising publica- 
tions are given in this monthly 
bulletin. The fields include drugs, 
groceries, hardware, paint and 
varnish and books. The company 
publishes the bulletin primarily for 
agency personnel, but any one in- 
terested will be added to the com- 
plimentary mailing list on request. 


No. 206. Tell Us More. 


Results are reported of a sur- 
vey of druggists throughout Can- 
ada, recording their opinions on 
what type of information they 
sought from manufacturers 


in | veys: 


their business paper advertising 
and on whether this advertising 
was most helpful in their buying 
or selling. The pamphlet is pub- 
lished by the Maclean-Hunter 
Publishing Company. 


No. 207. Grocery Shopping Habits 
of Canadian Housewives. 


This circular, published by Mac- 
lean-Hunter, includes data on the 
relative popularity of independent, 
chain and general stores and the 
number of times the housewife 
shops per week now as compared 
with wartime. 


No. 210. The Canadian Automo- 
tive Market. 

Canadian Automotive Trade, a 
Maclean-Hunter publication, has 
compiled this booklet full of mar- 
ket information, maps of market 
areas and automotive registrations 
in the Canadian market. 


No. 212. NJ Survey Reports. 


NJ National Jeweler has pub- 
lished the following market sur- 
“5 Years of Jewelry Tax 


41 


Available Market Data — Distribution 


To secure copies of data listed, use the handy coupons 


by States,” a yearly tabulation, 
1942-1946; “Jewelry Trade Tabu- 
lation,” as compiled by the Jewel- 
ers’ Board of Trade; a merchan- 
dising survey called “Jewelry 
Stores Are ‘Quality’ Stores,” and 
a chart of retail jewelry sales, 
1929-1947. 


No. 214. Some Quick Facts About 
Hardware Age. 

The size and scope of the hard- 
ware market, distribution of sales, 
and the pattern of hardware dis- 
tribution are some of the subjects 
included in this booklet published 
by Hardware Age. 


No. 215. Selling Studies. 
Practical Builder has published 
a series of three studies: “Selling 
Plastic Tile in the Building Indus- 
try;” “Selling Builders Hardware 
Through the Lumber & Building 
Material Dealer,” and “Selling 


Tools Through the Lumber & 


| Building Material Dealer.” The 
studies were conducted by mail 
questionnaire among typical deal- 
ers all over the country. 


No. 216. What Will They Sell? 

In this folder Building Supply 
News has put the results of a lum- 
ber and building material dealer 
survey report, which tabulates 77 
lines of products and services, in- 
dicating what dealers handle and 
expect to handle in the future. 


No. 217. A Market Study of Mo- 
tion Picture Theaters. 

Quigley Publishing Company re- 
ports in this study that 7,442 in- 
dividuals or companies sign con- 
tracts for the 16,880 operating 
theaters which contain 11,302,320 
seats. The study reports a break- 
down of the number of seats in cir- 
cuit and non-circuit theaters, lists 
the largest theaters, lists states 
with most and fewest theaters, etc. 
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Available Market Data — Distribution 


To secure copies of data listed, use the handy coupons 


opinion on what Canada’s grocers|sales by states and geographical |sporting goods annually, 1929-1: \2 
|think should be put in trade paper sections; the distribution of the 13 | with projections to 1950, is av: j|- 
-advertisements to help them (1) | major variety syndicates by states|able from Snyder Business 
'select goods for purchase, and (2) |and number of stores in cities of|search Reports at $10 per coy 


sell goods to the public. 
No. 208. Tell-All Broadsides. ‘chain and independent | . ° 

Six broadsides printed by Mac-|Physicians, veterinary s§ 
lean-Hunter give market data in |2"d hospitals in each province, are | 


such fields as hardware and metal, |!isted in this booklet issued by | 
general stores, electrical stores, | Drug Merchandising, published by Major Variety Chains. 


groceries, groceries and meats, | Maclean-Hunter. Also included The research bureau of Syndi- 
drugs, stationery, office equipment re percentages of drug store sales | cate Store Merchandiser has pre- 
and giftwares. Statistics include i" drugs and proprietaries, toilet | pared this list of mechanical re- 
number and sales volume of retail- |Ti¢s and cosmetics, prescriptions | quyirenients for signs to be put in 


stores, | 
surgeons | No. 220. Correct Sizes for Signs 
to Fit Standard Counter & 
Window Sign Holders Used in 


ers and highest ranking products |#"d other lines and the sales rank |the Variety Syndicates. 


and lines. 


No. 209. Essential Facts. 


A series of brochures has been | 
published by Maclean-Hunter Pub- 
lishing Company on each of its 10) 
merchandising publications, in- 
cluding data on circulation, ad- 
vertising volume, market volume 
and trends. 


No. 218. Drug Merchandising. 


Data on the drug trade in Can- 
ada, including number of adver- 
tisers, drug wholesalers, outlets, 


The list 


of leading products such as drug |includes only standard sizes that 


and candy. 


No. 219. What Customers Think 
About Grocers. 

This brochure issued by Mac- 
lean-Hunter is a report of two 
studies. The first is of consumer 
opinion on such matters as dealer 
influence, stocking, display and 
price-marking, store hours, deliv- 
eries, credit policies and public re- 
lations. 


| 


| bacco, books, soda fountain sales | in standard-size holders. 


No. 221. The Variety Market 2. 


The size and scope of five cent 
to five dollar variety store market, 
buying procedures and trends in 
department sales is given in this 
study by Syndicate Store Mer- 
chandiser. Also included is a mar- 
keting map showing the state and 
sectional distribution of Variety 
Syndicates and independent stores; 


The second is of dealer per cent of national variety retail 


100,000 and over, and the head- 
quarters, buying and district offices 
of major variety syndicates. In ad- 
dition, the folder gives the edi- 
torial services and circulation of 
Syndicate Store Merchandiser. 


No. 222. Trends in the Toy Mar- 
ket. 


This study, published by Sny- 
j;der Business Research Records, 
| contains estimates of total U. S. 


_consumer purchases of 28 major 
ilines of toys, games and wheel 
goods annually, 1929 through 1942, 
with projections to 1950.. It also 
includes a separate series covering 
total U. S. department store sales 
of toys, games and wheel goods as 
a group, 1935-45. The study is 
available at $10 per copy. 


No. 223. Trends in the Sporting 
Goods Market. 


Estimates of the total U. S. con- 


sumer purchases of 35 lines of 


* 


Your 


WRR-KFJZ 


Combination 
Brings You 


DOUBLE-COVERAGE 
Of Texas’ $Billion$ 
Population Center! 


Your Choice of Simultaneous 
or Separate Schedules on 
these two powerful, 5000-watt Stations 


(( 


DALLAS 


NEW YORK 


TEXAS BEST RADIO BUY 


CHICAGO 


) 


° DETROIT ~ 


NATIONAL 


WeEeE  D 


ATLANTA 


for a SINGLE, Economical Price ! 


WRR—1310 Ke.—Dallas 


_KFJZ—1270 Ke.—Ft. 


& 


BOSTON e 


Worth 


SENTATIVE 


COMPAN Y 


SAN FRANCISCO 


HOLLYWOOD 


@ $9,960,000 in Food Sales! 


@ $1,624,000 in Drug Sales! 


Get all the facts from The John Budd Company 


The Progress - Index 


Play these 4 Aces 


in Virginia ! 


PETERSBURG HAS: 


@ ° 48,910,000 in Wholesale Sales! 


* #5 071,000 in General Merchandise Sales! 


97% Home Delivered — PETERSBURG, VIRGINIA 
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help 1 
|A separate series covering t ta) Mj of the 
|U. S. department store sales of Juct i 
|sporting goods as a group, 1935. § prome 
|1946, is included. This study \.:: fand st 
published in June, 1947. ee 
No. 
No. 234. .Sixth Survey of Moqd- M 
ernization of Men’s Wear Ast 
Stores. of me 
Fairchild Publications, for 9) ture 
Men’s Wear, has published hj applial 
report on the scope of modern za- ff yj; Ik 
tion of men’s wear stores. Furnis 
No. 235. 11th Annual Sum ic, Bo! the 
Clothing Survey. a 
This Men’s Wear survey, pub- aoall 
lished by Fairchild Publications. ie 
analyzes the summer clothing §f opseri 
market. try. A 
No. 236. 3rd Annual Survey: Op- § Within 
erating Experiences of Men's §™ "& 
Wear Stores. ment 
Fairchild has issued this study §24@¢W 
of the operating experiences of house 
/men’s wear stores for its pub- §°™™4 
lication, Men’s Wear. 100,004 
| No. 237. Fairchild Market Studies, 94% in« 
| Fairchild Publications has pub- §,000,0 
| lished the following market No. 23 
| studies, which are available for pli 
‘inspection to qualified persons: Marl 
|Women’s Wear Survey of Store - 
| Modernization; Men’s Wear Heavy °°" nty 
Outerwear Survey; 8th Annual pliance 
Fall & Winter Clothing Survey, ™™24¢ ° 
The Women’s & Children’s sae 
Hosiery Industry; Growth in the lis “ 
Use of Air Shipments, As Applied “he o- 
to Women’s Wear; Report on Win- Fla -K 
ter Vacations; The Textile & Ap- ttn . 
|parel Industry in the Chicago Fulton 
Market; Market Report on the : t 
Textile & Apparel Industries of me : 
Canada, and Report on the Drug m M 
& Toilet Goods Industry. . 
No. 225. The Growing Market for $\* 23 
Garden Supplies and Acces- Bu 
sories. 7 The | 
The purpose of the survey re- Mon its re 
_ported in this pamphlet was to Hing age 


/measure the degree of interest in 
garden supplies and accessories 
/}among subscribers to House Fur- 
| nishing Review, the products they 
‘carry, the consumer demand, 
where these products are mer- 
|chandised and what manufactur- 
‘ers’ help dealers want now. The 
questionnaire went to buyers of 
|garden accessories in 520 depart- 
ment and hardware stores and 
within three weeks 117 replies 
were received, constituting 4 
22.5% response. 


No. 226. Current Market Maps. 

Corset and Underwear Review, 
New York, has released a giant 
map of the United States incor- 
porating state by state and sec- 
tional figures on the estimated 
market for corsets and brassieres 
this year. The figures are broken 
down by individual product. While 
these maps are sold at $2, any re- 
quests coming from a manu/ac- 
turer or agency will be filled with 
a complimentary copy. A sin ila! 
map has been issued .by Lines & 
Domestics in its field. The ; rice 
is $2. 


No. 227. Survey on Foreign L 
and Domestic Decora! 
Linens. 

This pamphlet issued by L 
& Domestics reports on a SI! 
of store buyers aimed at pro\ 
clues to consumer wants and 
erences in the field. Subjects 
jered include table cloths, '" 
| towels, hand towels, prices 
| general comments. 


No. 228. Your Market for 
tresses. 


Trends in brands and th: 
|portance of such factors as 
|}and appearance as selling } 
| are reported in this survey 0! 
|ding buyers published by | 
| Furnishings. The study inc 
}customer preferences of Vv: 
‘colors and patterns such as °" 
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olors, stripes and fancy styled 
icking. Also reported are percent- 
ges of dealers who most want 
help from manufacturers in each 
of these areas: advertising; prod- 
uct information; sales training; 
promotion; display; merchandising 
and store layout. 


No. 229. The Major Appliance 


Market. 


A survey, analysis and appraisal 
of merchandising, promotion and 
future planning in today’s major 
appliance industry is presented in 
this pamphlet issued by House 
Furnishing Review. The purpose 
of the survey was to study current 
merchandising practices and fu- 
ure plans among retailers. A four- 
page questionnaire was mailed late 
in 1947 to 2,329 representative 
subscribers throughout the coun- 
try. A 19% response was received 
within a month. Analysis is based 
on replies received from depart- 
ment stores, appliance dealers, 
hardware stores and furniture and 
house furnishing stores—63% in 
communities under 100,000 popula- 
tion, 33% in communities with 
100,000 to 1,000,000 population and 
4% in communities with more than 
1,000,000 population. 


No. 232. Today’s Market for Ap- 
pliances and Radio. 

Market facts based on nine- 
county field studies of retail ap- 
pliance and radio distribution, 
made during the first half of 1947, 
are reported in this booklet, pub- 


lished by Electrical Dealer. The. 
counties are Erie, N. Y.; Franklin, | 
0.; Sedgwick, Kan.; Hillsboro, | 
Fla.; Kalamazoo, Mich.; Berkshire, | 
Mass.; Kern, Cal.; Boone, Ia., and | 
Fulton, Ind. The book lists the. 
main trading center, wired homes | 
and per cent of U. S. buying in- 
come, 


No. 231. How to Win Hollywood | 
Sales and Influence National | 
Buying Habits. 

The Hollywood Reporter reports 
on its readers in this brochure, giv- 
ing age brackets, favorite hobbies, 
recreations and sports, home own- 
ership or rental, income brackets, 
etc. 


No. 301. Sixteenth Annual Study 

of the Baking Industry. 
Bakers’ Helper has reprinted its 
annual review of the industry, 
showing statistics on production, | 
gross sales change, volume, profits, | 
employment shifts, wages and 
other industry trends. In addi- 
tion, the publication lists 500) 
items which bakers buy in a 
separate folder entitled: “The. 
Bakery Market.” 


No. 312. Selling to Restaurants 
and Hotels. 
Ahrens Publishing Company has | 
issued this 96-page manual filled | 
with facts, figures, charts, graphs 
and tables. Object is to show the 
sales potentialities in the restau- | 
fant and hotel businesses. 


313. Memo to Automotive 
Manufacturers. 

V estern Automotive Service has | 
d this leaflet of facts and/| 


fig. es on the automotive market | 
in e 11 western states. At least 
20° of the oil company total cap- | 
ital _nvestments in modernization 
anc rehabilitation of transporta-| 
tion ind marketing facilities is lo- | 
Cat’ in the 11 states, the folder | 
dec res, 
No 314. Inside Dope on the $2' 


‘illion Air Conditioning and 
efrigeration Industry. 

\ . 1, No. 9 of Air Conditioning 

& frigeration News’ continuing 


‘nf nation service contains brief 
dat on refrigerators, display 
‘ass freezers, coolers, condensing 
un air conditioning units, | 
Mo's, lubricants, fittings, con- | 


paints and metals. The pub- 
“cc on also has included similar 
ation in its sales presenta-| 
ooklet. 


No. 315. The Story of Soft Drinks. 

“To supply, in concise form, an 
operational review of the indus- 
try, its operations, sales, statistics 
and post-war potentialities,” is 
the purpose of this brochure is- 
sued by National Bottlers’ Gazette. 
Figures on soft drink sales outlets, 
and advertising and plant output 
value also are included. 


No. 317. Latin America, New 
Frontier of the Soft Drink In- 
dustry. 

The market for soft drinks in 

Latin America is shown in this 

folder, issued by El Embotellador. 

Economic statistics are listed by 

country, with information on the 

publication’s readership and cir- 
culation. 


No. 316. What’s Ahead for Can- 
ada’s Metalworking Industry. 
Canadian manufacturers. re- 
ported that they had over $1 bil- 
lion worth of business on 
their books as of Jan. 1, ’47; that 
they had installed $83,000,000 
worth of equipment since the end 


of the war; that 40% have ex- 
panded their factories and that 
38% more plan expansion in the 
near future. Detailed results are 


contained in this brochure issued | 


by Canadian Machinery & Manu- 
facturing News. 


No. 318. Today’s Market for Ap- 
pliances & Radios. 


Although a new edition of Elec- 
trical Dealer’s brochure with the 
above title is planned for release 
in September this year, the pres- 
ent issue, published in September 
of 1947, contains a comprehensive 
picture of national retail distribu- 
tion patterns in the industry. It 
is based on nine county-wide field 
studies of retail appliance and 
radio distribution, made during 
the first half of 1947. 


No. 319. What Hardware Dealers 
Are Planning. 

This 44-page publication, issued 
by Hardware Age, contains color 
charts and statistical data on the 
anticipated sales of major elec- 
trical appliances and other “big 


Available Market Data — Distribution 


To secure copies of data listed, 


use the handy coupons 


ticket” items by hardware dealers. 
Anticipated sales of washers, 
ironers, refrigerators, ranges, 
water heaters, radios, etc.,—all are 
included in tabular form, showing 
the expected sales Dy brand name. 


No. 320. Get Your Share of this 
$122,111,000 Market! 

Hardware Age has issued this 
report of the sales of sporting 
goods by major dealers in the 
| hardware field. The study shows 
that 99.23% of all major hardware 
| dealers sell sporting goods and 
|that three out of five sporting 
goods jobbers are actually main 
line hardware firms. 


No. 321. Are You Getting Your 
Share of This $271,500,000 Mar- 
ket? 

There has been an increase of 
more than 197% in the house- 
| wares market among the major 
|/hardware dealers, Hardware Age 


discloses in this report on the 
sales of housewares by the major 
dealers in the hardware field. 


No. 322. The Hotel Market. 

“What is needed, how much 
will be spent, and what will be 
bought first” in the rehabilitation 
programs planned by hotels is 
covered in this 96-page brochure, 
with data on more than 70 items. 
The report is the result of a sur- 
vey of Class A and B hotels of 
more than 100 rooms, and asserts 
that 88% of the hotels having 
more than 100 rooms also planned 
a rehabilitation program, over and 
above the yearly maintenance 
program and budget, published by 
Hotel Monthly. 


No. 323. Facts Based on Research. 

Over $1 billion is now being 
spent in cities of 25,000 or more 
population for expansion, con- 
struction and equipment, says 


PHILADELPHIA’S 


610°-ON DIAL 


WIP 


WIP—FM 
BASIC MUTUAL 


Jan. '47 


“Renewals 


) { 


PIONEER VOICE 


REPRESENTED NATIONALLY BY EDWARD PETRY & CO. 


.: a4 a Me perce een as * y Pa zi eg re | Seial: Sg my x iy the & aaa : e as oe fas = oe 5 ” . ‘iS ; * ay : pt : Ar a ee Z E ue Fa i feet a oe i s am i sevilla 2 ae 
a a. or agility = ™ i ; iat a i dy » 3 . sea eis - : a oe : # aj i." . si aes ; zo ‘ae. i a me i “+. sie = ee NS F 
oe fio. te 2 alee bie ee _ ae. ¥ ai = 3 i oe : _ We -— ee ee = | x ie ae ee ge : ul ee ee des ee SS ee es Se Ney Mgiepesite ke Sn ae via sae Teeny a 
ee”: ee Oe ee ee Se FON eee 
Oe En I ae Fae ee eli ee ae pity oan ce ca meek 2B = ee wi. pln te Ae ha ie 9 PUM Mae ee i eS en — Bh tees fe 
1° 48 | 43 Lae 
mr: O- aS 
lie. —“ tis eee : 
CO dy se - ; 
tc tal ee — 
BS of ‘ ‘ae 
195. Se a 
P \vas ail eo 
ee a 
Mod- a | a 
Wear : | 
‘ ¥o om r 
mi ver ol 
Be 
4 | ea te ; 
‘ 
i 
: . 7 
E | Yun, 
: , , . 
Qy : = 
Y ‘a7 | %e, " 
‘ 6 Woy, _ 
= es yAb Bacar 
< 
¢ . f : 
’ oe" O,., : ve 
N ee =. ; cr "@ i = 
> ee. Pa me 
eo, e eo. 
Seals: Mapes a) peed, a 
e hl Cw, oe 
ON btn aio, i ae 
he a a 4 A ee: eS 
a he Li Se f HN 3 ; eA 
° 2, a” 
é \_ \ eee Ce eee c a 
ob oe a Pe .. 
© ‘6 4 ellie, ae %e,, YY wean 
° ree 65s Be ee BA Ne eh 
oe \ ¢ a ic de 0 a ~ or 
} . i: Bh 5, © aleeaten 
ge Beers ie 
, ee eee? 
- he aug. "47 81 = 
. Bh. 
7 © 3° 7 we A Be 
’ 1 Ss 5a 
i march "8 os ee. ewe ee 
ive 12 e Sep, ae" ae 
. * 4 ans 
en renewals ) ~ “ x 
‘ fi! Se ea ss: 
L vey en a 
ing A | Cw ue 
i | ‘See %s : 
Wve : y 
isn : ; zm 
ate ‘ 
- 2 a 
rice a 
yed- aor _— 
j ome RARE ee ee a Ete SN a AEE rrr A Be ities 
eee 
FEN PE ay eT SALOME OP ee TPE EO I SET ELM TURP TN: EAE ERED OTL OS HNO PEE POS LO ELM EIEN PR es EE SATE eT ape lta aT oe See ee te SS INN cee OO etn ee EMR AE eh SEAT WAR Sa ee eee 


Available Market Data — Industrial 


To secure copies of data listed, use the handy coupons 


i School Shop in this report based 
on a questionnaire sent to super- 
intendents of schools. Seventy- 
four per cent of the school systems 
responding disclosed plans for new 

) building, modernization and ex- 

. pansion. Almost $50,000,000 is 
earmarked for school shop equip- 
ment alone. The publication also 
has published a “Finger Tip File 

: of Market and Media Informa- 

tion,” which has just been revised 

to include up-to-the-minute ma- 
; terial. 


SOON TO BE PUBLISHED 


“The Changing Position of De- 
partment Stores in the U. S. Re- 
tail Economy,” which Snyder Busi- 
ness Research Reports will publish, 
will include national estimates of 
total U. S. department store sales 
annually, 1935-1947, covering ap- 
H proximately 50 standard merchan- 
dise classifications, dollar sales, 


indexes of sales and rates of 
growth, as well as per cent of to- 
tal market. The contemplated price 
of the study, which will be avail- 
able this summer, is $25 per copy. 


INDUSTRIAL 
MARKETS 


No. 303. Current Status of the 
Veterans Administration Hos- 
pital Construction Program. 

This progress report on con- 
struction by the VA is carried up 
to Dec. 12, 1947, in this study pre- 
pared by The Architectural 

Forum. 


No. 302. The Residential Building 
Activity of America’s Univer- 
sities and Colleges. 

The Architectural Forum re- 
ports, in this study, that 56% of 
the country’s colleges and univer- 


= 


sities plan to build. Information 
in the booklet includes the name 
of the college, official in charge 
of the housing program, size of 
program, and residential categories 
of the projects. 


No. 304. Forum’s Basic Building 
Chart of the U.S.A.—1948. 

A comparison of building ac- 
tivity in the 48 states for 1947, 
1946 and 1938, by dollars, per 
cent and ranking is contained in 


this booklet issued by The Archi- 


tectural Forum. The figures also 
are compared with state figures 
on population, income, employ- 
ment and retail sales. 


No. 305. Forum’s Building Mar- 
ket Fact Series. 

The outstanding available sta- 
tistics on the building industry 
have been compiled by The Ar- 
chitectural Forum in this survey. 
It also contains a discussion of 
the residential and non-residential 
markets, and tells how many ar- 
chitects, builders, contractors, 


realty owners and managers, lend- | 


ers, dealers and public officials 
there are in building, with an 
additional commentary on the 
concentration within the industry. 


No. 300. Floor Covering Survey. 
Four thousand readers of The 
Architectural Forum were queried 
to assemble this data on their 
preferences for the various types 
of floor coverings for residential 
and non-residential building. It 
tells what professionals like and 
dislike about various floor cover- 
ings. It also is intended to give 
manufacturers some idea of the 
people who influence the deci- 
sions to buy floor coverings. 


No. 306. A Study in Homebuild- 
ing Concentration. 
Conclusions contained in this 
report by The Architectural 
Forum are based on an analysis 
of a year’s building permits in 16 
American cities during 1946-47. 


No. 307. The Style of Homes Resi- 
dential Builders Are Cur- 
rently Featuring. 

One thousand professional 
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Sole representatives—local and national sales 
and servicing—for these Selected Markets. 


@ National representatives 
for these markets. 


pore @ Monroe 
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LOCATE MARKETS ON MAP ABOVE AND CALL A TRANSITADS MAN. 
EASY TO BUY— ONE ORDER — ONE INVOICE. 


Whatever your problem—a single question or a complete plan to harness 
the tremendous sales power of TRANSITADS’ mass circulation —TRANSITAD 
representatives are ready to help. Whether your plans call for a single 
market or many—call a TRANSITADS man. The offices listed below, 
headquarters for local, regional and national TRANSITAD-vertising, are 
located near you to serve you. Call, write or wire at any time. 


NATIONAL TRANSITADS 


At Your Service—The Largest Organization in the Transportation Advertising Field 
CHICAGO 11, ILLINOIS NEW YORK 17, NEW YORK 
400 N. Michigan Ave. * Superior 7227 366 Madison Ave. * Murray Hill 2-7387 
MEMPHIS 3, TENNESSEE 


First National Bank Building 
Memphis 5-501! 
PHILADELPHIA 29, PENNSYLVANIA 
Fidelity Philadelphia Trust Bidg. 
Kingsley 5-2380 


PENNSYLVANIA 
Atlantic 7466 


CINCINNATI 2, OHIO 
Union Trust Bidg., 40 E. Fourth St. 
Main 4021 


AKRON 8, OHIO 
607 Flatiron Bidg. 


ATLANTA 3, GEORGIA 
208 Glenn Bidg. Cypress 2686 
BIRMINGHAM 3, ALABAMA 
2225 Comer Building 

Birmingham 7-1259 
BOSTON 16, MASSACHUSETTS 
Park Square Bidg. Liberty 2-3180 
BUFFALO 3, NEW YORK 
Rond Building Modison 2865 


ROCHESTER 4, NEW YORK 
34 Stote St. Bidg. 


SAN ANTONIO 5, TEXAS 
221 Majestic Bidg. Cathedral 5352 


SPRINGFIELD, ILL. 
610 Eost Ash St. Springfield 2-5531 


SYRACUSE 2, NEW YORK 
306 University Bidg. Syracuse 5-1723 


WASHINGTON 5, D.C. 
Colorado Bidg. 


Hemlock 6131 Main 3395 
DALLAS 1, TEXAS 
Dollos National Bank Building 
Riverside 6803 
DES MOINES 9, l|OWA 
Bonkers Trust Building 
Des Moines 3-6415 
LOUISVILLE 2, KENTUCKY 
Lovisville Trust Co. Building 
Jackson 0025 


YOUNGSTOWN 3, OHIO 
25-31 East Boordman Youngstown 7-2071 


PITTSBURGH 22, 


Investment Bidg. 


RICHMOND 19, VIRGINIA 
214 Broad-Grace Arcode 
Richmond 3-7992 


National 280 
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builders, who also are Archi: °c. 
tural Forum subscribers, jn. 
tributed to this nationwide sur /ey 
of home styles. 


No. 308. A Survey of Professic iq) 
Builders on Model Homes 
This booklet contains the re- 
sults of a nationwide survey on. 
ducted among 10,000 profession: 
builders by The Architecture 
Forum. 


No. 309. A Survey of Professiona 
Builders on Employmen: 0 
Architects. 

This study, by The Architec 
tural Forum, reports results of 
questionnaire directed at 10 00 
professional builders. 


No. 310. Household Equipment 
Professional Builders Are 
Planning to Feature. 

The 10,000 builders also con- 
tributed the facts contained in this 
survey by The _ Architectural! 
Forum. 


No. 311. Roofing Survey. 

The Architectural Forum has is- 
sued this survey dealing with the 
roofing preferences of 1,000 sub- 
scribers to the publication. 


No. 324. The Oil Industry Market 
—Big Today—Always Bigger 
Tomorrow. 

“It is one and one-half years old, 
but the predictions are still the 
consensus,” National Petroleum 
News comments in introducing this 
publication. The brochure con- 
tains charts visualizing the predic- 
tions of an impressive list of oil 
company executives with regard 
to increased demand for the vari- 
ous types of petroleum products. 
The booklet shows the rising im- 
portance of petroleum in almost all 
of its uses. Service station volume 
in 1950, for example, is expected 
to be 32% above the volume in 
1941. Major trend noted in the 
bulletin is the expansion of retail 
marketing territories by the large: 
oil companies. 


No. 325. Market Studies for the 
Chemical Process Industries. 

This series of 11 booklets, issued 
by the research department of 
Reinhold Publishing Company, 
covers a group of studies of buying 
practices and policies in the proc- 
ess industries, conducted by mail 
questionnaires and checked by per- 
sonal interviews. Twenty-three 
distinct industries were surveyed, 
including: brewing and distilling: 
synthetic cellulose; cement; coke 
explosives; fertilizers; food; glass: 
leather; linoleum; metallurgical; 
sugar; oils and fats; paint; paper 
and pulp; petroleum; pharmaceuti- 
cal and cosmetics; plastics; rubber 
products; storage and dry batteries, 
and textiles. 

The results of separate surveys 
have been tabulated in the eleven 
booklets, entitled: “Steel Plate 
Fabrication;” “Power Transmission 
Equipment and Lubrication;” “Ma- 
terials of Construction;” “Pumps; 
“Pipe, Tubing & Fittings;” ‘M0- 
tors & Other Prime Movers; 
“Crushing, Pulverizing, Screeniné 
& Grading Equipment;” “Instru- 
mentation & Control;” “Dust Cl- 
lection Equipment; ‘Material 
Handling Equipment;” “A Satis 


tical Study of the Chemical |’r0c 
ess Industries.” The above | 00k- 
lets, up to and including “Pu "P%, 
are priced at $1. The rem: nde! 
are priced at $2. 

The company also has sued 
“Packaging,” a report on pa kag 
ing and labeling, machinery re 

P 


tainers, and related supplies °° 
process industries, which i 
tributed gratis. 
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No. 327. Per Cent of Sales Appro- 
priated to Advertising. 

Two hundred fifty-six compa- 
nies in 18 classifications reported 
in this survey by McGraw-Hill. 
The highest, lowest, and median 
percentages of 1947 sales appro- 
oriated to advertising are shown. 
Highest percentage (45% of sales 
spent on advertising) was appro- 
priated by the jewelers’ findings 
industry. 


No. 328. More Informative Adver- 
tisements Are Recalled Better 
and Read More. 

After obtaining readership rat- 
ings for 1,069 full-page advertise- 
ments, McGraw-Hill Research 
broke them down into three 
groups, depending on the length 
of advertising text.. Ads with from 
201 to 500 words were recalled by 
34% more readers than ads of 120 
words or less. Readership of the 
ads having 201-500 words was 
23% greater than that of the short 
text ads. 


No. 329. Use and Visibility of 
Five Standard Colors. 

A study of the visibility and 
readership of two-color ads in five 
issues of Product Engineering 
showed that ads using red scored 
14% higher than ads with blue, 
and ads with green or orange 
scored higher than red. McGraw- 
Hill Research made the study. 


No. 330. Steel’s Data File. 

Steel has issued this loose-leaf 
file folder containing information 
prepared in accordance with NIAA 
specifications and covering market 
data and readership as well as cir- 
culation, editorial setup, advertis- 
ing and mechanical information. 


No. 331. Metalworking Market 
Selector for 1948. 
This is a slide chart analyzing 


A Technique for 
Producing Ideas 
by 


James Webb Young 


Where do the moneymaking ideas 
come from—those ideas that make suc- 
cessful novels, radio programs, moving 
pictures, sales campaigns and business / 
James Webb Young, one of the highest 
paid idea men in the advertising busi- 
ness, set out to answer this question 
for his students at the University of 
Chicago. The result is a little book 
that you can read in an hour but will 
remember the rest of your life. In the 
simplest and clearest of language Mr. 

oung has succeeded in describing the 
way the mind works in all creative 
people. He gives you the formula 
which they consciously or unconsci- 
ously follow in producing ideas. He 
shows you how to train your mind so 
that idea production is, as he says, “as 
definite as the process by which motor 
Cars are produced.” Enthusiastically 
endorsed by sales managers, editors, 
college professors, poets, advertising 
men, salesmen and business executives 
who have read it. 


Send for your copy of A TECH- 
NIQUE FOR PRODUCING 
IDEAS now. Only $1 postpaid. 


Advertising Publications, Inc. 
100 E. Ohio Street, Chicago 11, Ilinois 


FIL!. IN AND MAIL THIS COUPON 
TODAY 


Ad: crtising Publications, Inc. 
Div. 915 

100 E. Ohio St., Chicago 11, TIL. 
Gentlemen: 


Plesse send me..........copies of “A 
_ “Ls for Producing Tdeas.” En- 
oced is 


Ne ie eee eee eee eee eee eee ee ee eeeeeee 


Title 


ite eee eee ee 


Company SGRSeceebedevenveceeenees 
Adress 
City 


SPCC eee 


C0ebe ces ects ccce cs cose 


the metalworking industry accord- 
ing to’ geographical distribution, 


also of plant, operations 


tured. Published by Steel. 


No. 333. Standard 
Classification Code Book. 


This publication, by Steel, is an | 


adaptation of the government’s 


standard code for the metalwork- | 
ing industry, showing the number | 


of plants in each product group 
and Steel’s coverage of the major 
groups. 


No. 334. Special Study on the 
Problem of Dust Collection. 


Market report on the extent of | 


the dust and fume problem in the 


metalworking industry, how many | 
plants have applied corrective 


measures; and what type of equip- 
ments is being used for this pur- 
pose. Issued by Steel. 


No. 332. Census Reports on the. 
Metalworking Industry, Vol-| 


umes 1 and 2. 
These Steel reports show (Vol. 


1) a statistical analysis of each of |metalworking industry, showing| each state, broken down by num-_| factured and operations performed, 


per- | 
formed and products manufac- 


Industrial | 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 
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Available Market Data — Industrial 


To secure copies of data listed, use the handy coupons 


and (Vol. 2) an analysis of each|common types of power-driven 


of 190 product groups, 


showing | portable tools in the metalwork- 


number of plants in the group in|ing industry, published by Steel. 


each state, broken down by em- 
ployment. 


No. 335. Special Report on Pig 
Iron. 

Steel has reprinted this special 
analysis of the current pig iron 
shortage, its causes, extent and 
what can be expected in terms of 
future supply. 


No. 336. Compressed Air Study. 
This is a market report, issued 
by Steel, on the use of compressed 
air in the metalworking industry, 
its applications, extent of use, 
trend toward future use, operating 
pressures and other data. 


No. 337. Conveyor Study. 
Another Steel market report is 
this, on the use of conveyors in 
the metalworking industry, break- 
ing them down by types and show- 
ing extent of use by products 
manufactured, size of plant, 
whether portable or fixed, and 
current trends in conveyor use. 


No. 339. Special Reports on Steel 
Sheets. 

An analysis of current shortage 
of steel sheets, statistical tables 
showing all current sheet produc- 
ers and the industry’s expansion 
program, with details of new mills 
now under construction or in op- 
eration. Published by Steel. 


No. 338. Portable Power Tools 
Study. 
An analysis of the use of six 


The report shows which plants 
comprise the major markets for 
such tools, their average life in 
service, factors influencing their 
purchase, and methods of distri- 
bution. 


No. 213. American Brewer Sta- 
tistical Section. 

This 16-page brochure is the 
first annual statistical section, pub- 
lished in the April, 1948, issue of 
American Brewer. Some of its 
contents are production of beer by 
states, months and years; sales of 
packaged and draught beer and to- 
tal sales; shipments of bottles and 
cans; per capita consumption by 
states; brewing materials used; 
imports and exports for 1947, and 
number of licensed breweries by 
sections and states. 


No. 211. An Expanding Aviation 
Market. . 
Canadian Aviation (Maclean- 
Hunter) includes market informa- 
tion dealing with the number of 
airports, airlines, freight carried 
by air, pilots, etc. 


No. 340. Modern Machine Tools. 

Steel has issued this series of 
reports covering basic machining 
processes, types of equipment used 
in each, new developments affect- 
ing their application and trends in 
tools and tooling. 


No. 230. An Analysis of the Air- 
port Market. 
The Haire Publishing Company, 


| 
| 
| 
| 
| 


advertising Age, 


FORECASTS OF THE TOTAL POPULATION OF THE UNITED STATES, ACCORDING TO VARIOUS ASSUMP.- 
TIONS OF FERTILITY, MORTALITY, AND IMMIGRATION, 1950 TO 1975, AND AVERAGE ANNUAL INCREASE, 


1945-50 TO 1970-75 


{Forecasts are comparable with census figures for 1940 and earlier years, no adjustment having been made for census underenumeration of young children] 


—_—_ = 
' HIGH FERTILITY, LOW MORTALITY 
MEDIUM FERTILITY, MEDIUM MORTALITY a 
Low NET IMMIGRATION PER 5 yeans! 
fertility, or— 14,000,000 .5,000,000 births, 1945- 
VELHO PERIOD hich births, 4 
mortality, 1945-50, 
no no Net 

immigration immigration No mmimigrat oo 

None 500,000 1,000,000 1,500,000 manugration | per 5 yea «' 

of 1,0004 

FORECAST (IN THOUSANDS) 
1950.......... 144,922 145,460 145,959 146,458 146 ,957 146 ,087 146 , 987 147, 38 
1945... 147,990 149,840 150,911 151,982 153,053 152,017 152,970 155, 126 
1960... 149,827 153,375 155,075 156,775 158,475 157,609 158,559 162, 11 
1965 .... 151,047 156,692 159,055 161,418 163,781 163,446 164,434 169, 70 
SER dietsrniagoe 151,627 159, 847 162, 888 165,929 168,970 169,612 170,845 177, 18 
se Sivedion 151,090 162,337 166 , 069 169, 801 173,533 175,750 177,304 185,07) 
AVERAGE ANNUAL 
INCREASE? 
NUMBER (IN THOUSANDS) 
1945-50... ‘ 1,060 1,168 1,268 1,367 1,467 1,293 1,473 1673 
1950-55. ; , 6l4 876 990 1,105 1,219 1,185 1,197 1,428 
1955-60... a 367 707 &33 959 1,084 1,118 1,118 77 
1960-65... " adoun 244 663 796 929 1,061 1,167 1,175 1, 452 
1965-70. 116 631 767 902 1,038 1,233 1,282 1, 570 
1970-75... .. —107 498 636 774 913 1,228 1,292 a1 
peacent® 

1945-50 0.75 0.82 0.89 0.96 1.02 0 91 1.03 16 
1950-55 0.42 0.59 0.67 0.74 0.81 0 80 0.80 OM 
1955-60 0.25 0.47 0.54 0.62 0.70 0 72 0.72 0.87 
1930-65 0.16 0.43 0.51 0.58 0.66 _ 0.73 0.73 aa 
1965-70 0.08 0.40 0.48 0.55 0.62 0.74 0.76 0.91 
1970-75 —0.07 0.31 0.39 0.46 0.53 0.71 0.74 0 8 


POPULATION CHANGES AND EFFECTS are dis- 
cussed in “Forecasts of the Population of the United 
1945-1975,” recently issued by the United 
States Department of Commerce, Bureau of the 
The book is one of the most important and 
provocative volumes ever issued for marketing men, 
since it not only forecasts population under varying 
conditions for 1960 and 1975, but discusses their 
implications and influences upon American life, in- 
cluding spending and buying habits. 

from which the summary chart 
shown here was taken, is the work of P. K. Whelp- 
ton, asseciate director of the Scripps Foundation 
for Research in Population Problems, Miami Uni- 
versity, assisted by Hope Tisdale Eldridge and Jacob 


States, 


Census. 


The volume, 


S. Siegel of the 


from the Super 
cents, contains 


fertility rate, th 


a detailed discu 
and composition 


try. 


The chart shown here is a summary chart, 
the printed volume of 114 pages, which is available 


Bureau of the Census. 
Dut 


intendent of Documents, Govern- 


ment Printing Office, Washington 25, D. C., for 45 


innumerable breakdowns by sex, 


color and age, under varying assumptions as to the 


e death rate and the immigration 


rate during the years covered. 
Particularly interesting to marketing men is the 
section headed, “Implications of Expected Trends,” 


ssion of how the changes in size 
of the population will affect all 


phases of the economic and social life of the coun- 


publisher of Aviation & Automo- 
tive Equipment and Airports, has 


5000 WATTS BOTH DAY £. NITE 


THE HUB of 


\ 
WESTERN NORTH CAROLINA 


570 ON YOUR DIAL 


WWNC is the ONLY station 


thoroughly covering the rich 
Asheville trade area of 20 coun- 
ties — a growing industrial- 
agricultural-resort-mining area 
where half a million folk await 


your sales message. 


National Representatives: 


aa 


GINA 


ed eee 


Sullivan 


| year, 


issued this pamphlet, which reports 
on aviation media and the buying 
influences in the airport market. 
‘The study includes how various 
sized airports are used, owner- 
\ship, sources of airport income, 
'immediate market for 1947-8 fiscal 
lists of airport acreage by 


states and list of advertisers who 
_have used Airports. 


No. 501. 


SOON TO BE PUBLISHED 


The Cost of Doing Business, 
planned for June 15 release by 
Farm Equipment Retailing, will 
tabulate business volume, broken 
down by sales of new goods, used 
equipment, repair parts and allied 
lines for 1947. Purchases, inven- 
tories, salaries and expenses will 
be tabulated and analyzed. 


PROFESSIONAL 
MARKETS 


No. 500. Hospital Media. 
Modern Hospital, in this study, 
discusses the media for reaching 
and selling the hospital. Compara- 
tive figures on circulation, adver- 
tising volume, etc. are given. 


Hospital Food Service. 
This folder, published by Mod- 
ern Hospital, covers kitchen equip- 
ment and other major equipment 
used by the dietary department. 
Includes plans of kitchens for 


hospitals of 50, 100 and 200 beds, 


showing placement of refrigera- 
tors, ranges, dish washing and 
other kitchen equipment. Also 
contains figures on annual pur- 


1000 WATTS 


OLD DOMINION @Gxoadcacting 


LYNCHBURG, ewe 


“Serving the Rich Central Section 
of the Old Dominion’”’ 


vw 


WRITE US OR SEE THE WALKER COMPANY 


1390 K.C. 


chases of dietary supplies, includ- 


ing utensils, china, glassware, sil- 
verware and paper goods. 


No. 502. Hospital Non - Dietary 
Refrigeration. 

This study on non-dietary re- 
frigeration, issued by Modern Hos- 
pital, covers refrigeration require- 
ments for milk rooms, nursery, 
pharmacy, laboratories, morgue 
and administrative area; floor 
plans showing placing of equip- 
ment, and the required capacities 
for hospitals of 50, 100 and 200 
beds. 


No. 503. Hospital Frozen Food 
Facilities. 

This cross section survey, pre- 
pared by the Modern Hospital, 
shows the number of hospitals 
having frozen food storage facili- 
ties and those planning to install 
such facilities in the near future. 
The material was derived from a 
questionnaire sent to 1,500 Amer- 
ican College of Surgeons-approved 
hospitals. 


No. 504. Hospital Food and Bev- 
erages. 

Statistics on hospital purchases 
of food with a breakdown of food 
dollar by types of product, plus 4 
discussion of buying influence in 
hospital feeding is given in this 
study by Modern Hospital. 

No. 505. Hospital Construction 
Materials. 
Modern Hospital has publishe¢ 


this folder on the quantitative re 
quirements for ceiling finish ané 
acoustical materials, flooring, wal! 
coverings and wainscots, win iow’ 
and doors for hospitals. Me nite 
nance requirements for p ints, 
floor treatment, detergents 4n¢ 
similar products also are inc! ded 
No. 506. Hospital Furniture, v'- 
nishings, Linens, Etc. 

The hospital market for 0” 
furniture, a breakdown of © 4/5 
by type, requirements for 14> 
tresses and pillows is report): 
this study by the Modern Ho: \t@ 
The folder also contains a © 142 
titative study of hospital rec ire 
ments for various fabrics and V2 
dow shades. Annual purcha:’s & 
bed linens, towels, blanket and 
linens used in the dietary de at 


ment are included. 
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Available Market Data— Professional 


"> secure copies of data listed, use the handy coupons 
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No. 507. The U. S. Baby Market. 

This study, prepared by the 
market research department of 
Modern Medicine, gives distribu- 
tion of births, illnesses and medical 
attendance in the baby market, 
and the volume, distribution and 
product preference, plus the physi- 
cian’s influence on purchases. 


No. 508. Dental Market and Oral 
Hygiene. 

The buying power of the den- 
tists, the trend of the dental mar- 
set and the dental patient market 
is covered in this survey made by 
Oral Hygiene Publications. In 
,ddition to the above market data, 
this folder also contains informa- 
tion on the editorial content of 
Oral Hygiene, plus the publica- 
tion’s circulation and mailing list 
control methods. 


No. 509. A Guide to the Dental 
Market. 

Dental Survey Publications, in 
this study, analyzes the dentist as 
to the growth of the profession; 
Jentists’ income, work day, equip- 
ment, technical employes, and pa- 
tients seen per week, Another sec- 
‘ion of the study deals with the 
atients—dental services by age 
und sex; frequency of dental serv- 
ces by sex; average cost of den- 
al needs; income and dental care; 
ze of community and dental 
are; how much time since previ- 
us dental care, and why people 
all for dental care. Also included 
re the editorial policies of Dental 
Survey, plus information on the 
ublication’s circulation. 


io. 510. 70,000 More Doctors. 
This digest, prepared by Den- 
al Survey Publications, shows the 
value of the dentist market for the 
ise and recommendation of prod- 
ucts. To prove this, figures are 
ziven to show how the dentist 
reaches the higher income brack- 
how, during the time he 
pends with each patient, he has 
chance to recommend products, 
nd how many times the dentist 
s called upon to prepare diets for 
lis patients. 


0. 511. Hospital Service in the 
United States, 1947. 
This is the 26th presentation of 
hospital statistics by the Council 
1 Medical Education and Hos- 


| Pitals of the American Medical | 


Association. Available from Hos-_, 
pital Management. 


No. 512. Hospital Laundry Sur- 
vey. 

Hospital practices with respect 
to laundries is reported in this) 
study published by Hospital Man- | 
agement. It deals with the num- 
ber of hospitals which operate 
their own power laundries, who is 
responsible for purchases, and 
suggests the size of the hospital 
market for laundry equipment | 
and supplies. 


No. 513. Reaching the Buying In- 
fluences in the Purchase of 
Hospital Pharmaceuticals. 

In this folder, Hospital Man- | 
agement reports on two surveys of 
500 hospitals; one, made to de- 
termine “Who are the conferees | 
in the purchase of drugs or phar- | 
maceuticals in your hospital?” | 
tabulating respondents’ titles, and | 
the other, a study of readership of | 
HM’s Hospital Pharmacy depart- 
ment. Included is a representa- | 
tive list of the publication’s 1947 
advertisers among manufacturers 
of drugs, pharmaceuticals and bio- 
logical products. 


SOON TO BE PUBLISHED 


Forecast of Hospital Building, 
with a summary of state plans al- 
ready completed and approved by 
the U. S. Public Health Service 
for hospitals to be built under 
funds provided by Public Law 
725, will be issued by the Modern 
Hospital: Publishing Company in 
June. : 

A Hospital Organization Study 
will be issued in June by the 
Modern Hospital Publishing Com- 
pany. The study will give specific | 
reference to buying influences. 

Hospital Acoustical Materials, | 
published in June by the Modern 
Hospital Publishing Company, 
will be a special study of the types | 
of acoustical material suited to 
food preparation areas. It will | 
cover the present use and adapt- 
ability to kitchen ceilings of per- 
forated metal, drilled fiber, 
perforated asbestos - cement, | 
acoustical plaster and acoustical | 
tile. Included will be opinions on | 
advantages and disadvantages and 
maintenance methods. 


OVER 500,000 DAILY CIRCULATION 
OVER 1,500,000 EAGER READERS 


)hio’s Fastest Growing Market 


It’s just common sense that advertising dollars 


bring better returns in 


Ohio’s population has increased about 12% in 
the last eight years. The 49 newspapers of the 
Ohio Select List have increased their circulation | 
by over 30% in the same period. Investigate 


this rapidly growing, 


$1,250,000,000 market. It also contains most of 
Ohio’s farmers, and remem. 
ber they too buy locally. 


a fast growing market. 


highly industrialized 


SELECT LIST 
NEWSPAPERS 


THE ONLY WAY TO KEEP IN 
TOUCH WITH ALL OF THE 


IMPORTANT 
INDUSTRIAL 
MARKETING 
NEWS & DATA 


12 ISSUES 


BRING YOU 
THE NEWS! 


One informative issue each month 
brings you all of the latest industrial 
marketing news and developments, 
techniques and methods . . . to help 
you do a better job of selling and 
advertising to business and industry! 


GIANT ANNUAL 


ISSUE BRINGS YOU 
ALL THE DATA! 


The Annual 550-page MARKET 
DATA BOOK NUMBER, published 
September |5th, brings you com- 
plete statistical information about 
the 85 major industrial markets in 
the U.S. and Canada, plus detailed 
information on over 2,000 business 
papers serving those markets, plus 
all vital "buying characteristics" of 
each market. 


Complete Service $2 for 1-Year 


AIRMAIL YOUR SUBSCRIPTION TODAY — before price goes 
up June |, 1948! 


Send order to: INDUSTRIAL MARKETING 


100 E. OHIO STREET, CHICAGO 11, ILLINOIS 
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MAIL COUPON TODAY 
FOR YOUR COPY 


@eeeeeeeeece TOTTI iii 
: THE ASSOCIATED BUSINESS PAPERS, INC. 
= 205 East 42nd Street, New York 17, N.Y. 
Gentlemen: - 

Please send me ( ) copies of your presentation on mer- 

chandising papers, “Nobody Profits Till Something Is Sold.” 
4 NAME TITLE 
: COMPANY 
: ADDRESS 
= city STATE 
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